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COFFKA  AliFOKl  T.lt,  A SpFCIKS  ClOSELY  .Xi.I.IKD  TO  TaBFRIAN  CoFFEE 


:\  Imki.i)  of  X oung  Cof'fea  Aruwiimensis  in  the  Experimfntal  G.\ri)en  at  Buitenzorg 

ALLIED  SPECIES  OF  COFFEA  LIBERICA  GROWING  IN  JAVA 


COFFEES  OF  THE  DUTCH  EAST  INDIES 

No.  3— COFFEA  LIBERICA  AND  ALLIED  SPECIES 

^ The  Liberian  group  is  generally  divided  into  two  subsections,  consist- 
ing of  C.  liberica  and  C.  excelsa  and  their  related  sj)ecies.  ^ Java 
planters  have  given  up  the  first  named  because  of  its  susceptibilty  to 
Heinileia  (leaf  disease)  and  have  turned  to  excelsa  and  its  types,  which 
resist  fungus  and  nematodes  better,  and  produce  a good  market  coffee. 

^ The  author  also  describes  the  Abeokutae,  Dewevrei,  13ybowskii  and 
other  species. 

By  Dr.  P.  J.  S.  Cramer 

Chief,  Division  of  IMant  Urceding,  Department  of  Agriculture,  Xetlierlands  India 


LIBERIAX  coffee  and  some  closely  related 
species  form  a distinct  group  of  Coffeas, 
which  are  characterized  by  thick,  large,  leathery 
leaves,  stiff  and  thick  branches  and  vigorous 
growth.  This  group  may  be  divided  in  two  sub- 
sections, viz. : Coffea 

liberica  and  some  other 
species  much  resem- 
bling it,  and  Coffea  ex- 
celsa, with  Coffea  Dy- 
bowskii  and  probably 
some  others.  We  will 
begin  with  a descrip- 
tion of  the  main  type, 
liberian  coffee,  which  is 
k n o w n it  n d e r this 
name  in  the  coffee 
trade. 

Coffea  liberica  is,  un- 
der favorable  circum- 
stances, a good  grow- 
ing tree;  well  devel- 
oped trees  may  meas- 
ure 50  feet  in  height. 

The  bark  is  dark 
brown  ; branches  hori- 
zontally spread,  thick 
(averaging  5 mM.  in 
diameter  at  the  end)  ; 
leaves  large,  averaging 
21  cM.  long  ; but  I have 
also  found  leaves  of 
40  cM.,  dark  green, 
leathery,  with  an  even 
or  only  slightly  curled  edge.  Flowers  large, 
somewhat  fleshy;  the  number  of  petals  is  6 to 
(S:  tube,  15  mM. ; petals,  20  to  24  niM.  long. 
After  flowering,  the  blossoms  turn  brown.  The 
fruit  is  large,  the  largest  known  in  coffee.  T have 
measured  fruits  of  4 cM.  length.  C<^1or.  yellow, 


dark  red  or  an  intermediate  shade.  The  red 
color  is  never  dix  ided  into  long  stripes,  but  gen- 
erally in  fine  points  or  short,  narrow  lines,  and 
is  generally  dull.  The  pulp  and  skin  are  thick, 
dry  and  hard,  somewhat  woody;  berries  therefore 
difficult  to  pulp  ; beans 
cannot  be  pressed  out 
of  the  skin,  or  only 
when  the  fruit  is  ripe. 
Discus  variable  in 
form,  often  covering 
one-third  of  the  top  of 
the  berry.  Shape  of 
the  fruit  of  different 
trees  varies  greatly,  but 
is  uniform  on  tbe  same 
tree.  Berries  sometimes 
round  and  small,  some- 
times large  and  oblong 
or  pear  shaped.  Tfiber- 
ian  coffee  shows  the 
largest  fruit  of  all  spe- 
cies, and  produces  also 
the  largest  coffee 
lieans;  1 have  meas- 
ured lieans  of  2 cM. 
length  an  d m o r e. 
.Varchment  skin  is 
woody,  brittle,  brown- 
isb-yellow  and  hard. 
The  silver  .skin  can 
only  be  removed  after 
artificial  quick  drying  of 
the  beans.  Well  pre- 
])arcd  l)cans  are  bright  yellow,  about  tbe  color  of 
lemons.  The  produce  is  esteemed  for  the  strength 
of  its  taste,  having  little  flavor  but  much  “body,” 
and  is  therefore  used  for  blends  with  highly 
flavored  qualities  but  lacking  body. 

Tfibfrian  coffee  used  to  be  grown  in  Java  from 


Survivors  of  the  First  Liberian  Coffee  Trees 
Introduced  Into  Java  in  1876 
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sea  level  up  to  an  altitude  of  3,oco  feet.  It  has 
been  attacked  more  and  more  by  leaf  disease. 
The  first  years  after  its  introduction  it  seems  to 
have  been  practically  immune;  in  the  nineties  even 
it  was  still  considered  as  resistant;  but  since  1900 
Hemileia  seems  to  have  increased.  Planters 
thought  that  the  coffee  was  degenerating  and 


A Younc.  Aiseokl’t.e  Coffee  Tree,  One  of  the 
Most  Productive  Species  Rel.xted 
TO  COFFEA  LiBERICA 


thus  becoming  more  susceptible  to  leaf  disease. 
They  insisted  on  introducing  “fresh  blood” — new 
seeds  from  Liberica  and  elsewhere  in  x\frica.  A 
planter  went  himself  to  Liberia  to  fetch  new 
seeds.  Experiments  with  these  seeds  were  made 
in  many  estates ; however,  the  seedlings  suffered 
more  from  Hemileia  than  plants  raised  from  seeds 
collected  bn  trees  in  Java.  The  latter,  sown  in 
countries  where  Hemileia  was  not  present,  gave 
vigorous  healthy  seedlings.  So  the  conclusion 
was  that  the  cause  of  the  deterioration  of  liberian 
coffee  was  not  that  the  coffee  had  become  weaker, 
but  simply  that  the  Hemileia  had  gained  in 
strength;  this  fungus,  living  originally  on  Coffea 
arabica,  had  become  acclimatized  on  liberian  cof- 
fee, so  to  speak. 

In  most  cases  it  is  now  practically  impossible 
to  make  a good,  uniform  plantation  of  Liberian 


coffee.  The  typical  experience  is  that  the  trees, 
almost  killed  out  by  leaf  disease,  may  have  a per- 
fectly sound  tree  as  a neighbor,  but  no  satisfac- 
tory production  can  be  obtained.  Liberian  coffee 
has  practically  been  given  up  here,  and  the  atten- 
tion of  the  planters  is  directed  to  other  kinds 
giving  a similar  quality,  but  better  withstanding 
leaf  disease.  Especially  the  hybrids  of  C.  liberica 
are  taking  its  place. 

Under  favorable  conditions,  however,  and  espe- 
cially if  careful  selection  is  made,  liberian  coffee 
can  still  be  grown  in  the  lower  regions  in  many 
parts  of  Sumatra.  It  is  better  suited  to  lower 
altitudes ; regions  near  sea  level  are  the  best. 
It  is  rather  insensible  to  climatic  changes,  and 
can  withstand  long  droughts.  The  blossoms  will 
open  and  set  fruit,  even  if  it  rains  when  they  are 
open.  Java  coffee  and  roluista  are  far  more 
sensitive  in  this  respect.  Liberian  coffee  prefers 


Coffee  Arnoldiana,  One  of  the  Species  Be- 
longing TO  THE  Family  of  Liberian 
Coffees  Grown  in  Java 


loamy  and  clay  soils.  It  is  immune  to  most  spread 
nematodes,  but  not  to  omnivorous  ones.  I should 
think  a rainfall  of  i,2CO  niM.  (48  inches)  is  suf- 
ficient if  other  circumstances  are  favorable. 


January,  igig 
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Liberian  coffee  comes  into  bearing  rather  late. 
In  lower  altitudes  the  first  fair  crop  appears  in 
the  fourth  year,  and  in  the  highlands  it  conies  in 
the  sixth  year.  I have  seen  in  Surinam  (South 
America)  a 20-ycar-old  field  producing  22  piculs 
per  bouw  (1.700  pounds  per  acre)  under  normal 
conditions:  hut  that  is  the  highest  rate  of  produc- 
tion I ever  heard  of.  In  Java  comparable  results 
must  have  been  obtained  before  Hemileia  attacked 
the  species  so  badly.  The  crop  comes  in  all  the 
year  round,  with  the  maximum  yield  in  one  or 
two  seasons  corresponding  to  drought  in  the  fore- 
going year.  The  percentage  of  market  coffee  ob- 
tained from  a certain  quantity  of  fresh  berries  is 
lower  than  in  the  first-mentioned  groups  (C. 
ar^bica  and  C.  robusta)  ; for  making  one  pound 
of  market  coffee  10  to  12  pounds  of  lierries  are 
required.  The  hard  skin  makes  pulping  difficult, 
and  the  great  differences  in  size  and  shape  of  the 
fruit  is  an  obstacle  to  mechanical  pulping. 

Liberian  coffee  has  lost  its  practical  importance. 
As  remarked,  it  would  still  be  possible  to  grow  it 
in  some  regions,  but  we  have  now  more  vigorous 
kinds  to  replace  it.  Generally  speaking,  these 
other  species  require  the  same  conditions  as  de- 
scribed above  for  liberian  coffee.  At  Bangelan 
are  a few  fields  of  C.  liberica  which  rank  among 
the  best;  this  result  has  been  obtained  solely  by 
careful  selection,  the  plants  descending  from  a 
seed  bearer  which  showed  itself  vigorous  and  free 
from  disease. 

The  Allied  Species 

Coitea  Abeokutcc.  This  species  was  planted  in 
the  experimental  garden  at  Tjikeumeuh  (Buiten- 
zorg,  Java)  in  1858;  it  had  been  received  from 
Abeokuta,  in  Nigeria,  a British  colony  in  West 
Africa.  Several  times  I have  repeated  the  intro- 
duction from  Africa  (in  igo8  and  1914),  and  the 
seeds  gave  exactly  the  same  kind  of  coffee  as 
those  imported -in  1898.  I have  heard  that  in  some' 
botanical  gardens  in  Europe  another  species  of 
coffee  is  grown  under  the  name  of  Abeokuta  cof- 
fee. There  seems  to  be  confusion  about  the  name. 

Coffea  AbeokutiE  is  much  like  liberian  coffee, 
only  all  parts  are  smaller.  The  branches  arc 
thinner,  averaging  4 mM.  in  diameter  at  the  end. 
The  leaves  are  somewhat  smaller,  often  bent 
gutter-like;  they  are  brighter  green;  young  leaves 
are  reddish.  Flower  buds  often  pink  just  before 
opening  (in  liberian  coffee  never),  or  turning 
pink  when  fading ; sometimes  even  bright  pink 
when  open.  The  flowers  are  smaller  than  in  C. 
liberica;  tube  under  10  mM.,  petals  under  20  mM. 
Fruit  is  smaller,  with  shiny  skin,  sharply  striped 
red  and  yellow.  Skin  softer  and  thinner  than  in 
the  foregoing  species;  beans  can  be  pressed  out 


by  the  lingers.  For  one  pound  of  market  coffee 
only  8 to  9 pounds  of  fresh  berries  are  required. 
Produces  somewhat  smaller  beans  than  Liberian 
coffee ; flavor  and  taste  are  praised  by  brokers. 

Coffea  Abeokutie  may  be  considered  as  more 
productive  and  better  resisting  than  liberian  cof- 
fee. It  is  attacked  by  Hemileia,  but  withstands 
it  far  better.  In  low  regions  it  may  replace 
liberian  coffee  to  advantage.  Generally,  Abeokuta 
coflee  has  a heavy  crop  one  season  and  then  for 
several  months  there  is  no  ripe  fruit  at  all  on  the 
trees. 

Coffea  DezL'cvrei.  Much  like  C.  Abeokutie  and 
C.  liberica,  but  the  leaf  has  a curled  edge. 
Branches  rather  stiff ; berry  has  thick  skin  and 
pulp.  Flowers  sometimes  pink.  Beans  generally 
smaller  than  in  C.  liberica.  Fruit  even  colored 
or  slightly  striped.  As  regards  resistance  to  leaf 
disease  it  stands  between  C.  liberica  and  C. 
Abeokutae.  Only  grown  in  a few  plantations. 
Oi  little  interest  to  the  trade. 

Coffea  Anwldiaua,  Probably  quite  near  to  Cof- 
fca  AbeokutJe.  The  only  difference  is  the  darker 
foliage  (more  like  C.  liberica)  and  the  even 
colored  small  berries.  The  species  seems  to  merit 
further  attention  and  has  been  planted  at  Ban- 
gelan. A few  trees  seem  very  productive ; others 
are  very  poor. 

Coffea  Laiirentii  Gillef.  This  species  must  not 
be  confounded  with  the  C.  Laurentii  belonging  to 
the  group  of  robusta  coffee.  Gillet’s  Laurentii 
stands  quite  near  to  Coffea  liberica.  It  is  char- 
acterized by  oblong  rather  than  thin  skinned  ber- 
ries. Commercial  value  still  unknown.  Still 
under  trial  at  Bangelan. 

Coffea  excelsa.  This  new  species  of  coffee  was 
discovered  in  1905  by  Aug.  Chevalier  in  West 
Africa,  in  the  region  of  the  Chari  River,  not  far 
from  Tchad  Lake.  It  is  very  vigorous,  with  a 
heavy  stem,  thick  branches  and  large  broad  leaves, 
which  are  dark  green  ; the  underside  is  light  green, 
with  a bluish  tinge.  Flowers  large  and  white. 
Berries,  however,  small,  much  smaller  than  in 
liberian  coffee.  The  shape  of  the  fruit  varies  a 
good  deal ; generally  the  berries  are  short  and 
broad,  broader  than  long,  and  rounded  off.  Color 
crimson,  sometimes  even  purplish  black,  never 
striped.  Skin  and  pulp  soft,  like  in  Coffea 

robusta.  The  form  of  the  bean  is  also  similar 
to  that  of  robusta  coffee,  but  the  color  is  quite 
different.  Well  prepared  excelsa  coffee  is  bright 
yellow,  like  liberian  coffee.  The  species  flowers 
the  whole  year  through,  like  C.  liberica,  and  is 
suited  to  the  same  soil  and  climate,  but  will  also 
do  very  well  on  sandy  soil  and  in  higher  altitudes, 
ft  may  be  even  grown  at  more  than  4,000  feet. 
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where  robusta  fails  to  give  a crop,  but  the  growth 
there  is  much  slower  and  it  would  hardly  pay. 
At  Bangelan  it  does  very  well. 

Coffea  excelsa  embraces  many  different  types ; 
individual  trees  differ  so  much  in  size  and  shape 
of  fruit  and  leaves  that  they  might  be  considered 
as  belonging  to  different  species  if  intermediate 


droughts  as  well  as  heavy  rains,  it  is  not  particu- 
lar as  to  soil,  and  its  roots  are  not  attacked  by 
most  spread  nematodes.  Also  it  is  valuable  for 
the  strength  of  its  roots  and  its  vigorous  growths. 
It  is  the  best  kind  to  use  for  stock  in  grafting. 
Practically  all  grafts  are  made  on  excelsa  root. 

Coffea  Dybowskii.  In  many  respects  resembles 
C.  excelsa,  but  has  different  leaf  and  fruit  char- 
acteristics. The  leaves  are  very  large,  sometimes 
two  feet  long;  the  color  is  not  a dark  green,  as 
in  C.  excelsa,  but  a lighter  grass  green;  the  sur- 
face is  more  shiny.  The  fruit  is  oblong^  pear 
shaped,  having  the  1>roadest  diameter  near  the 
top.  Skin  thin,  l)right  red,  slightly  striped. 

C.  Dybowskii  was  received  in  Buitenzorg  in 
1906  from  the  Jardin  Colonial  at  Nogent  sur 
Marne  (near  Paris).  It  seems  to  come  from 
hrench  West  iVfrica,  Init  I have  not  been  able  to 
determine  its  origin  exactly.  It  was  planted  in  the 
experimental  garden  near  a set  of  imported  ex- 


Thk  Hkoai)  Leavki)  Type  oe  Cofeea  Excelsa,  a 
Small  Beaned  Variety  of  the 
Coffea  Libekica 


types  were  not  known.  At  Bangelan  some  very 
fine  strains  are  grown.  The  best  field  of  excelsa 
in  the  garden  produces  10  to  20  piculs  per  bouw 
(760  to  1,500  pounds  per  acre).  The  market  cof- 
fee of  C.  excelsa  is  good ; it  differs  little  from 
liberian  coffee.  It  may  be  described  as  a small 
l)eaned  quality  of  C.  liberica. 

Excelsa  coffee  is  of  interest  to  the  planter  for 
two  reasons.  It  is  certainly  in  many  circum- 
stances one  of  the  best  kinds  to  grow  for  pro- 
duce. It  resists  leaf  disease  well,  it  stand$  long 


The  First  Coffea  Dyt-ow'skii  Tree  Imported 
Into  Buitenzorg,  Java,  in  1906 
From  France 

celsa  trees.  The  seeds  are  generally  hybridized 
with  excelsa.  Up  to  now  only  very  few  grafts 
could  be  made.  Measures  have  been  taken  to  lay 
out  an  isolated  field  of  grafts  to  olitain  pure  seeds. 
The  hybrids  are  valuable,  too,  being  very  vigorous 
and  productive ; but,  as  as  in  all  hybrids  of  cof- 
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LIBERIAN  COFFEE  YIELDS  ON  PRIVATE 
ESTATES  IN  JAVA 


(111  Three-Year  Periods) 

Years  Piculs* 

1S95-1S97 41,851 

1S98-1900 77,788 

1901-1903 98,948 

1904-1906 106,199 

1907-1909 90,731 

1910-19T2 60,071 

1913-1915 23,249 

1916-1918 24,400 


• One  picul  is  equal  to  ISo'-'j  pounds. 


fee,  the  seedlings  vary  a good  deal  and  contain 
poor  types. 

Coffea  Dybowskii  is  practically  immune  from 
Hemileia.  It  seems  to  me  a very  promising  spe- 
cies for  the  same  places  which  are  fit  for  excelsa; 
it  may  he  considered  as  a vigorous  excelsa.  Full 
data  can  be  obtained  only  when  we  have  fields  of 
pure  seedlings. 

C.  sl>.  Lamboray.  I received  this  coffee  from 
Frere  Gillett,  to  whom  we  are  indebted  for  so 
many  new  valuable  plants  from  the  Belgian 
Congo,  It  looks  much  like  a narrow  leaved  ex- 
celsa ; the  leaves  are  dark,  edge  curled.  In  excelsa 
the  surface  of  the  leaf  is  generally  quite  flat;  in 
C.  Lamboray  the  leaves  are  often  somewhat  bent 
gutter-like.  Fruit  oblong,  soft  skinned.  Still 
under  trial. 

C.  sp.  U^anni  Riikula.  Another  interesting  type 
received  from  Frere  Gillett.  It  belongs  to  the 
group  of  C.  excelsa  by  its  very  large  leaves,  vigor- 
ous growth  and  small  berries.  Only  a couple  of 
imported  trees  are  under  trial. 

Coffea  anin'imensis.  Several  times  were  seeds 
introduced  under  this  name  from  the  Belgian 
Congo.  The  seedlings  turned  out  to  be  a mixture 
of  quite  different  types,  some  resembling  C. 
liberica  and  some  C.  AbeokuLe.  A few  plants  arc 
characterized  by  vigorous  growth,  large  grass- 
green  leaves,  and  small,  bright  red,  even  colored 
round  berries.  These  last  plants  probably  belong 
to  a different  species  of  coffee,  entering  into  the 
group  of  C.  excelsa.  Until  now  little  has  been 
done  to  isolate  strains  of  this  kind  of  coffee,  other 
species  seeming  of  more  urgent  interest. 

Some  species  not  belonging  to  the  main  groups 
described  in  the  preceding  articles  will  be  con- 
sidered in  the  next  chapter,  which  will  appear  in 
an  early  issue. 


JAVA  EXCLUDES  FOREIGN  TEA 
The  importation  of  foreign-grown  tea  into 
Java  and  Sumatra  was  temporarily  prohibited 
after  September  15,  1918,  by  order  of  the  Nether- 
lands East  Indies  Government. 


THE  WORLD’S  1917-18  TEA  TRADE 

A Review  of  1 ea  Production,  Consumption  and 
Conditions  in  All  Parts  of  the  World 
and  a Forecast 


IX  their  annual  review  of  the  world's  tea  trade 

for  the  1917-18  period,  Brooke,  Bond  & Co., 
Ltd.,  London,  say  we  may  look  forward  to  fairly 
prosperous  times  in  the  future,  '‘not  easy  ones; 
there  is  no  room  for  indolent  folk  in  the  tea  trade, 
but  as  long  as  there  is  a strong  and  increasing 
demand  for  the  commodity  it  will  1)e  the  fault 
of  the  producers  and  distributers  if  their  industry 
does  not  flourish."  The  repcirt  in  full  is  as 
follows  : 

“It  will  be  all  right  when  the  war  Is  over’’  are 
the  words  with  which  we  have  comforted  our- 
selves in  most  of  the  inconveniences  we  have  suf- 
fered during  the  last  four  years.  Doubtless  it  will 
be  some  time  l^efore  things  return  to  pre-war 
conditions — if  they  ever  entirely  do — but  we  live 
.in  hope  that  before  long  trade  will  be  unfettered 
and  tea  allowed  to  come  straight  into  the  hands 
of  distributers  without  passing  through  those 
of  the  Food  Controller.  With  the  freedom  of  the 
seas  restored,  and  ships  coming  from  the  produc- 
ing countries  unmolested,  there  will  be  no  fear  of 
shortage  of  supply.  Not  that  the  shortage  this 
year  was  due  to  U-boats  or  mines;  tea  cargoes 
have  not  suffered  any  serious  damage  from  de- 
struction. Nor  was  it  caused  by  reduction  in  pro- 
duction. The  1917  Indian  crop  exceeded  that  of 
the  previous  year,  being  350,000,000  pounds  against 
345,000,000  pounds.  The  contract  of  the  Food 
Controller  to  purchase  66  per  cent  of  this  3^ear’s 
crop  is  based  on  an  estimated  total  outturn  from. 
North  and . South  India  of  373,000,000  pounds,  a 
far  larger  crop  than  has  ever  been  manufactured 
before.  With  regard  to  the  Ceylon  crop  we  have 
no  reliable  statistics,  but  apparently  not  quite  as 
much  was  manufactured  as  during  the  preceding 
twelve  months.  Many  planters,  finding  they  could 
not  get  freight  for  a large  crop,  plucked  fine, 
aiming  at  quality  rather  than  quantity.  It  is  never 
possible  exactly  to  estimate  the  China  crop,  but 
we  know  that  the  outturn  in  Java  and  Japan  was 
good,  so  that  it  is  perfectly  evident  that  the  small- 
ness of  the  quantity  wliich  consumers  have  been 
allowed  by  the  Food  Controller  to  buy  is  not  due 
to  shortage  in  the  countries  of  production. 

The  system  of  tea  control  has  passed  through 
many  changes  during  the  year  under  considera- 
tion. At  the  beginning  of  1918  tea  was  distributed 
on  the  basis  of  the  trade  done  in  tlic  year  ended 
June  30,  1916.  In  January  70  per  cent  of  that 
amount  was  allowed  to  each  distriliutcr,  in  Feb- 
ruary 80  per  cent.  This  arrangement  was  found 
very  unsatisfactory.  Many  wholesalers  and  re- 
tailers had  far  more  customers  in  IQ18  tlian  in 
1916,  and  were  unable  to  satisfy  them.  A new 
mandate  was  therefore  issued  and  came  into  force 
July  14,  by  which  consumers  were  required  to 
register  with  retailers,  and  retailers  to  Indent  on 
wholesalers  at  the  rate  of  two  ounces  per  head 
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for  each  registered  customer.  This  order  con- 
tinued in  force  until  December  2,  since  when  con- 
sumers have  been  allowed  to  buy  a reasonable 
quantity  in  excess  of  the  two  ounces  per  head,  but 
can  only  get  it  from  the  retailer  with  whom  they 
have  registered.  Retailers  also  can  only  buy  from 
the  wholesalers  on  whom  they  have  indented. 
Not  only  the  quantity  obtainable  but  also  the  price 
of  tea  has  been  controlled,  at  brst  in  part,  but 
since  March  entirely,  the  price  of  all  tea  being 
fixed  at  2/8  a pound. 

_ We  were  unable  last  year  to  give  exact  statis- 
tics as  to  production  and  consumption  throughout 
the  world.  The  same  is  the  case  this  year,  and 
for  the  same  reason — the  Board  of  Trade  and 
the_  brokers  have  ceased  to  publish  regular 
periodical  reports.  We  cannot  even  give  the  dis- 
tribution of  the  Indian  crop,  figures  which  were 
available  last  year  not  being  obtainable  this. 

Indian  Crop  of  Average  Quality 
The  quality  of  the  Indian  crop  was  in  no  way 
remarkable,  the  tea  from  most  districts  being  gen- 
erally about  on  a par  with,  and  in  some  cases  in- 
ferior to,  that  of  former  seasons.  There  has  been 
no  encouragement  for  planters  to  produce  high- 
class  tea.  As  tea  can  only  be  sold  in  the  United 
Kingdom  at  2/8  a pound,  it  pays  planters  better 
to  supply  medium  tea  in  large  quantities  than 
small  quantities  of  fine  tea.  Exactly  how  much 
of  the  crop  reached  Great  Britain  we  cannot  say, 
but  the  quantity  must  have  been  considerable.  The 
total  stock  in  bond  at  the  end  of  October  was 

113.226.000  pounds,  of  which  the  greater  part  was 
Indian.  The  amount  at  the  same  date  in  1917 
was  32,131,000  pounds,  a stock  which  was  unduly 
low.  The  total  stock  in  bond  on  May  31,  the  date 
accepted  for  the  end  of  the  Indian  tea  year,  was 

103.636.000  pounds,  a figure  never  before  reached 
in  the  annals  of  the  trade,  against  an  average  of 

86.783.000  pounds  for  the  preceding  six  years. 
A large  proportion  of  the  tea  imported  was  taken 
for  the  army  and  navy.  The  Under  Secretary  for 
War  stated  in  Parliament  that  84,000,000  pounds 
were  purchased  for  the  troops  during  the  year. 
This  does  not  include  tea  supplied  for  the  army 
in  India,  which  also  consumes  a large  amount. 
One  order  alone  of  theirs  was  for  15  tons  (3,360,- 
coo  pounds),  to  be  delivered  during  March  and 
April,  1918.  Some  months  ago  the  military 
authorities  proposed  substituting  coffee  for  tea  in 
the  rations  of  the  army  in  India,  but  the  sug- 
gestion was  not  found  acceptable.  About  the 
same  time  a similar  attempt  was  made  in  England 
with  regard  to  the  civil  population,  coffee  being 
plentiful,  owing  to  the  fact  that  London  is  one 
of  the  large  depots  for  receiving  and  distrilniting 
coffee  to  the  whole  world  and  cannot  now  export 
the  coffee.  Possibly  a little  more  coffee  was  con- 
sumed in  the  LTnited  Kingdom  owing  to  this  at- 
tempt, but  it  does  not  seem  as  if  any  beverage 
would  ever  take  the  place  of  tea  in  the  diet  of  the 
British  nation. 

Russi.s.  Was  a Poor  Customer 
After  the  United  Kingdom,  for  many  years 
past.  Russia  has  been  India's  best  customer,  and 
continued  to  be  so  for  the  first  three  years  of  the 
war.  During  1917,  however,  Russia  took  13,000,- 
000  pounds  less  than  in  1916,  the  demand  from 


that  country,  which  normally  absorbs  about  50 
per  cent  of  the  offerings  in  (Calcutta,  being  prac- 
tically non-existent  during  the  latter  part  of  the 
season.  During  the  last  few  months  Russian 
buyers  have  again  operated  in  Calcutta,  but  their 
purchases  have  been  very  small  compared  to  what 
they  were  before  the  war. 

Australian  Demand  Declines 

To  the  end  of  1917  Australia  took  4,000,000 
pounds  more  than  in  the  previous  year,  owing 
greatly,  doubtless,  to  the  embargo  laid  by  the 
Commonwealth  on  Java  and  China  tea.  Early 
in^  the  present  year  the  embargo  was  partially 
raised,  but  on  September  ii  a proclamation  was 
issued  again  prohibiting  the  importation  into  the 
Commonwealth,  except  with  the  written  consent 
of  the  Minister  of  State  for  Trade  and  Customs, 
of  _ tea  other  than  that  grown  or  produced  in 
British  possessions.  Freight  from  India  and  Cey- 
lon to  Australia  was  very  scarce  in  the  early  part 
of  the  year,  which  probably  forced  the  Common- 
wealth to  allow  the  entrance  of  Java  and  China 
tea  for  a time,  as  their  stocks  were  getting  low. 
The  Australasians  are,  as  is  well  known,  the 
greatest  tea  drinkers  in  the  world.  Before  the 
issue  of  the  September  proclamation  heavy  ship- 
ments of  Empire-grown  tea  were  sent  to  Aus- 
tralia whenever  freight  was  available. 

America  Shows  Increased  Consumption 

America  took  23,000,000  pounds  more  British- 
grown  tea  in  1917  than  in  1916.  During  the  pres- 
ent year  the  difficulty  of  freight  has  greatly  inter- 
fered with  the  export  of  Indian  and  Ceylon  tea  to 
the  States  and  Canada,  but  Japan  and  Java,  not 
being  able  to  send  tea  to  the  United  Kingdom, 
have  dumped  large  quantities  in  North  America. 
The  question  of  trying  to  induce  the  United  States 
and  Canada  to  follow  the  example  of  Australia 
and  import  only  British-grown  tea  was  brought 
before  the  Home  Government,  but  without  result. 
There  is  a saving- of  expense  to  the  North  Ameri- 
can Governments  by  drawing  their  supplies  from 
Japan,  as  the  distance  is  less.  It  is  to  be  hoped 
that,  after  the  war,  Indian  and  Ceylon  tea  will 
recover  the  footing  they  had  gained  in  the  States 
and  Canada. 

Persian  buyers  have  been  very  busy  in  Calcutta 
throughout  the  year,  and  would  probably  have 
taken  more  than  they  did  but  for  the  transport 
difficulty.  The  demand  from  Persia  has  come  in 
very  opportunely  and  has  helped  to  reduce  the 
difficulty  of  disposing  of  the  surplus  output. 

Indians  Using  Their  Own  Tea 

The  consumption  of  tea  continues  to  increase 
in  India  itself,  and  may  now  be  said  to  have  been 
adopted  by  the  natives,  owing  greatly  to  the  ef- 
forts of  the  Indian  Tea  Cess  Committee.  As  is 
probably  well  known  to  most  of  our  readers,  the 
Tea  Cess  is  a small  tax,  voluntarily  paid  by  ex- 
porters of  Indian  tea  and  collected  by  Govern- 
ment ; the  money  thus  raised  being  devoted  to 
increasing  the  consumption  of  Indian  tea  through- 
out the  world.  This  year  the  whole  of  the  funds 
at  the  disposal  of  the  committee,  with  the  ex- 
ception of  75,000  rupees  allotted  for  providing  tea 
for  the  use  of  American  troops  and  hospitals  in 
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France,  lias  been  expended  in  India,  and  witli 
sood  results.  The  propaganda  work  is  largely 
carried  on  by  the  sale  of  pice  (farthing)  packets 
and  by  tea  shops.  Of  the  latter  there"  are  thou- 
sands controlled  by  the  committee  scattered  over 
the  length  and  breadth  of  India.  Good  tea,  both 
dry  and  infused,  is  thus  brought  within  the  pur- 
chasing power  of  the  poorest  natives.  A good 
deal  of  work  is  also  done  in  mines,  on  the  rail- 
ways and,  last  but  by  no  means  least,  in  the  Indian 
army.  The  committee  has  provided  institutes  and 
tea  rooms  for  the  troops,  for  which  they  received 
the  thanks  of  the  Adjutant-General  of  India. 

There  would  have  been  a much  greater  increase 
in  the  consumption  of  Indian  tea  in  India  but  for 
the  difficulty  of  trans]iort,  which  has  produced  a 
peculiar  and,  for'  the  Indian  planter,  a very  un- 
desirable state  of  affairs.  Tliere  arc  very  severe 
restrictions  on  booking  from  Calcutta  westward, 
but  comparatively  little  restriction  on  booking 
from  Bombay  eastward.  Only  small  quantities 
can  be  sent  from  Calcutta,  consequently  Ceylon 
and  China  tea  are  brought  to  Bombay  and  dis- 
tributed thence  over  the  whole  of  India.  Indian 
planters  cannot  cet  rid  of  their  crops,  and  at  the 
same  time  considerable  quantities  of  foreign  tea 
are  being  imported. 

The  Cevlox  Productiox 

Statistics  as  to  Ceylon  tea  are  almost  non- 
existent. W e know  that  the  1917  crop  was  nor- 
mal. and  that  the  qualitv  of  the  Ceylon  tea  that 
1ms  come  to  Great  Britain  during  1918  has  been 
satisfactory,  or  at  any  rate  up  to  the  average ; but 
dealers  are  at  a loss  to  account  for  the  sniallness 
of  the  quantity  which  has  arrived  here,  particu- 
larly during  the  early  months  of  the  year.  Im- 
ports during  March  were  .3,000,000  pounds  of 
Ceylon  tea  against  41.000.000  pounds  of  Indian. 
It  has  been  suggested  that  a great  deal  was  taken 
for  the  use  of  the  army,  and  therefore  did  not  ap- 
pear in  the  returns.  Probably  also  Indian  planters 
had  better  facilities  for  freightage  to  the  United 
Kingdom,  and  Ceylon  growers  were  more  suc- 
cessful in  marketing  their  crops  abroad.  Colombo 
is  a regular  port  of  call  for  steamers,  whereas 
Calcutta  is  a terminal  port.  It  is  therefore  easier 
to  dispatch  produce  from  Colombo  than  from  Cal- 
cutta. By  October  much  more  Ceylon  tea  found 
its  way  to  London,  the  amount  ballotted  for  in 
the  middle  of  that  month  being  .3,856,111  pounds, 
against  7,188.288  pounds  of  Indian  tea. 

The  J.wa  Trade 

The  Java  crop  for  1017  was  estimated  at  105,- 
000,000  poimds.  of  which  .35,824,800  pounds  were 
sent  to  America  and  Canaria,  against  695,200 
pounds  in  the  previous  year.  Towards  the  end  of 
the  year,  however,  freight  became  so  difficult  that 
mo-st  of  the  tea  companies  decided  not  to  pay  any 
dividends  until  things  improved,  and  so  keep  busi- 
ness going  and  prevent  discontent  among  the  na- 
tives. During  the  first  half  of  the  pre.sent  year 
many  estates  harl  to  stoi)  manufacture  altogether, 
owing  to  lack  of  money  to  pay  the  workers  and 
lack  of  space  to  store  the  tea.  Matters  were  prob- 
ably made  easier  by  tbe  partial  raising  of  the  em- 
bargo in  .Australia,  .50  per  cent  of  tbe  fqi6  cargoes 
from  Java  and  Sumatra  being  allowed  to  enter 
the  Commonwealth,  but  wc  have  no  returns  as  to 
the  amount  which  had  obtained  an  entrance  before 


the  embargo  was  reimposed.  Great  care  is  be- 
stowed on  cultivation  and  manufacture  in  Java 
and  Sumatra  ; growers  there  claim  that  their  tea 
is  better  than  Ceylon  and  equal  to  most  Indian, 
except  fine  Assam, 

Japan  and  China’s  Teas 

During  the  latter  months  of  1917  shipments 
from  Japan  showed  an  increase  of  nearly  10  per 
cent  over  those  of  the  same  period  of  iqif).  The 
Japanese  are  trying  hard  to  caiiture  some  of  the 
markets  at  present  held  by  Indian  tea.  The  Japan- 
ese d'ea  Manufacturers'  Associations  decided  to 
spend  68,142  yen  (about  ^6,956)  on  advertising  in 
the  United  States,  Canada,  Russia,  China.  Alan- 
churia  and  Corea.  The  greater  part  of  this  sum  - 
.^i,5C0  yen  (about  .£3, -2 1.5) — was  allottecl  to  estab- 
lishing tea  houses,  distributing  samples,  news- 
paper advertising,  etc.,  in  the  United  States. 
Until  comparatively  lately  America  has  been  a 
coffee-drinking  country,  and  of  the  small  quantity 
of  tea  consumed  in  the  States  the  black  came 
almost  entirely  from  China  and  the  green  from 
Japan.  During  the  present  century,  however,  the 
consumption  of  tea  has  greatly  increased,  and 
British-grown  tea  has  to  a great  degree  taken  the 
place  of  Chinese  and  Japanese.  The  Japanese  are 
now  trying  to  recover  this  lost  trade. 

Great  efforts  are  also  being  made  I)y  some  en- 
terprising China  merchants  to  recapture  the 
United  States  market.  During  the  year  under 
consideration  China,  like  other  producing  coun- 
tries. has  suffered  from  the  restricted  number  of 
markets  and  from  the  general  disorganization  of 
trade  caused  by  the  war.  The  embargo  on  the 
importation  of  non-British-grown  tea  into  the 
United  Kingdom,  Australia  and  New  Zealand,  in 
addition  to  transport  difficulties  to  all  countries, 
greatly  reduced  Chinese  exports.  The  prosperity 
of  the  grower  did  not,  however,  suffer  as  did  that 
of  the  Indian  and  Ceylon  planter,  as  the  native 
market  is  enormous.  The  average  export  is  about 
25,000,000  pounds;  in  1917  it  fell  to  about  7,500,- 
000  pounds  (or  1.3, ,300,000  pounds,  if  tea  declared 
for  Shanghai  and  thence  transshipped  to  Russia 
and  America  be  included).  No  figures  are  as  yet 
a\ailable  for  this  year's  cro])  and  exports.  In 
spite  of  the  embargo  the  h'ood  Controller  bought 
a small  quantity  of  China  tea,  which  has  arrived 
in  London  but  is  slow  to  reach  the  consumer. 

No  returns  are  a\ailable  from  the  other  pro- 
ducing countries : Natal.  Nyasaland,  Uganda, 

Jamaica,  Fiji,  Mauritius,  the  Andaman  Isles  and 
Indo-China.  d'he  amount  contributed  at  any  time 
by  these  areas  is  very  small. 

As  we  remarked  in  our  annual  letter  last  year, 
there  is  no  reduction  in  the  demand  for  tea ; re- 
duction in  consumption  is  due  entirely  to  de- 
ficiency in  sujjply,  which  in  its  turn  is  due  to 
deficiency  of  freight.  In  the  Ihiited  Kingdom  we 
have  not  been  able  to  ha\e  as  much  as  wc  should 
like  and  prices  have  risen  somewhat,  but  the  in- 
convenience we  have  suffered  is  not  to  be  com- 
pared with  what  has  been  endured  and  is  still 
l>eing  endured  in  enemy  and  neutral  countries.  In 
Sweden  six  months  ago  tea  was  6/10  a i)ound,  and 
was  difficult  to  obtain  even  at  that  price.  Pcoi)le 
bought  small  c|uantities  of  tea  and  mixed  them 
with  roasted  craid)erry  leaves.  .A  prisoner  re- 
turnefl  from  German>'  said  there  was  no  tea  in 
the  country,  that  he  and  other  prisoners  had  senna 
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tea  every  morning  and  evening.  This  was  prob- 
ably the  drink  made  from  camouflaged  strawberry 
and  blackberry  leaves  which  we  hear  has  been 
doing  duty  for  tea  in  Central  Europe.  A news- 
paper correspondent,  writing  from  Berlin,  said 
he  bought  a so-called  quarter  of  a pound  of  tea 
for  5/-.  When  all  the  packing  had  been  removed 
not  quite  an  ounce  (20  grams. ,f.  e.,  705  ounce)  re- 
mained, so  that  the  tea,  which  was  very  poor, 
had  cost  at  the  rate  of  £6  5s.  a pound ! 

The  war  has,  of  course,  greatly  interfered  with 
the  general  distribution  of  tea,  but  will  probably 
be  found,  eventually,  to  have  had  a marked  effect 
in  increasing  the  taste  and  consequently  the  de- 
mand for  it.  French,  Belgian,  Italian  and  other 
Continental  soldiers  who  have  fought  side  by  side 
with  our  men  will  probably  have  learnt  the  tea 
habit  from  them.  Tea  forms  no  part  of  the 
rations  of  American  soldiers,  but  we  may  antici- 
pate that  the  present  made  by  the  Indian  Tea  Cess 
Committee  may  liaAC  taught  some  of  them  that 
tea  is  quite  as  pleasant  and  refreshing  a beverage 
as  coffee. 

Altogether,  we  may  look  forward  to  fairly  pros- 
perous times  in  the  future — not  easy  ones,  there 
is  no  room  for  indolent  folk  in  the  tea  trade — but 
as  long  as  there  is  a strong  and  increasing  demand 
for  a commodity  it  will  be  the  fault  of  the  pro- 
ducers and  distributors  if  their  industry  does  not 
flourish.  That  neither  planter  nor  distributor  is 
likely  to  fail  through  lack  of  energy,  industry  or 
perseverance,  has  been  abundantly  proved  in  past 
years,  notably  in  the  year  under  consideration, 
when  all  concerned  have  loyally  supported  the 
Government,  even  while  it  seemed  as  if  their  in- 
dustry was  being  destroyed  and  the  carefully 
built-up  science  of  tea  blending  lost,  or  that  peo- 
ple would  become  so  accustomed  to  the  National 
Control  Tea  that  they  would  be  unable  to  appreci- 
ate a fine  blend.  Now,  however,  that  a gradual 
relaxation  of  control  is  beginning,  that  we  shall 
probably  have  free  imports  in  a short  time  and 
export  be  permitted  almost  immediately,  we  may 
indeed  hope  that  “everything  will  be  all  right 
when  the  war  is  over.” 


NEW  YORK  TEA  EXAMINER  RESIGNS 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  24,  1918. — Word  has 
just  been  received  by  officials  of  the  Treasury 
Department  of  the  resignation  of  A.  J.  Schindler, 
the  United  States  Tea  Examiner  for  the  port  of 
New  York.  The  resignation,  which  has  been  ac- 
cepted, becomes  effective  January  i,  1919.  The 
place  has  not  yet  been  filled  and  no  one  has  yet 
been  mentioned  in  connection  with  the  position. 

Lamm. 

NAVY  AWARDS  BIG  TEA  CONTRACT 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  30,  1918. — Carter, 
Macy  & Co.  have  been  awarded  a contract  by  the 
Bureau  of  Supplies  and  Accounts,  Navy  Depart- 
ment, for  furnishing  the  Brooklyn  navy  yard  with 
300,000  pounds  of  tea  at  $70,410,  bids  for  which 
were  opened  on  December  16.  Lamm. 
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MARTINIQUE’S  TRADE  PROSPECTS 

Coflee,  Cacao  and  Sugar  Are  Some  of  the 
Products  of  This  Island,  Which  France 
May  Cede  to  the  United  States 


p\URING  the  month  of  December  press  dis- 
^ patches  from  Paris  said  that  it  was  within 
the  realms  of  possibility  that,  in  partial  return  for 
loans  and  money  to  be  advanced  to  rebuild  the 
devastated  area  of  Northern  France,  the  French 
Government  might  cede  the  island  of  Martinique 
to  the  Llnited  States.  At  the  time  it  was  pointed 
out  in  this  country  that  France  had  small  terri- 
torial holdings  in  the  Western  Hemisphere  which 
she  probably  would  trade  off  to  leave  her  free 
to  develop  her  colonies  nearer  Europe. 

Martinique  is  one  of  the  islands  comprising  the 
Lesser  Antilles,  lying  southeast  of  Porto  Rico 
and  near  the  northern  coast  of  South  America.  It 
has  an  area  of  380  square  miles,  and  is  about  a 
third  the  size  of  Rhode  Island.  The  island  is 
made  up  about  equally  of  mountains  and  fertile 
plains,  and  has  been  under  French  control  since 
1635. 

The  Principal  Agricultural  Products 

The  principal  products  of  the  Martinique  plan- 
tations are  sugar  cane  and  cacao.  Sugar  cane 
leads  in  importance,  although  the  crop  has  been 
steadily  decreasing  since  1914  on  account  of  the 
lack  of  potash  for  fertilizer  and  the  inroads  of  a 
cane  pest  that  has  caused  great  damage  to  some 
of  the  plantations.  The  production  for  1917  is 
estimated  at  40  per  cent  less  than  the  average 
crops  for  the  preceding  five  years.  The  Govern- 
ment requisitioned  the  greater  part  of  the  rum 
product,  fixing  the  price  and  placing  certain  re- 
strictions on  the  transportation  of  rum  that  will 
tend  to  curtail  its  production,  and  will,  no  doubt, 
increase  the  production  of  sugar  in  Martinique. 

There  are  15  sugar  factories,  8 factories  for 
making  lemonade,  i for  canning'  pineapple,  i for 
making  cocoa  powder  and  butter  and  i for  choco- 
late, i for  alimentary  paste,  2 ice  factories,  i 
cooperage  establishment,  ico  rum  distilleries  and 
2 small  foundries  in  operation  in  Martinique. 

. The  products  exported  from  Martinique  are 
practically  all  taken  by  France;  the  United  States 
is  the  next  best  customer,  its  share  of  the  export 
trade  for  1917  being  valued  at  $14,127.  American 
goods  returned,  included  with  the  re-exports, 
were  valued  at  $10,704,  and  consisted  largely  of 
implements  and  machinery  returned  for  repairs 
and  empty  casks  and  cylinders  returned  for  re- 
filling. The  goods  returned  to  Porto  Rico,  prin- 
cipally empty  barrels,  were  valued  at  $1,170.  Re- 
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exports  from  Martinique  for  1917  were  valued 
at  $1,989,673,  and  were  distributed  among  the 
adjacent  islands  and  South  and  Central  America; 
a large  portion  of  the  re-exports  were  taken  l)v 
merchants  and  naval  vessels  at  this  port. 

Exports  for  the  year  1917  show  an  increase  in 
value  of  more  than  33  per  cent  over  1916,  notwith- 
standing the  great  decrease  in  both  quantity  and 
value  of  the  sugar  exports,  heretofore  the  prin- 
cipal product  entering  into  ^Martinique’s  foreign 
trade.  The  increase  over  the  average  value  of 
exports  for  the  preceding  five  years  is  more  than 
1 10  per  cent. 

Src.\R,  Coffee,  Cacao  and  \'axilla  Exports  * 

The  total  quantity  of  sugar  produced  in  ]^Iar- 
tinique  for  export  was  20,881  metric  tons  in  the 
year  1917  and  34,444  tons  in  1916.  The  value  of 
sugar  exports  for  1917  was  $3,802,024,  compared 
with  $5,143,103  for  1916. 

1 he  demand  for  Martinique  coffee  for  export 
has  been  declining  for  the  past  three  years;  and 
although  the  export  for  1917  exceeded  that  for 
1916,  it  was  still  less  tlian  the  average  for  the 
preceding  five  years  by  more  than  76  per  cent. 
The  coffee  exported  during  1917  was  valued  at 
$5,482,  but  this  product  has  small  significance 
in  the  economic  life  of  the  island  when  it  is  con- 
sidered that  more  than  173  metric  tons  are  im- 
ported, and  the  average  quantity  exported  does 
not  exceed  10  metric  tons.  The  high  prices  re- 
ceived in  France  for  the  ^Martinique  product  in- 
duces what  export  there  is. 

Martinique’s  coffee  commands  a high  price,  and 
after  supplying  those  who  can  afford  to  purchase 
it  in  the  home  markets  the  remainder  is  shipped 
to  h ranee;  cheaper  grades  of  foreign  coffee  are 
used  mostly  in  Martinique.  At  one  time  consider- 
able coffee  was  produced  on  the  island,  but, 
owing  to  an  insect  called  Hcmilein  vastaria  that 
destroyed  the  plants,  the  industry  gradually  de- 
clined. 

Attempts  to  introduce  new  varieties  immune 
from  the  effects  of  the  disease  have  been  con- 
stantly attempted,  and  efforts  in  this  direction 
were  meeting  with  success  before  the  war.  One 
of  the  methods  tried  was  to  graft  fine  varieties  on 
Liberia  stock,  a vigorous  grower  and  ])rolific 
bearer  immune  from  the  attacks,  but  this  did  not 
prove  successful.  The  finest  grade  produced  in 
the  island  is  from  Arabic  stock,  and  called  ATar- 
tinique  coffee;  Liberia  is  grown  successfully,  but 
is  lacking  in  quality;  a new  coffee,  called  Ro- 
busta,  recently  introduced  from  Java,  is  proving 
successful. 

Cacao  crops  were  good  during  the  past  year, 
but  difficulties  in  procuring  transportation  caused 


a decrease  in  the  export.  Cacao  produced  for 
export  for  the  preceding  five  years  averaged  461 
metric  tons,  but  the  annual  production  has  been 
gradually  diminishing  until  the  export  for  1917 
totaled  only  296  tons,  valued  at  $205,595. 

Exports  of  vanilla  are  gradually  decreasing, 
although  the  shipments  for  1917  exceeded  those 
of  1916.  1 he  value  of  the  exports  for  1917 

reached  $7,875,  compared  with  $3,610  in  1916,  the 
difference  being  largely  accounted  for  by  the 
failure  to  secure  transportation  for  the  1916  crop, 
which  consequently  became  merged  with  the  1917 
exports. 

I he  foreign  trade  of  Alartinique  for  the  year 
1917  exceeded  in  value  any  other  period  in  its 
history,  totaling  the  sum  of  $26,626,583.  d'he 
imports  are  valued  at  $10,917,872  and  the  exports 
at  $15,708,711,  an  increase  of  more  than  100  per 
cent  over  the  average  for  the  five  years  preceding 

1917. 

During  the  past  year  761  vessels,  with  a regis- 
tered tonnage  of  405,625,  entered  Alartinique  ports  ; 
the  tonnage  discharged  was  130,159.  Of  these 
vessels  186  were  French,  with  a registered  ton- 
nage of  226,708;  392  British,  tonnage,  86,852;  64 
American,  tonnage,  38,970;  39  Venezuelan,  ton- 
nage, 2,463;  34  Norwegian,  tonnage,  37,752;  7 
Dominican,  tonnage,  794;  5 Russian,  tonnage, 
1,400:  4 Danish,  tonnage,  2,391;  i Spanish,  ton- 
nage, 1,590,  and  I Italian,  tonnage,  349. 


ARAIY  COFFEE  CHIEF  RESIOXS 
[from  a .staff  correspondent  I 
Washington,  D.  C.,  Dec.  24,  1918.— Edward  F. 
Holbrook,  of  the  Holbrook  Grocery  Company, 
Keane,  X.  1 1.,  who  has  been  in  Washington  as 
head  of  the  coffee  section  of  the  Subsistence  Di- 
vision, Quartermaster's  Department,  U.  S.  .A.,  has 
resigned,  feeling  that  his  war  work  has  been  com- 
])leted  and  has  left  Washington.  The  coffee 
section  is  still  intact,  and  Lieut.  Xeale,  who  has 
been  assisting  Mr.  Holbrook  for  such  a long  time, 
is  still  here,  d he  section  is  now  in  charge  of  Capt. 
Krag,  who  was  forced  to  give  up  direction  of  the 
work  when  taken  ill  last  spring.  He  is  expected 
to  carry  on  the  campaign  for  better  army  coffee 
which  Air.  Holbrook  fought  for  when  he  had 
charge  of  the  coffee  section.  Lamm. 


A COFFEE  MILL  MAKEK’.S  lU lUOUE^I' 

The  'Irident  Company,  Philadelphia,  Pa.,  writes:  “We 

would  not  relish  being  without  your  publication,  it  has 
been  such  a help  to  us.  It  may  be  of  interest  to  you  to 
learn  that  from  one  announcement  in  your  paper  we  had 
letters  from  all  over  this  country  and  from  England,  and. 
building  on  the  inquiries  received  from  this  source,  we 
liave  been  able  to  form  a nucleus  of  a very  attractive 
future.  Again  we  thank  you.” 
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THE  ARMY  COFFEE  ROASTERS 


General  Wood  Says  They  Mark  a Notable 
Advance  In  the  Service  of  Military 
Subsistence  Supply 


[from  a staff  correspondent] 

Washington,  D.  C.,  Dec.  30,  1918. 
ENERAL  R,  E.  WOOD;  Acting  Qnartermas- 
^ ter-General  of  the  United  States  Army,  has 
the  following  to  say  about  army  coffee  roasting 
and  grinding  in  his  animal  report  to  the  Secretary 
of  War: 

“Coffee  roasting  and  grinding  plants  have  been 
established  at  various  camps  and  are  now  operat- 
ing suecessfully.  Such  a plant  requires  for  its 
operation  only  a small  building  and  the  employ- 
ment of  a few  enlisted  men.  It  has  capacity  equal 
to  the  coffee  needs  of  40,000  soldiers,  and  insures 
a large  money  saving  to  the  Government  in  the 
matter  of  expenditure  for  coffee  and  with  marked 
improvement  in  the  quality  of  the  beverage.  Cof- 
fee is  now  purchased  in  its  green  state,  and  pre- 
pared for  issue  at  one  of  these  camp  plants,  or  in 
commercial  plants  adjacent  to  the  points  of  con- 
sumption and  duly  licensed  for  army  service.  The 
coffee  is  insured  against  deterioration,  which  takes 
place  rapidly  if  kept  in  its  roasted  and  ground 
state.  The  inauguration  of  the  localized  roasted 
and  grinding  system  is  an  innovation,  but  mark- 
ing a notable  advance  in  the  service  of  subsist- 
ence supply.  Reports  from  organization  mess 
officers  at  the  camp  where  the  first  roasting  and 
grinding  plant  was  put  in  operation,  are  to  the 
effect  that  the  coffee  is  superior  in  flavor  and 
strength  to  that  previously  issued.  As  a result 
of  this  increase  in  strength  the  consumption  of 
coffee  has  been  largely  reduced  in  various  organ- 
izations. Coffee-roasting  plants  have  been  ob- 
tained for  overseas  and  will  soon  be  instituted, 
and  then  work  can  be  conducted  abroad.” 

It  will  be  recalled  that  the  first  army  coffee- 
roasting  equipment  was  installed  at  Camp  Upton, 
Yaphank,  N.  Y.,  about  a year  ago,  the  first  unit 
being  put  in  as  an  experiment.  Similar  two-bag 
outfits  for  roasting,  cooling,  stoning  and  grinding 
were  afterwards  installed  at  Camp  Lee  and  Camp 
Stuart  in  Virginia;  Camp  Meade,  Maryland; 
Camp  Funston,  Kansas ; Camp  McClellan,  Ala- 
bama; Camp  Dix,  New  Jersey,  and  Camp  Jos.  E. 
Johnston  at  Yukon,  Fla.  Army  operators  were 
instructed  at  Upton  and  afterwards  at  Camp 
Meade,  but  the  Florida  camp  was  to  have  been 
the  regular  school  for  “roastermen”  if  the  war 
had  continued,  and  many  other  camps  equipped  as 
intended. 

The  machines  are  all  of  one  model,  specially 
designed  by  Jabez  Burns  & Sons,  and  named 
“Karoma  Outfit.”  Installations  at  camps  in  this 
country  were  interrupted  while  outfits  were  being- 
hurried  to  France.  A big  argument  for  sending 


green  instead  of  roasted  coffee  overseas  was  the 
50  per  cent  saving  in  ship  space : but  the  whole 
fresh-roasted  idea  proved  so  satisfactory,  as  re- 
gards better  coffee  for  the  soldiers,  that  the  need 
for  roasting  camp  coffee  came  to  be  considered 
as  important  as  baking  camp  bread. 

The  installation  of  coffee-roasting  equipments 
in  army  camps  must  have  interfered  with  con- 
siderable roasted  coffee  business  ; but  some  shrewd 
dealers  have  been  turning  Uncle  Sam’s  roasting 
operations  into  advertising  material,  as  showing 
the  value  of  coffee  in  a strong  man’s  diet  and  in- 
dicating the  importance  of  freshly  roasted  goods. 


SPAIN  NEEDS  TEA 


The  Markets  Are  Practically  Bare  and  Re- 
quire Replenishing — Some  Features 
of  Spanish  Trade  Methods 


By  John  H.  Grout 

Santander,  Spain 

A LTHOUGH  the  consumption  of  tea  in  Spain 
is  not  as  great  as  in  some  other  countries, 
yet  the  normal  demand  is  quite  large.  During  the 
war  it  has  been  found  difficult  to  supply  this  de- 
mand and  stocks  have  been  dwindling  rapidly, 
until  now  in  some  places  it  is  almost  impossible  to 
secure  tea  of  even  poor  quality.  Ordinarily,  this 
country  has  secured  its  supplies  from  Ceylon, 
China,  and  other  Eastern  countries  direct,  or 
else  from  England  or  by  way  of  England. 

The  market  here  (Santander)  calls  for  several 
qualities,  ranging  from  poor  China  up  to  high- 
grade  Ceylon.  Many  dealers  obtain  their  tea  in 
bulk,  and  put  it  up  in  tin,  cardboard  or  pap^r 
boxes  in  an  attractive  manner ; very  little  is  sold 
loose.  The  packages  arriving  from  England  bear 
both  the  Spanish  and  English  languages.  Before 
the  war  ordinary  grades  sold  for  4.60  pesetas; 
to-day  the  lower  qualities  bring  from  9 to  10 
pesetas  per  kilo  (one  peseta  equals  $0,193). 

The  normal  annual  consumption  of  Santander 
is  about  4,cco  pounds.  Quite  a large  quantity  is 
landed  here  for  shipment  to  other  localities  in  the 
country. 


MANY  FOODS  ARE  NOW  EXPORTABLE 
A large  number  of  food  commodities  have  been 
remo\ed  from  the  export  conservation  list  by 
order  of  the  War  Trade  Board,  dated  December 
16.  Among  the  items  now  free  are  tea,  cocoa 
butter  and  powder,  non-alcoholic  beverages  con- 
taining sugar,  condiments,  dates,  flavoring  ex- 
tracts, figs,  macaroni,  olives,  peanut  butter,  pep- 
per, tapioca  and  products  and  spices. 
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TEA  IN  THE  U.  S.  IN  1918 

A Brief  Retrospect  of  the  Chief  Factors  En- 
tering Into  Trading  During  the 
Past  Twelve-Month 


A \’ER AGING  the  past  }'ear  as  a whole,  it  can 
l)c  stated  that  1918  has  been  a very  satisfac- 
tory year  for  tea  men.  During  the  first  ten 
months  business  was  decidedly  good,  with  prices 
advancing  because  of  high  freight  rates  and  high 
exchange.  After  the  termination  of  the  war  the 
market  became  extremely  quiet  and  unsettled, 
with  prices  generally  about  3 cents  lower.  Be- 
cause of  the  submarine  menace  the  great  bulk  of 
the  shipments  from  producing  countries  have  been 
destined  to  our  Pacific  Coast  instead  of  to  Europe, 
as  customary  in  pre-war  times. 

As  a consequence  our  imports  for  the  year  were 
placed  at  151,315,000  pounds,  which  is  by  far  the 
largest  ever  known,  comparing  with,  roughly, 
103.000,000  in  1917,  110,000,000  in  1916,  and  the 
previous  record  total  of  115,000,000  in  1909.  The 
average  import  value  of  this  year’s  teas  was  20.4 
cents,  compared  with  18.6  cents  in  1917  and  18.7 
cents  in  1916. 

An  interesting  feature  in  connection  with  the 
imports  is  the  fact  that  more  than  half  of  this 
year’s  total  came  from  the  British  and  Dutch  East 
Indies,  whereas  in  former  years  China  and  Japan 
have  supplied  more  than  half  the  total.  The  more 
general  practice  of  shipping  teas  to  Europe  via 
the  Pacific  and  thence  across  this  continent  to  the 
Atlantic,  is  indicated  by  the  fact  that  our  exports 
for  the  fiscal  year  1918  amounted  to  3,936,007 
pounds,  against  625,315  in  1917,  and  790,474  in  1916. 
In  1915,  however,  the  total  was  still  larger,  viz.: 
4.624,002  pounds.  According  to  one  authority,  the 
reduced  consumption  of  alcoholic  liquors  in  many 
of  the  principal  countries  is  so  increasing  the 
consumption  of  tea  that  the  world’s  demand,  espe- 
cially after  the  reopening  of  Russia,  must  far 
exceed  any  possible  production  for  some  years  to 
come.  In  the  United  States  the  per  capita  con- 
sumption during  1918  was  1.39  pounds,  which 
equals  the  high  record  established  in  1880.  It 
compares  with  .98  pound  in  1917  and  1.07  pounds 
in  1916.  C.  K.  T. 


JAPAN’S  OLDEST  TEA  TREE 
Japan’s  oldest  tea  tree  is  preserved  in  the 
Iliyoshi  tea  gardens,  a well-known  estate  of  Saka- 
moto-mura,  Shiga  Prefecture.  Selected  leaves 
from  this  tree  are  presented  to  the  Emperor  and 
Empress  through  the  superior  warden  of  Iliyoshi 
shrine,  to  which  the  garden  belongs. 


T HE  1918  COFFEE  M'RADE 

A Review  of  the  Year  Which  Will  Be  Re- 
membered as  the  Most  Extraordinary 
Ever  Experienced 


I HERE  can  be  no  doubt  that  the  i>ast  year  will 
go  down  in  history  as  the  most  extraordinary 
and  unsatisfactory  ever  experienced  by  members 
of  the  coffee  trade.  The  advance  of  approxi- 
mately 8 to  II  cents  was  only  a partial  reflection 
of  the  unparalleled  buoyancy  in  primary  markets 
where  prices  have  gained  from  100  to  2O0])cr  cent. 
This  outcome  was  especially  disappointing  to 
members  of  the  trade  in  this  country,  as  they  had 
confidently  expected  to  retain  full  control  of  the 
situation,  in  view  of  the  fact  that  with  the  war 
still  in  progress  the  United  States  remained  the 
only  important  outlet  for  large  crops  and  ex- 
tremely heavy  accumulations  in  all  producing 
countries.  Nevertheless,  just  the  reverse  has  oc- 
curred ; producing  countries  have  gained  the  whip- 
hand,  and  our  importers  must  meet  the  exorbi- 
tant views  of  sellers  in  order  to  prevent  an  abso- 
lute famine. 

Various  explanations  are  offered  for  this  re- 
markable state  of  affairs.  Some  claim  that  the 
increase  in  coffee  prices  was  simply  a corollary 
of  the  world-wide  inflation  of  values  growing  out 
of  the  war,  but  this  seems  to  be  a poor  argument 
in  view  of  the  fact  that  coffee  was  in  liberal  supply 
and  much  less  urgent  demand,  whereas  just  the 
reverse  was  true  of  virtually  all  othr  commodities. 

Another  and  more  reasonable  argument  was  the 
universal  shortage  of  freight  room.  Because  of 
the  urgent  call  for  ships  from  all  quarters  of  the 
globe  a rate  of  $1.70  per  bag  was  officially  fixed 
for  coffee  freights  on  steamers,  contrasting  sharply 
with  the  rate  of  35  cents  which  was  quite  gen- 
eral in  pre-war  times.  Still,  before  the  Shipping 
Board  took  drastic  steps  to  check  profiteering  in 
freights  as  much  as  $4  per  bag  had  been  paid  on 
parcels,  representing  an  advance  of  from  2 to  3 
cents  per  pound. 

A third  explanation  was  found  in  bullish  specu- 
lation in  Brazil,  where  general  buying  in  anticipa- 
tion of  an  advance  was  encouraged  by  prospects 
for  an  early  termination  of  the  war  and  fears  of 
some  reduction  in  future  production  as  a result  of 
frosts  in  July. 

After  allowing  due  weight  for  these  factors, 
however,  the  conviction  remains  that  the  action 
of  the  Food  Administration  was  largely  responsi- 
ble for  the  (lei)lorable  developments.  In  an 
effort  to  prevent  hoarding,  bull  speculation  and 
profiteering,  a number  of  regulations  were  pro- 
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nnilgatcd.  As  time  progressed  these  restrictions 
gradually  strangled  trading  in  futures ; and  as 
hedging  facilities  were  thus  eliminated,  importers 
considered  it  unwise  to  buy  extensively  in  pro- 
ducing countries.  As  a result,  there  was  a steady 
diminution  in  the  clearances  for  this  country.  The 
quantity  afloat  dwindled  almost  to  the  vanishing 
point,  and  the  visible  supply  was  reduced  to  the 
smallest  dimensions  recorded  in  many  years. 

Toward  the  end  of  the  year  the  Administration, 
realizing  the  disastrous  results  of  their  measures, 
finally  consented  to  rescind  practically  all  restric- 
tions. Following  this  action  and  the  ending  of 
the  war  prospects  for  the  future  began  to  brighten. 
Shipping  became  more  plentiful  and  import  li- 
censes were  easier  to  secure.  Hence  importers 
were  encouraged  to  arrange  for  a resumption  of 
business. 

At  the  end  of  the  year  the  outlook  was  for  a 
steady  increase  in  the  supply  of  freight  room  and 
a corresponding  decline  in  rates.  At  the  same 
time  an  easier  tendency  developed  in  Brazil,  and 
therefore  it  seemed  reasonable  to  suppose  that  as 
the  new  year  progressed  a steady  return  to  more 
normal  conditions  would  be  witnessed,  C.  K.  T. 


LOST  MILLIONS  IN  COFFEE 
When  appraisers  of  the  estate  of  George  C. 
Boldt,  owner  of  the  Waldorf-Astoria  Hotel,  New 
York,  and  the  Bellevue-Stratford,  Philadelphia, 
made  their  report  late  in  December,  it  was  re- 
vealed that  the  man  who  had  risen  from  bus  boy 
to  owner  of  two  great  and  famous  hostelries  had 
lost  millions  of  dollars  in  coffee  speculation.  The 
report  showed  that  at  the  time  of  his  death  he 
still  owed  the  firm  of  Crosman  & Sielcken  some 
$352,000  on  the  old  debt  which  he  had  been  paying 
off  in  instalments.  The  total  loss  was  not  made 
public,  but  is  understood  to  be  well  up  in  the 
millions.  

INDIAN  COFFEE  PLANTERS  COMBINE 
For  several  months  during  the  past  year  leading 
coffee  planters  in  India  have  been  endeavoring  to 
have  all  the  growers  of  Indian  coffee  combine  to 
hold  up  the  price  of  green  coffee.  The  rate  as- 
pired to  is  Rs.  50  per  cwt.  for  parchment  coffee 
and  Rs.  40  per  cwt.  for  native  growths.  Several 
planters  have  agreed  to  the  proposition,  Imt  the 
movement  is  meeting  opposition. 


COFFEE  EXCHANGE  AMENDS  RULES 
1 he  by-laws  of  the  New  York  Coffee  and  Sugar 
Exchange  have  been  amended  so  as  to  permit  in- 
vestigation of  the  conduct  of  members  alleged  to 
I)e  detrimental  to  the  interests  of  the  Exchange 
or  the  State. 
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A UNITED  JAVA  TEA  TRADE 

Planters  and  Exporters  Are  Urged  to  Organize 
and  to  Establish  an  Export  Bureau 
^ as  a Measure  of  Protection 


T^UTCH  East  Indian  tea  planters  and  export- 
ers cannot  hope  to  successfully  compete  with 
Japan,  China  and  Formosa  in  the  world’s  markets 
if  they  do  not  organize,  in  the  opinion  of  a writer 
in  a recent  issue  of  the  “Dutch  East  Indian  Archi- 
pelago.” He  declares  that  “by  lack  of  unity  and 
co-operation  those  interested  in  tea  production 
(m  the  D.  E.  I.)  have,  through  their  own  fault, 
spoiled  their  last  market,”  presumably  referring 
to  the  United  States  and  Canada. 

The  organization  of  planters  and  exporters  into 
an  association  and  the  establishment  of  a tea  ex- 
port bureau  is  suggested  as  a means  of  placing  the 
Java  tea  trade  on  a fair,  competitive  basis  with 
other  countries.  A tea  export  bureau  would,  ac- 
cording to  the  Java  writer,  bring  about  these 
benefits  : 

1.  A person,  or  a committee,  as  representative 
in  the  United  States  in  continual  contact  with  the 
office  for  foreign  affairs  at  one  side,  and  the 
American  tea  committee  (association  ?)  and  Ship- 
ping Board  in  Washington  at  the  other  side : 

2.  Reliable  statistics  of  the  estates,  and  of 
import,  stock  and  export  at  Batavia. 

3.  Control  of  the  exports. 

Characteristics  of  Dutch  Traders 

The  writer  says  that  a tea  street,  such  as  Minc- 
ing Lane  in  London  or  Front  street  in  New  York, 
is  unthinkable  in  Holland,  or  in  the  D’  E.  L, 
where  the  offices  in  the  same  branch  of  trade  are 
spread  over  the  whole  town  in  which  they  may  be 
located,  and  the  colleagues  do  not  entertain  any 
relations  with  one  another,  or  talk  over  their  com- 
mon interests.  Instead  of  fighting  together  they 
fight  alone,  and  then  are  astonished  at  the  small 
general  profit.  He  says  that  the  Dutchman  shuns 
his  competitor  as  his  worst  enemy,  and  is  always 
read  to  suspect  him  of  almost  any  business  crime. 

The  practice  of  controlling  the  business  in  the 
Dutch  East  Indies  from  Amsterdam  or  London 
instead  of  entrusting  direction  to  representatives 
in  the  producing  countries  is  also  cited  as  bad 
business. 

The  plea  concludes  in  this  fashion  : “What  the 

tea  expert  Inireau  has  brought  about  for  the 
export  to  America,  what  the  Dutch  and  English 
firms  are  still  bringing  about,  must  not  be  under- 
rated. But  more  has  to  be  done  to  give  our  mar- 
ket the  same  protection  as  other  tea-producing 
lands  possess. 

“Organization  and  co-operation  are  mighty 
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weapons  which  we  do  not  possess.  When  will 
owners  and  exporters  assemble  and  declare  that 
they  must  associate?  Or  will  we  wait  till  the 
situation  has  grown  still  worse,  or  till  the  Govern- 
ment forces  us  ?” 


COFFEE  IN  WAR-TIME  GERMANY 


Some  Notes  on  Trade  Profits,  Synthetic  Tea 
and  Coffee  Manufacture,  and  Attempts 
to  Use  Poisonous  Substitutes 


[special  correspondence] 
Copenhagen^  Denmark^  Nov.  12,  1918. 

HOW  one  German  manufacturer  of  coffee 
surrogates  fared  during  the  closing  year  of 
the  war  is  shown  in  a German  newspaper  item, 
which  tells  of  the  financial  condition  of  the  Coffee 
Trading  Stock  Company  of  Bremen,  as  follows; 
“According  to  the  last  annual  report  of  the  com- 
pany only  coffee  substitutes  were  handled.  The 
plant,  however,  could  be  worked  only  in  part,  for 
all  raw  materials  are  controlled  liy  the  Govern- 
ment, and  only  small  amounts  of  them  were  re- 
leased for  the  manufacture  of  coffee  substitutes. 
As  a result  of  these  conditions  the  net  profit  of 
the  year  amounted  to  only  86,485  marks,  compared 
with  307,771  marks  in  the  previous  year.  Last 
year  a dividend  of  6 per  cent  was  declared,  this 
year  none  at  all.  As  to  next  year,  the  report  says 
the  outlook  is  indefinite.” 

Cocoa  Companies  Did  Well 
While  the  coffee  business  was  very  poor  the 
manufacturers  of  cocoa  and  chocolate  seem  to 
have  been  doing  fine.  According  to  the  annual 
report  of  the  Weser  Works,  Bremen,  the  com- 
pany is  able  to  pay  dividends  to  the  amount  of 
15  per  cent,  while  last  year  it  paid  only  12  per 
cent. 

The  Sarotti  Chocolate  Company,  of  Berlin,  is 
able  to  pay  even  20  per  cent  dividends.  However, 
the  annual  report  of  this  corporation  throws  a 
peculiar  light  on  the  business.  It  says  there  were 
no  raw  materials  to  be  had  at  all,  and  the  manu- 
facture of  cocoa  and  chocolate  had  to  be  stopped 
entirely.  Iffit  the  company  undertook  the  manu- 
facture of  other  articles  of  food,  and  thus  an 
enormous  jirofit  was  made. 

Al.most  3,oco  Food  Substitutes  1nventi:d 
Many  inventors  have  been  at  work  in  the  field 
of  substitutes  for  food  and  similar  necessaries  of 
life,  according  to  official  figures  published  by  the 
Department  of  Substitutes  of  tbe  German  Food 
.\dministration.  I'rom  March  7,  1918,  to  the  latter 
part  of  October,  2,972  applications  for  i)crmission 


to  put  invented  articles  of  food  on  the  market 
were  made.  Of  these  1,889  were  granted  and  1,083 
were  rejected.  As  to  coffee  the  number  of  re- 
jected applications  was  twice  as  large  as  the 
number  of  those  granted.  There  were  43  in- 
ventors who  tried  their  luck,  but  only  15  of  them 
passed. 

Over  100  Tea  Surrogates  Offered 
The  inventors  of  tea  did  a little  better.  Not 
less  than  127  made  their  application  and  96  of 
them  passed.  But  then  the  leaves  of  almost  any 
tree  or  plant  may  be  requisitioned  as  a substitute 
for  tea,  and  as  long  as  the  broth  of  the  leaves 
is  harmless  there  is  no  reason  why  the  official 
examiner  should  not  pass  the  tea  substitute.  But 
coffee  is  an  entirely  different  proposition. 

No  Grain  for  Coffee  Substitutes 
Germany’s  Food  Administration  has  published 
a pamphlet  which  deals  with  the  problem  of  manu- 
factured coffee  substitutes.  Fritz  Buerstner,  the 
author,  says : “The  German  people  would  not 

have  missed  their  real  coffee  so  much  had  we 
been  able  to  release  enough  grain  for  the  manu- 
facture of  decent  -substitutes.  Flad  we  lieen  in  a 
position  to  devote  400,000  tons  of  grain  to  the 
manufacture  of  coffee,  besides  100,000  tons  of 
chicory,  sugar  beets,  acorns,  etc.,  there  would  have 
been  no  trouble  to  speak  of.  We  could  have 
turned  these  materials  right  into  the  roasters 
without  hardly  any  change  in  the  machinery.  In 
peace  times,  when  we  had  a rye  crop  of  11,000,000 
tons  and  a barley  crop  of  4,000,000  tons,  besides 
barley  imports  to  the  amount  of  three  and  a half 
million  tons,  400,000  tons  of  grain  set  aside  for 
the  manufacture  of  “coffee”  would  not  have 
meant  much.  But  during  the  war,  when  the  bread 
card  reigned  and  bread  rations  had  to  be  short- 
ened now  and  then,  we  could  not  think  of  wasting 
hundreds  of  thousands  of  tons  of  the  most  essen- 
tial food  on  what  was  claimed  to  be  non-essentials 
—coffee  substitutes.  But  once  peace  is  declared 
and  a normal  supply  of  grain  again  assured,  cof- 
fee is  not  going  to  worry  us  much  longer.  If  we 
are  not  permitted  to  import  the  real  article  we 
may  manufacture  something  almost  as  good.” 

.Market  Flooded  With  Poisonou.s  Surrogates 
According  to  an  official  statement  iniblished  by 
the  War  Commission  for  the  Control  of  Coffee, 
Tea  and  their  Substitutes,  many  attempts  were 
made  at  flooding  the  German  markets  with  sub- 
stitutes that  were  not  only  valueless  but  also 
even  poisonous.  The  report  says : 

“According  to  experiments  made  by  the  Na- 
tional Board  of  Health  the  waste  of  stone  fruit, 
the  shells  of  hazel  and  walnuts  and  tbe  pits  of 
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plums  are  not  fit  to  be  used  in  the  manufacture 
of  substitutes  for  coffee,  not  even  when  they  are 
used  in  conjunction  with  other  matter  considered 
fit  for  that  purpose.  Almond  shells  are  very  simi- 
lar to  plum  pits  and  nut  shells,  as  far  as  their 
chemical  substance  is  concerned.  Thus  they  must 
not  he  used  in  the  manufacture  of  coffee  substi- 
tutes, no  more  than  nut  shells  and  plum  pits.  As 
a general  rule  all  plant  matter  containing  some 
sugar  or  cornstarch,  however,  may  he  considered 
available  in  the  manufacture  of  coffee  substitutes. 
Whether  the  matter  contains  any  albumen  or  not 
is  immaterial,  as  far  as  the  dissolubility  of  the 
matter  is  concerned.  Albumen,  however,  is  im- 
portant when  it  comes  to  the  creation  of  a particu- 
lar flavor.” 

Chicory  Crop  is  Good 

Reports  from  Magdeburg  say  the  chicory  crop 
comes  up  to  expectations.  The  yield  is  about 
24,000  to  30,000  kilograms  per  hectare.  G.  S. 


COFFEE  GIVES  THE  SOLDIERS  PEP 
The  Eppens-Smith  Company,  coffee  packer. 
New  \ork,  received  an  interesting  letter  from 
the  war  front  just  before  the  armistice  was 
signed.  The  letter  was  written  on  the  back  of 
a label  torn  from  a two-pound  Eppens-Smith 
coffee  tin.  It  was  sent  by  a member  of  the  302d 
Trench  Mortar  Battery,  who  at  the  time  of 
writing  had  been  twenty-one  days  in  the  trenches. 
He  said : “After  we  had  your  coffee  under  our 

belt  we  went  out  and  chased  “Jerry”  about  ten 
kilometers,  so  you  can  see  what  a fellow  can  do 
on  a good  cup  of  coffee.  Keep  shipping  this 
coffee  over  to  us  and  we  will  have  the  Germans 
out  of  IVance  before  spring.” 


TIPS  AND  THE  COEEEE  HOUSE 
d'he  campaign  against  tipping  servants  or 
waiters  has  called  forth  “the  authentic”  origin  for 
the  expression.  The  latest  explanation  is  that  the 
word  “tip”  originated  in  the  old  English  coffee 
houses,  where  hung  brass-bound  boxes  into  which 
customers  were  expected  to  drop  coins  for  the 
servants.  The  boxes  were  inscribed,  “To  Insure 
Promptness,”  and  from  the  initial  letters  of  these 
words  came  “tip.”  As  the  word  to-day  has  little 
or  no  relation  to  celerity  of  service,  the  new 
explanation  will  doubtless  leave  the  average  per- 
son open-minded  concerning  the  vexed  question. 


CHINA  TEA  EXPORTS  STILL  PALLING 
Tea  exports  from  Shanghai,  China,  to  the 
United  States  last  year  declined  from  2,68<S,262 
pounds  in  u)\y  to  1,923,(867  pounds  in  I9T(S. 


A WORLD  COFFEE  SHORTAGE 

A French  Statistician  is  Said  to  Have  Predicted 
for  1920-21  a Smaller  Production  Than 
Consumption  and  Famine  Prices 


^ WORLD-WIDE  shortage  of  coffee  in  1920- 
21,  with  consequent  high  prices,  is  said  to 
have  been  predicted  by  Laneuville,  the  Erench 
statistician.  The  news  statement  reads  as  fol- 
lows : 


Visible  supply  July  i,  1918- 

Europe  

.\float  to  Europe  

Stock  in  United  States  

Afloat  to  United  States  

Stock  in  Brazil  


Rags 

1,082,000 

341.000 
•2,180,000 

938.000 
3,642,000 


Not  included  purchase  Sao  Paulo  government.  2,928,000 
11,711,000 

Estimated  crop  1918-19,  Brazil,  12,000,000  bags ; 
others,  4,500,000;  total,  28,210,000  bags. 

The  world’s  consumption  has  been,  1914-15, 

21.000. 000  bags;  1915-16,  21,000,000;  1916-17, 

16.000. 000;  1917-18,  15,000,000.  The  decrease  in 
consumption  during  the  past  two  years  was  due 
to  lack  of  tonnage  and  restrictions,  and  also  be- 
cause the  principal  consuming  countries  have  been 
excluded.  It  is  no  exaggeration  to  expect  the  dis- 
tribution 1918-19  to  exceed  that  of  1915-16.  De- 
ducting for  the  consumption  of  1918-19  21,000,000 
bags,  leaves  an  indicated  world’s  visible  on  July 
I,  1919,  of  7,210,000  bags.  In  consequences  of 
frost  in  Brazil,  the  crop  of  1919  and  1920  is  esti- 
mated at  10,000,000  bags.  I don’t  wish  to  be  too 
sanguine,  hence  estimate  Brazil  crop  at  8,000,000 
bags  and  other  countries  at  5,000,000,  or  a total 
for  July  I,  1920,  of  20,210,000  bags.  The  produc- 
tion will  be  smaller  than  consumption,  with  the 
circumstance  of  a very  small  1920  crop  for  Brazil. 
We  predict  1920-21  production  smaller  than  con- 
sumption, with  consequence  of  exorbitant  prices. 


CHICORY  MEN  PROTEST  SEED  BAN 
When  word  was  received  from  Washington 
that  chicory  seed  will  not  be  permitted  at  present 
to  enter  the  United  States  from  Switzerland,  even 
that  which  has  already  been  paid  for  but  not 
shipped,  dealers  In  New  York  protested  vigorously 
against  the  ruling.  It  is  expected  that  a formal 
trade  compaint  will  be  drawn  up  and  sent  to 
Washington. 

It  Is  feared  that  if  the  ban  is  not  lifted  in  the 
near  future  the  domestic  crop  next  year  will 
suffer.  It  is  pointed  out  that  the  seed  must  be 
planted  not  later  than  the  first  of  June  in  Michi- 
gan to  be  harvested  before  winter  sets  in. 
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TEA  GARDENS  AS  INVESTMENTS 

A Dutch  Government  Official  Tells  of  the 
Profits  Possible  in  Tea  Growing  in 
Java  and  Sumatra 

■\  T OW  that  the  war  is  over,  and  the  United 
1 ^ States  is  looking  abroad  to  further  develop 
its  foreign  trade,  J.  H.  Miiiirling,  who  is  in  charge 
of  the  Xew  York  office  of  the  Netherland  Indian 
Government  Intelligence  Bureau,  points  to  the 
Dutch  East  Indies  as  offering  a line  opportunity 
for  investment  of  American  capital  and  the  build- 
ing up  of  a big  trade  in  its  natural  products.  In 
an  interview  with  a representative  of  this  paper 
he  spoke  particularly  about  the  practicability  of 
Americans  owning  their  own  tea  plantations  on 
the  islands  of  Java  and  Sumatra. 

After  speaking  of  an  article  in  a recent  issue  of 
“Commerce  Reports,”  which  quite  enthusiastic- 
ally described  the  trade  possibilities  of  the  Dutch 
East  Indies,  Mr.  Muurling  went  on  to  outline  in 
detail  the  profitable  tea-growing  possibilities  in 
Java  and  Sumatra  as  follows: 

“The  expectation  is  that  Java  tea  will  not  only 
remain  on  the  American  market,  but  that  because 
of  the  United  State’s  domestic  policy  it  will  find 
a still  wider  field.  The  question  arises,  why 
shouldn't  the  United  States  participate  in  the 
profits  of  the  tea  growing  itself?  The  Java  plan- 
tations and  those  on  Sumatra  have  proven  to  be 
an  excellent  investment  for  Dutch,  British,  Swiss 
and  even  Russian  capital.  They  paid  handsome 
dividends,  showed  reserve  funds  near  to  the 
original  capital  paid  in.  and  the  managers  are 
steadily  improving  their  fermentation  processes 
to  improve  the  standard  grades  without  an  in- 
crease in  expense.  Being  obliged  to  make  use  of 
a European  staff,  they  are  at  the  same  time  small 
technical  schools,  from  which  the  personnel  of 
new  plantations  can  be  drawn. 

“The  conditions  for  obtaining  plantations  are 
quite  easy.  In  most  districts  the  tracts  of  land 
are  given  out  by  the  Dutch  East  Indian  Govern- 
ment on  payment  of  a very  moderate  annual  lease 
fee,  running  up  to  seventy-five  years.  The  rental 
starts  only  from  the  moment  the  soil  is  brought 
into  production.  Of  course,  it  is  also  possible  to 
buy  out  young  plantations  which  seem  successful, 
or  merely  shares  in  companies  operating  such 
plantations. 

“On  Java  is  an  abundant  population.  On  the 
other  islands  labor  can  be  obtained  by  the  exer- 
cise of  a certain  amount  of  tact  by  a person 
familiar  with  the  native.  If  Java  will  exi)ort 
within  a few  years  over  too,ooo,ooo  pounds  of  tea 
each  year,  and  Sumatra’s  east  coast  toward  , 40,- 


37 

coo.ooo  pounds,  while  the  soil  of  the  Lainpongs 
and  the  southern  part  of  Celebes  is  being  pros- 
l)ectcd  for  tea  production,  and  the  United  States 
tea  expert  has  warned  the  Ceylon  planters  that 
the  Dutch  East  Indian  planter  may  prove  more 
than  their  equal,  it  may  be  thought  quite  feasible 
for  American  capital  to  reap  the  benefits  of  the 
production  of  a commodity  consumed  with  its  own 
borders.  The  United  States  rubber  companies  are 
operating  the  largest  rubber  ])lantations  on 
Sumatra  with  tremendous  success.  Many  Ameri- 
cans are  shareholders  in  rubber  companies  on 
Java.  The  companies  are  under  the  actual  man- 
agement of  a Hollander;  that  is  to  say,  of  a 
white  man  familiar  with  the  native  coolie,  the 
climate,  soil  and  growing  of  that  special  ])lant. 
A similar  arrangement  might  be  made  for  tea 
plantations.  If  desired  the  superintending  could 
be  done  by  the  agents  of  American  interests  in 
Batavia,  like  the  branch  managers  of  American 
firms  already  there.  This  system  is  followed 
often  l)y  Holland  companies. 

“The  Government  has  opened  a special  bureau 
at  Buitenzorg  to  furnish  detailed  information  to 
possible  investors.” 

MOCHA  COFFEE  IN  EUROPE 


Excerpts  from  an  Interesting  Booklet  Published 
by  Louis  Dubail  & Cie.  for  Euro- 
pean Distribution 

LOUIS  DUBAIL  & CIE.,  with  offices  at  Harrar, 
Abyssinia,  have  published  a booklet  for  circu- 
lation in  Europe  which  gives  some  interesting  de- 
tails concerning  Mocha  coffee,  and  also  the 
method  of  preparation  followed  in  certain  parts 
of  France. 

In  referring  to  Mocha  coffee,  the  booklet,  which 
is  written  in  French,  says ; 

“Ethiopia  is  the  cradle  of  coffee,  and  it  is  still 
in  this  country  where  the  best  sorts  are  cultivated. 
A part  of  the  crop  is  sent  to  Aden,  to  be  sold  there 
under  the  name  of  ‘Arabian  Mocha’ ; another  part 
is  shipped  direct  to  the  United  States  of  America 
and  to  England,  under  the  name  of  ‘Longberry,’  or 
‘Mocha  of  Harrar.’  Since  the  construction  of  a 
railway  connecting  the  French  i>ort  of  Djil)outi 
with  Harrar,  the  direct  export  with  Europe  is  de- 
veloping, and  we  can  sec  that  in  the  near  future 
the  whole  crop  will  be  delivered  directly  to  the 
consumer,  without  ])assing  through  Aden  and 
Arabia.  That  will  be  a double  advantage  : the  one 
to  receive  the  merchandise  more  economically, 
and  the  other  to  be  certain  as  to  the  origin  of  the 
coffee;  but,  nevertheless,  the  trade  has  been  so 
used  to  getting  its  coffee  from  Arabia  or  Aden, 
that  direct  shi])incnts  are  only  slowly  taken  up, 
and  this  in  .spite  of  the  advertisements  of  the 
authorities,  who  have  no  motive  to  show  ])rcf- 
crence  to  any  brand.” 
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Students  of  correct  coffee  brewing  methods 
will  be  interested  in  the  suggestions  for  coffee 
preparation  contained  in  this  booklet,  which  are 
as  follows  : 

‘‘Each  proveniance  must  be  roasted  separately. 
Alix  two  or  three  sorts  of  roasted  coffee.  All 
mixtures  must  contain  Mocha  to  give  it  strength 
and  aroma.  Conserve  the  roasted  coffee  in  a 
j sealed,  and  grind  only  as 

needed.  Use  water  with  little  chalky  contents; 
heat  it,  and  when  boiling  reduce  the  fire  so  that  it 
conserves  its  temperature  without  reducing  it. 
Pour  a little  water  slowly  to  arouse  the  whole 
surface  of  the  ground  coffee,  which  you  put  in 
with  a soup  spoon,  viz. : 12  to  15  grams  of  pure 
coffee  per  cup.  Cover  up  so  that  the  flavor  does 
not  escape,  and  wait  five  minutes  to  permit  coffee 
to  be  saturated  with  the  water,  then  boil  up  until 
It  rises  to  the  lower  (bottom)  end  of  the  filter. 
Start  to  add  slowly  half  a cup  of  water  at  a 
time,  in  intervals  of  a few  minutes.  Keep  the 
coffee  pot  in  a warm  place.” 

L.  Dubail  & Cie.  recently  established  connections 
in  the  United  States,  and  are  now  shipping  Mocha 
coffee  to  this  country. 


PORTO  RICO  WANTS  FREE  TRADE 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  23,  1918.— The  Porto 
Rican  House  of  Representatives,  in  a letter 
handed  to  the  Speaker  of  the  House  here  to-day, 
has  petitioned  Congress  to  include  the  importa- 
tion of  Porto  Rican  coffee  free  of  duty,  or  under 
the  largest  tariff  rebate  possible,  in  such  re- 
ciprocal commercial  treaties  as  our  Government 
ma\^  negotiate  with  Spain  or  any  other  Euro- 
pean nation.  The  communication  has  been  filed 
with  the  Ways  and  Means  Committee  of  the 
House. 

In  the  certified  copy  of  the  petition  appears  the 
statement  that  “when  Porto  Rico  passed  to  the 
suzerainty  of  the  United  States  the  Spanish  mar- 
ket was  lost  to  our  coffee,  it  being  since  then 
appraised  as  a foreign  product  at  the  rate  of  140 
pesetas  for  each  100  kilograms;  that  is,  $12.85 
for  every  cwt.,  and  even  under  that  expense  the 
sales  made  in  Spain  have  brought  the  Porto 
Rican  exporter  prices  much  higher  than  those 
olitained  on  the  market  of  the  United  States.” 

Lamm. 


ALL  CACAO  RESTRICTIONS  OEE 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  19,  1918.— The  War 
Trade  Board  to-day  announced  that  the  restric- 
tions placed  upon  the  importation  of  cacao  or 
cocoa  beans  on  July  ii  have  been  removed,  and 
that  licenses  may  henceforth  be  issued  freely,  pro- 
vided apjdications  are  otherwise  in  order. 


CHINA’S  PEANUT  INDUSTRY 


Goobers  Grow  Prolifically  in  Practically  All 
Parts  of  the  Country,  One  Province 
Producing  Over  200,000  Tons 
of  Unshelled  Nuts 


By  Julean  Arnold 

Peking,  China 

T UST  before  the  outbreak  of  the  war  the  peanut 
J industry  in  China  had  reached  its  highest  point 
in  Its  relation  to  the  foreign  export  trade.  The 
annual  exports  then  were  about  70,000  tons  of 
shelled  peanuts  and  about  50,000  tons  of  oil.  More 
than  40  per  cent  of  these  amounts  went  from  the 
port  of  Tsingtau,  as  Shantung  has  developed  into 
the  largest  peanut-producing  province  in  China. 
Seeds  are  planted  there  in  May  or  June  and  har- 
vested in  October  or  November.  The  vield  runs 
from  2 to  4 tons  per  acre.  The  province  is  esti- 
mated to  produce  more  than  200,000  tons  of  un- 
shelled peanuts  per  year. 

Honan  and  Shihli  rank  next  in  importance  to 
Shantung  in  the  production  of  peanuts.  Fukien 
and  some  of  the  other  southern  provinces  also 
produce  considerable  quantities ; in  fact,  the  grow- 
ing of  peanuts  is  pretty  well  scattered  over  the 
whole  of  China. 

The  bulk  of  the  exports  go  to  Alarseilles,  and 
London,  although  in  recent  years  America  has 
taken  considerable  quantities.  Last  year  (1917) 
China  exported  25,000  tons  of  shelled  peanuts, 
7,000  tons  in  the  shell,  and  30,000  tons  of  oil. 
Shanghai,  Hongkong,  Chinkiang,  Tientsin,  Che- 
foo  and  Lungkow  figured  in  this  trade.  Tientsin 
prices  for  1917  were  quoted  at  5 to  7 taels  per 
picul  (133  1/3  pounds)  for  shelled  and  4.50  to  6 
taels  for  unshelled  peanuts. 


ATACYS  ORGANIZE  NEW  TEA  COMPANY 
Alacy  Bros.  & Gillet,  Inc.,  is  the  name  of  a new 
New  York  tea  brokerage  house  formed  early  in 
January.  The  officers  are  Oliver  C.  Alacy,  presi- 
dent; T.  Ridgway  Macy,  vice-president;  Louis  A. 
Gillet,  treasurer,  and  Harry  Hayes,  secretary. 
I'he  company  is  capitalized  for  $100,000,  all  paid  in. 

The  Alacy  brothers  have  sold  all  their  interests 
in  the  Carter,  Alacy  & Co.,  Inc.,  and  have  joined 
forces  with  the  old  established  tea  business  of 
Joseph  Allston  Gillet  & Bro.  The  new  firm  is 
said  to  have  no  affiliation  with  any  importers. 
O.  C.  Alacy  has  been  in  the  tea  business  since 
1898.  r.  Ridgway  Alacy  since  1905,  and  Louis  A. 
(lillct  for  about  ten  years. 
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NORMAL  PROFITS  FOR  ROASTERS 


The  Food  Administration  Will  Permit  Profit- 
able Trading.  But  Warns  Against 
Profiteering  in  the  Present 
Abnormal  Market 


'^HE  otticials  of  the  I'ood  Administration  at 
^ Washington  are  anxious  that  the  coffee  in- 
dustry 1)0  run  in  as  normal  a manner  as  possible 
under  present  conditions,  and  will  pennit  reason- 
able* roasting  profits,  hut  absolutely  no  proffteering 
or  speculation  on  the  strength  of  the  present  ab- 
normal market,  according  to  a bulletin  issued  by 
President  Carl  W.  Brand  for  the  National  Coffee 
Roasters'  Association. 

After  telling  about  his  conferences  with  leading- 
members  of  the  trade,  and  with  Messrs.  Whit- 
marsh,  Lawrence  and  Gray  of  the  Food  Adminis- 
tration. Mr.  Brand  presents  a copy  of  the  tele- 
gram sent  him  by  the  Administration,  in  which  the 
food  officials  state  their  attitude  toward  the  coffee 
roasting  trade  in  the  present  situation.  The  tele- 
gram was  as  follows : 

“We  have  never  licensed  the  roasted  coffee 
dealer,  but  have  recpiested  from  time  to  time  that 
he  sell  his  commodity  at  a fair  advance  over 
his  cost,  in  order  that  the  consumers  of  this  coun- 
trv  may  be  able  to  receive  part  of  the  l)enefit  of 
the  low-priced  coffee  in  the  L^nited  States  before 
the  present  advance. 

“We  are  willing  to  liberally  interpret  this  re- 
quest, which  was  asked  as  a voluntary  contribu- 
tion. and  in  no  way  desire  to  place  the  trade  in  any 
position  that  their  business  should  he  shown  un- 
profitable. We  are  perfectly  willing  that  any 
roaster  should  receive  a fair  and  adequate  profit, 
but  do  want  to  ask  you  and  your  association  to 
prevent  rank  profiteering  and  speculation.  Green 
coffee  dealers  are  now  limited  to  an  average  reas- 
onable profit  on  their  operations  for  a period  of 
three  months  from  December  15. 

“W'e  shall  not  object  to  roasters  making  such 
prices  as  may  be  necessary  to  iirovide  reasonable 
average  profit  over  three  manths’  period.  What 
we  want  is  that  thev  should  not  take  advantage 
of  present  abnormal  market  for  profiteering  and 
speculation.” 

In  the  explanatory  note  accompanying  the  tele- 
gram. Mr.  Brand  said  ; 

“Many  members  of  the  New  York  Coffee  Ex- 
change Fad  an  idea  that  with  a reopening  of  the 
Exchange  more  normal  conditions  would  soon 
prevail,  but  it  was  our  idea  that  even  with  a re- 
sumption of  Exchange  trading  a normal  market 
would  not  necessarily  obtain  in  this  country  until 
more  adequate  tonnage  was  made  available  be- 
tween New  York,  New  Orleans,  San  Francisco 
and  South  .\merican  ports,  thus  replenishing  the 
now  steadily  diminishing  visible  supplies  in  this 
country, 

“.A.t  Washington.  Mr.  Lawrence  and  Mr.  Whit- 
marsh  put  us  in  touch  with  T’rentiss  Gray,  to 


wlumi  the  inadecpiate  tonnage  situation  was 
liointed  out,  and  iironiises  were  made  making 
available  more  adecpiate  tonnage  for  coffee,  and 
it  is  apparent  that  in  January  more  tonnage  will 
be  available,  bringing  coffee  forwaial  freely." 

In  a long-distance  telephone  talk  with  George 
W'.  Lawrence  of  the  Coffee  Section  in  Washing- 
ton on  Deccml)er  JO,  President  Ih'and  pointed  out 
that  if  roasters  were  obliged  to  base  selling  prices 
on  actual  costs  competitive  conditions  would  com- 
pel some  of  them  to  close  up  sho])  or  take  large 
losses,  that  some  concerns  buying  on  the  current 
market  were  forced  to  compete  with  firms  having 
low-cost  stocks,  that  normal  competitive  condi- 
tions always  prevent  roasters  from  immediately 
selling  on  a re])lacement  1)asis,  that  all  roasters 
to  fortify  stocks  would  soon  be  1)uying  on  this 
high  market,  that  the  IMod  Administration’s  re- 
quest to  sell  on  basis  of  cost  with  prospect  of  a 
])ossihle  serious  break  in  the  markets  before  such 
high-priced  stocks  were  licpiidated  might  pro\e 
financially  embarrassing  even  to  large  concerns, 
that  the  present  situation  had  already  forced 
some  concerns  into  liquidation  or  receivership, 
and  that  a continuation  of  the  same  sort  of  unfair 
competitive  conditions  would  soon  lead  to  disaster. 

He  also  said  that  the  Food  Administration  must 
decide  whether  the  roasting  business  should  he 
run  in  as  normal  a manner  as  possible  under 
present  conditions,  or  whether  through  continuing- 
restrictive  “requests”  force  small  dealers  to  dis- 
continue or  into  bankruptcy.  Tn  conclusion.  Presi- 
dent Brand  asked  for  the  Administration’s  co- 
operation and  relief. 


COFFEE  TRADE  MUST  OBSERVE  RUT.ES 
[from  a staff  corkkspondfnt] 

Washington,  D.  C.,  Dec.  iS,  1918. — The  United 
States  Food  Administration  has  sent  the  follow- 
ing telegram  to  the  New  York  Coffee  and  Sugar 
h'xchange  relative  to  profits  on  green  coffee  : 

“On  July  24,  1918,  announcement  was  made  that 
the  maximum  jirofit  of  7P2  per  cent  jirescribed  by 
Special  Rule  3 for  jobbers  of  green  coffee  did  not 
apply  to  sales  of  25  bags  or  less.  That  announce- 
ment must  not  be  taken  advantage  of  by  dealers 
defined  as  jobbers  in  said  Siiecial  Rule  .3,  namely, 
those  who  customarily  sell  coffee  in  one  or  more 
shops.  Such  jobbers  are  entitled  to  not  more  than 
a maximum  profit  of  per  cent,  no  matter  in 
what  quantity  they  sell. 

“As  to  ])rofits  of  dealers  who  customarily  sell 
25  bags  or  less,  the  I'ood  Administration  considers 
any  such  sale  at  an  advance  of  more  than  T2j/2 
I)er  cent  over  the  purchase  price,  i)his  charges  al- 
lowed by  said  Special  Rule  .3,  as  a violation  of 
General  Rule  5,  which  prohibits  unreasonable 
profits,  and  any  licensee  exceeding  this  maxirnum 
will  be  jiroceeded  against  in  the  manner  provided 
by  the  IMod  Control  Act.”  Lamm. 


40 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


N.  C.  R.  A.  WANTS  MORE  MEMBERS 

President  Brand  Circularizes  the  Non-Associa- 
tion Firms,  Pointing  Out  the  Advan- 
tages of  His  Organization 

JN  a circular  letter  sent  to  coffee  roasters  of 
the  country  who  are  not  members  of  the  Na- 
tional Coffee  Roasters’  Association,  President 
Brand  describes  the  advantages  of  belonging  to 
the  organization  and  extends  an  invitation  to 
join.  Accompanying  the  letter  was  a copy  of  the 
resolution  on  the  critical  coffee  situation  which 
was  drawn  up  at  the  Cleveland  convention  and 
sent  as  a petition  for  relief  to  the  Food  Admin- 
istration. 

President  Brand  points  out  that  the  joint  coffee 
interests  of  the  country  took  part  in  the  last  con- 
vention, including  members  and  non-members, 
and  representing  both  the  roaster  and  green  coffee 
interests  and  allied  trades.  This  would  indicate 
a growing  interest  in  the  value  of  the  association’s 
work. 

“At  the  present  time,”  wrote  Mr.  Brand,  “228 
of  the  representative  roasting  firms  of  the  country 
are  members  of  the  N.  C.  R.  A.  That  an  associa- 
tion has  been  of  value  to  the  roasting  interests  of 
the  country,  especially  during  the  past  few 
months,  has  been  demonstrated  beyond  question, 
and  that  during  the  trying  reconstruction  period 
we  are  facing,  the  association  may  serve  with 
added  usefulness  to  the  industry  there  is  no 
doubt. 

“Since  the  adoption  of  food_  control  generally, 
the  fact  that  ^ the  Food  Administration  had  an 
association  with  whom  they  could  confer  un- 
doubtedly saved  the  roasting  industry  from  re- 
strictions that  would  have  undoubtedly  been  bur- 
densome, and  which  would  undoubtedly  have 
been  in  effect  had  the  Administration  no  organ- 
ization to  deal  with. 

“To  accomplish  results  the  association  must 
have  added  members  and  added  income.  Under 
the  present  regime  we  contemplate  the  appoint- 
ment of  a paid  secretary-manager,  a man  of  high 
caliber  and  of  unquestioned  ability,  who  will  de- 
vote his  time  to  affairs  in  behalf  of  the  roasters 
of  the  country. 

“While  some  of  the  problems  will  cease  with 
the  declaration  of  peace,  there  is  no  doubt  but 
what  other,  and  possibly  graver  problems,  are 
confronting  us,  and  this  is  to  bespeak  your  co- 
operation with  and  membership  in,  the  N.  C 
R.  A.” 


N.  C.  R.  A.  OPENS  A NEW  YORK  OFFICE 
The  National  Coffee  Roasters’  Association  has 
opened  an  office  for  Secretary  George  W.  Toms 
at  74  Wall  street.  New  York.  In  the  past  it  has 
been  the  custom  for  the  secretary  to  make  his 
headquarters  in  the  home  city  of  whoever  was  at 
the  time  president  of  the  association.  In  view  of 
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the  increased  activities  of  the  N.  C.  R.  A.,  and  the 
added  importance  of  the  secretary’s  work,  the 
New  York  office  is  expected  to  be  a permanent 
feature.  The  office  of  the  Joint  Coffee  Trade 
Publicity  Committee,  which  is  in  charge  of  Felix 
Coste,  is  also  at  74  Wall  street. 


ROASTERS’  EXECUTIVE  COMMITTEE 
President  Carl  W.  Brand,  of  the  National  Cof- 
fee Roasters  Association,  has  appointed  the  fol- 
lowing executive  committee  to  serve  during  the 
current  administration  year:  Ross  W.  Weir,  of 

Ross  W.  Weir  & Co.,  New  York;  J.  O.  Cheek,  of 
the  Cheek-Neal  Coffee  Company,  Nashville;  Chas. 
G.  Burgess,  of  the  Martin  L.  Hall  Company,  Bos- 
ton; William  Fisher,  of  the  C.  F.  Blanke  Tea  & 
Coffee  Company,  St.  Louis  ; Thos.  J.  Webb,  of  the 
Puhl-Webb  Company,  Chicago ; all  of  whom  are 
also  directors.  The  new  association  officers  are 
members  of  the  committee,  as  follows  : President 
Brand,  of  the  Widlar  Company,  Cleveland;  First 
Vice-President  Robert  M.  Forbes,  of  the  James  H. 
Forbes  Tea  & Coffee  Company,  St.  Louis;  Second 
Vice-President  J.  A.  Folger,  of  the  J.  A.  Folger 
Company,  San  Francisco ; Treasurer  Lewis  Sher- 
man, of  the  Jewett  & Sherman  Company,  Mil- 
waukee; ex-President  Ben  C.  Casanas,  of  the 
Merchants  Coffee  Company  of  New  Orleans,  Ltd., 
New  Orleans.  These  members-at-large  were  also 
appointed : J.  W.  Koehrman,  of  the  Woolson 

Spice  Company,  Toledo,  and  W.  K.  Gill,  of  the 
Stone-Ordean-Wells  Company,  Duluth. 


FOR  AN  N.  C.  R.  A.  MANAGER 
President  Carl  W.  Brand  has  announced  to 
members  of  the  National  Coffee  Roasters’  Asso- 
ciation that  he  and  the  executive  committee  are 
about  ready  to  put  into  effect  a plan  whereby  a 
capable  association  manager  will  be  employed,  as 
was  provided  for  at  the  Cleveland  convention  by 
changing  the  by-laws  and  increasing  the  dues  to 
take  care  of  the  added  expense.  The  name  of  the 
individual  being  considered  for  the  position  has 
not  been  made  public. 


MITCHELL  WILL  TEST  NEW  YORK  TEAS 
[from  a staff  correspondent] 
Washington,  D.  C.,  Jan.  2,  1919.— George  F. 
Mitchell,  Supervising  Tea.Examiner,  left  here  last 
night  to  attend  the  annual  meeting  of  the  Board 
of  Tea  Experts  to  be  held  in  New  York  City 
January  9.  It  is  understood  that  he  will  remain 
in  New  York  and  have  charge  of  tea  testing  at 
the  port  until  a successor  is  appointed  to  the  ex- 
aminer there  whose  resignation  became  effective 
yesterday.  Lamm. 
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BRAZIL’S  EXPORT  COFFEE  TAX 

Importers  in  Close  Touch  With  the  Situation 
Do  Not  Credit  the  Report  That  the 
Surtax  is  to  Be  Removed  Soon 


'^HE  dispatch  from  Rio  Janeiro  saying  that  the 
surtax  of  5 francs  per  bag  on  all  coffee  ex- 
ported would  be  abolished  by  the  Government  of 
Sao  Paulo  as  soon  as  the  loans  advanced  on  coffee 
guarantees  were  repaid,  was  not  received  with 
much  seriousness  by  some  New  York  importers 
who  are  close  students  of  Brazilian  coffee  affairs. 
They  grant  that  the  tax  may  be  recalled  when  the 
liquidation  of  loans  occurs,  but  point  out  that 
much  “water  Avill  flow  under  the  bridge”  before 
this  takes  place. 

Germany  is  said  to  hold  the  key  to  the  situation, 
in  that  she  has  never  paid  Brazil  for  the  valorized 
stocks  of  coffee  seized  at  Hamburg  and  Antwerp 
at  the  beginning  of  the  war  in  1914,  and  it  now 
appears  that  she  will  not  be  able,  even  if  willing, 
to  pay  in  the  near  future. 

Some  optimistic  coffee  traders  say  that  Sao 
Paulo  may  be  able  to  carry  out  the  scheme  be- 
cause of  the  profits  accruing  through  the  recent 
increased  value  of  the  valorized  stocks  of  3,000,000 
to  4,000,000  bags.  The  profit  is  quoted  as  now 
being  approximately  $36,000. 

If  the  tax  were  removed  now  it  would  mean 
a decline  of  about  one  cent  a pound,  varying  ac- 
cording to  fluctuations  ir  the  rate  of  exchange. 


ARMY  BUYS  HUGE  COFFEE  STOCK 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  26,  1918.— Just  before 
the  price  of  green  coffee  began  to  soar  upward 
the  Subsistence  Division  of  the  War  Department, 
anticipating  a sharp  increase,  made  a single  pur- 
chase of  15,210,000  pounds  of  green  coffee,  which 
is  sufficient  to  supply  our  troops  here  and  abroad 
until  March  i,  1919.  Since  then  the  price  of  coffee 
has  advanced  about  7 cents  per  pound.  P>asing  an 
estimate  on  this  increase,  the  army  coffee  buyers 
saved  $1,064,700  to  the  Government  on  this  one 
deal  alone.  T.amm. 


NEW  TE.\  PORT  IN  SUMAT  RA 
1 he  project  to  give  Sumatra’s  east  coast  an 
ocean  harbor  at  Belawan  Deli,  the  natural  outlet 
for  Medan,  is  scheduled  to  start  at  the  beginning 
of  this  year.  The  work  is  expected  to  he  finished 
in  three  years  and  will  cost  about  $4,000,000. 

It  is  estimated  that  this  harbor  will  handle 
3,000  tons  of  coffee  and  40,000  tons  of  tea  annually, 
besides  other  Sumatra  products. 
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COFFEE  EXCHANGE  SEATS  SOLD 

The  Removal  of  Some  Restrictions  and  Re- 
sumption of  Trading  Brings  Record 
Prices  for  Seats 


JUST  prior  to  the  reopening  of  the  New  York 
Coffee  and  Sugar  Exchange  on  December  26 
several  seats  changed  hands  at  record  prices. 

Neilson  & Sorensen,  coffee  importers.  New 
^ ork,  bought  1.  F.  Whitmarsh’s  seat  for  $S,30O, 
which  was  heralded  as  a record  price.  Shortly 
after  it  was  announced  that  S.  A.  Schonl)runn.  of 
S.  A.  Schonbrunn  & Co.,  New  York,  had  sold  his 
seat  to  A.  Lueder  for  $6,000.  A few  days  later 
Thos.  A.  Woods,  of  Woods,  Ehrhard  & Co.,  pur- 
chased F.  S.  Barry’s  seat  for  $6,000. 

hen  sold  by  the  Board  of  IManagers  a seat 
on  the  New  York  Coffee  and  Sugar  Exchange 
costs  $10,000.  1'here  are  now  323  seats  held  out  of 
a total  of  350  authorized  for  sale. 


Coffee  Exchange  Nominations 
For  officers  of  the  New  York  Coffee  and  Sugar 
Exchange  for  the  next  year,  the  following  names 
have  been  presented  for  consideration  at  the 
annual  meeting  to  be  held  January  16:  Clarence 

A.  Fairchild,  president;  A.  Schierenlierg,  vice- 
president;  C.  H.  Middendorf,  treasurer;  Benja- 
min B.  Peabody,  E.  L.  Lender,  Leon  Israel,  Wm. 
Bayne,  Jr.,  George  H.  Finlay  and  Frajiklin  W. 
Hopkins  to  serve  on  the  board  of  managers  for 
two  years ; C.  B.  Davison,  one  year. 

The  assessment  for  1919  has  been  set  at  $50. 


U.  S.  TEA  EXPORTS  IN  OCTOBER 
[fko.m  a staff  correspondent] 
Washington,  I).  C.,  Dec.  23,  1918.— Chile  pur- 
chased the  largest  quantity  of  tea  exported  from 
the  L^nited  States  during  October,  taking  120,- 
410  pounds  of  the  total  510, C02  pounds  shipped  to 
foreign  countries.  Canada  took  104,108  pounds, 
and  N^ewfoundland  and  Laborador  15,230  ])ounds, 
.Argentina  9340  pounds,  Dominican  Republic 
37,210  pounds,  Peru  32,788  pounds,  P>  razil  28,624 
pounds,  Portugal  22,430  i)ounds,  Mexico  9,759 
I)ounds,  Dutch  Guiana  8,400  pounds,  Panama  6,214 
pounds,  Bolivia  5,500  pounds,  and  Cuba  3,962 
pounds.  Lamm. 


COFFEE  TRADE  WITH  CURACAO  GOOD 
\\  ar  made  little  change  in  the  coffee  trade 
between  the  Dutch  West  Indies  and  the  United 
States  in  1917.  In  that  year  231,314  i)ounds  of 
coffee  were  shipj)ed  from  Curacao  to  this  country, 
as  compared  with  206,289  pounds  in  1916. 
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TRADE  BOYS  BACK  FROM  WAR  WHO’S  WHO  IN  THE  TRADE 


Every  Day  Tea  and  Coffee  Men  Are  “Sheath- 
ing Their  Swords”  and  Returning 
to  Civil  Life 

TOURING  the  month  a number  of  men  who 
gave  up  their  occupations  in  the  tea,  coffee, 
spice  and  fine  grocery  trades  to  don  the  uniform 
of  the  United  States  Army  or  Navy  have  been 
mustered  out  of  service  and  returned  to  their 
former  occupations, 

h.  C.  McCreery,  Second  Lieutenant,  Headquar- 
ters’ Corps.  349th  Labor  Battalion,  Camp  Greene, 
N.  C.,  returned  to  New  York  about  Christmas 
time,  and  is  now  back  with  Hard  & Rand. 

1 . J.  Israel,  Lieutenant,  after  seventeen  months’ 
service,  is  back  with  J.  Aron  & Co.,  New  York,  as 
manager  of  the  coffee  department. 

Oliver  J.  Conway,  Sergeant,  the  633d  Aero 
Squadron,  Kelly  Field,  Tex., 
who  has  lieen  in  service 
since  August  4,  1917,  expects 
to  be  discharged  about  the 
first  of  February,  and  will 
again  sell  tea  for  William 
Mann,  of  Boston. 

Wendell  Hauch,  Lieu- 
tenant, the  younger  son  of 
Halvor  Hauch,  ex-president 
of  the  California  State  Re- 
tail Grocers’  Association, 
who  has  been  in  Italy  since 
the  summer  of  1917,  re- 
ceived his  discharge  shortly 
after  New  Year’s  while  in 
New  York.  He  has  left  for 
his  home  in  California.  He  was  an  aviator. 

Fred  Von  Thaden,  the  35th  Co.,  3d  Group, 
Camp  Hancock,  Ga..  is  back  in  New  York  with 
his  former  employers,  Mitchell  Bros. 

William  Archibald,  Jr.,  who  has  been  in  the 
Quartermaster-General’s  office  in  Washington  in 
the  spice  department,  has  returned  to  his  desk 
with  Archibald  & Lewis,  New  York. 

Frank  C.  Russell,  who  was  training  in  the 
Officers’  School  at  Camp  Lee,  Virginia,  when  the 
armistice  was  signed,  has  been  discharged,  and  is 
now  back  at  his  desk  in  Russell  & Co.’s  office  in 
Front  street,  New  York. 

Alfred  H.  Hart,  who  is  under  treatment  at  the 
Walter  Reid  Hospital,  Washington,  D.  C.,  for  a 
wounded  foot  received  in  action  abroad,  was  in 
New  York  recently  on  an  eight  days’  furlough. 
He  expects  to  be  out  of  the  army  soon,  and  prob- 
ably will  resume  his  work  with  R.  C.  Wilhelm  & 
Co. 

Grant  Burns,  Captain  with  the  5th  Infantry 
at  Camp  Beauregard,  has  received  his  honorable 
discharge,  and  is  back  in  New  York.  Captain 
Burns  is  a nephew  of  Robert  Burns,  of  Jabez 
Burns  & Son. 


Oliver  J.  Conway 


WKLCO.ME  IX  HOME  AND  .STORE 
John  ]'.  Schulte,  of  Cleveland,  Ohio,  writes:  “Enclosed 
])lease  find  check  for  $2.00  for  renewal  for  1919  of  ‘’Tlr' 
nine  Hook  of  the  Trade,”  which  is  a welcome  book  to  o’-r 
home  and  store.” 


An  Appreciation  of  Charles  G.  Burgess,  Direc- 
tor of  the  N.  C.  R.  A.  and  President 
of  the  Martin  L.  Hall  Company 

' I ’HOSE  who  best  know  Charles  G.  Burgess, 
A one  of  the  directors  of  the  National  Coffee 
Roasters’  Association,  agree  that  his  business 
success  is  due  to  his  ability  to  give  undivided  at- 
tention to  his  duties  and  to  forecast  and  take 
advantage  of  changing  conditions.  He  has  ex- 
hibited these  characteristics  all  his  life,  and  they 
are  the  foundations  on  which  he  raised  himself 
from  a wholesale  grocery  clerk  with  the  Martin 
L.  Hall  Company,  Boston,  Mass.,  to  a partner- 
ship in  the  firm  at  29  years  of  age.  He  has  been 
president  and  treasurer  for  the  past  ten  years. 

Born  in  Boston  in  1852  and  educated  in  Boston 
puldic  schools  and  the  English  High  School,  Mr. 
Burgess  went  to  work  with  the  Martin  L.  Hall 
Company  at  the  age  of  18  years.  He  was  ad- 
mitted to  membership  in  the  firm  in  1881,  and 
when  his  partners  died  in  1908  incorporated  the 
l)usiness  and  began  to  work  out  some  of  his  long 
cherished  ideas.  One  of  these  was  to  dispense 
with  the  wholesale  grocery  part  of  the  business 
and  make  the  company  a tea  and  coffee  specialty 
house.  He  sold  his  grocery  interests  in  1911,  and 
since  then  the  company  has  been  known  as  one 
of  New  England’s  leading  tea  and  coffee  import- 
ing and  jobbing  concerns. 

Business  associates  and  acquaintances  in  the 
trade  always  speak  of  Mr.  Burgess  in  the  highest 
terms  of  esteem.  He  is  treasurer  of  the  New 
England  branch  of  the  N.  C.  R.  A.,  a trustee  of 
the  North  End  Savings  Bank,  a member  of  the 
Boston  Chamber  of  Commerce,  and  president  of 
the  New  England  Maple  Syrup  Company.  He  is 
a member  of  the  Boston  City  Club  and  the  Bos- 
ton Art  Club. 

Mr.  Burgess  is  particularly  fond  of  outdoor 
life,  and  is  an  enthusiastic  follower  of  baseball 
and  football.  He  is  quite  a noted  yachtsman,  a 
sport  he  has  opportunity  to  indulge  in  during  his 
summer  rests  at  Marblehead. 


MITCHELL  ENDS  INSPECTION  TOUR 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  24,  1918.— George  F. 
IMitchell,  Supervising  Tea  Examiner,  who  has 
just  returned  from  a six  weeks’  trip,’  during 
which  he  visited  all  of  the  tea  examiners  at  the 
various  ports,  reports  that  the  trade  in  various 
parts  of  the  country  feels  certain  that  the  tea 
consumption  of  the  Lhiited  States  during  the 
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past  year  has  heeii  .ureatly  increased.  This  is 
shown  by  ofTcial  figures  of  the  Treasury  Depart- 
ment. but  tliere  \va>^sonie  thought  that  the  tea 
was  being  stored  and  held  for  some  unexplained 
reason.  L.vmm. 


COFFEE  CONTROL  IN  NORWAY 
[special  CORRESPOXDEX’CE] 

Bergen^  Norway,  Nov.  13,  1918. — According  to 
the  agreement  entered  into  by  the  British  and 
Norwegian  Governments  early  in  1917,  the  im- 
ports of  coffee  into  Norway  were  not  to  exceed 
the  average  quantities  imported  in  1911,  1912  and 
1913.  However,  owing  to  the  large  stocks  still  on 
hand  from  the  great  quantities  imported  during 
the  first  three  years  of  the  war,  there  was  no 
suffering  from  the  reduction  in  1917.  the  imports 
for  that  year  amounting  to  only  5.903,037  pounds, 
against  9,814.218  pounds  in  1916.  After  the  en- 
trance of  the  United  States  into  the  war  the  cof- 
fee agreement  was  canceled  and  coffee  imports 
were  still  further  reduced.  Owing  to  dwindling 
stocks  coffee  was  also  included  in  the  rationing 
system  established  on  January  i,  1918,  at  which 
time  it  was  estimated  that  Norway  had  enough 
coffee  to  last  four  or  five  months,  if  no  additional 
supplies  were  received  from  abroad.  At  that  time 
Bergen  stocks  of  coffee  amounted  to  1,981,047 
liounds. 

When  the  Government  took  over  the  control  of 
grain,  cereals,  etc.,  the  stocks  of  rice  in  the  mills 
were  also  requistioned.  The  small  supplies  of  rice, 
sago  and  dried  peas  and  beans  still  to  he  had  in 
some  of  the  retail  shops  brought  exceedingly  high 
prices,  but  by  the  end  of  the  year  local  stocks  were 
practically  sold  out.  Norwegian  chocolate  fac- 
tories were  not  permitted  to  manufacture  more 
than  60  per  cent  of  what  they  produced  in  1916, 
so  the  merchants  by  the  end  of  1917  had  in  stock 
only  about  half  of  the  quantities  of  chocolate  and 
cocoa  on  hand  in  previous  years  at  that  time. 
Local  stocks  of  tea  also  dwindled  considerably 
during  the  year.  R.  C.  B. 


TE.\  IMPORTED  IN  OCTOBER 
[fro.m  a staff  correspondent] 
Washington.  D.  C..  Dec.  23,  1918. — During 
the  month  of  October  the  United  States  im- 
ported 17,482.740  pounds  of  tea,  as  shown  in  the 
following  statement  of  the  countries  of  origin  : 
England,  5 pounds;  Canada,  194,552  pounds; 
China,  1,512,156  pounds;  British  India,  137,201 
pounds ; Straits  Settlements,  163,030  pounds ; 
other  British  East  Indies,  908,731  pounds;  Dutch 
East  Indies,  2,962,285  pounds;  Hongkong,  55,401 
pounds,  and  Japan,  11,549,379  pounds. 


CONVENTION  NUMBER  BOUQUETS 

V hat  Some  Officers  of  the  N.  C.  R.  A.  'Flunk 
of  Our  Report  of  the  Cleve- 
land Meeting 

TJERE  follow  excerpts  from  letters  written  by 
^ ^ officers  of  the  National  Coft'ee  Roasters’ 
Association  aho’U  our  report  of  the  Cleveland 
convention,  which  was  published  as  a supplement 
to  the  December  number : 

Ross  W.  \\’eir,  of  Ross  W.  Weir  & Co.,  New 
\ ork,  director  and  member  of  the  executive  com- 
mittee, writes:  “You  certainly  handled  the  con- 

vention matter  in  a most  effective  and  newsy 
way.” 

Charles  Lewis,  of  the  James  lleekin  Company, 
Cincinnati,  former  director,  writes;  “1  think  this 
December  number  is  a banner  one  for  you.  All 
the  articles  you  have  in  it  are  splendid,  and  it  cer- 
tainly is  worth  the  price  to  the  coffee  trade,  gen- 
erally speaking,  for  this  number  alone.  Your 
editorial  on  ‘F^rost  Damage  Romancing’  is  a good 
one.” 

d homas  J.  W ebb,  of  the  Puhl-Webb  Compain', 
Chicago,  director  and  member  of  the  executive 
committee,  writes  : “I  appreciate  this  number  very 
much  and  value  your  journal  greatly.  'I'he  trade 
undoubtedly  appreciates  the  advantages  of  having 
a journal  devoted  to  its  interest  and  so  well 
edited.’’ 

William  Fisher,  of  the  C.  I'd  Blanke  Tea  &. 
Coffee  Company,  St.  Louis,  director  and  member 
of  the  executive  committee,  writes : “It  is  cer- 

tainly with  great  pleasure  that  I received  your 
splendid  issue  of  the  current  month.” 

Ben  C.  Casanas,  of  the  Merchants  Coffee  Com- 
pany of  New  Orleans,  retiring  president  and  mem- 
ber of  the  executive  committee,  said  : “Congratu- 
lations on  your  convention  work.” 

R.  W.  ]\IcCreery,  Western  Grocer  Mills.  Mar- 
shalltown, la.,  said:  “I  have  read  with  much  in- 

terest the  complete  report  you  make  in  your  De- 
cember issue.” 

Emmet  G.  Beeson,  manager  of  the  National 
Grocer  Company’s  coffee  dei)artment,  and  a direc- 
tor of  the  N.  C.  R.  A.,  writes:  ‘‘I  am  exceedingly 
])leased  with  the  report  of  the  coffee  roasters’  con- 
vention. * * * j have  already  had  occasion 

to  use  this  handy  volume,  if  1 may  call  it  such.” 

J.  O.  Cheek,  of  the  Cheek-Neal  Coffee  Company, 
.Nashville,  member  of  the  executive  committee, 
writes:  ‘“Convention  number  of  the  National 

Coffee  Roasters’  .Association  just  received,  for 
which  please  accept  my  thanks.  Have  read  it  with 
a great  deal  of  pleasure.  Best  wishes  for  your 
splendid  publication  for  the  coming  year.” 
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SPICES  AND  EXTRACTS 

^ News  items  of  interest  to  spice  im- 
porters, grinders  and  dealers,  and  to 
manufacturers  of  flavoring  extracts,  per- 
fumes and  toilet  preparations. 


THE  POST-WAR  SPICE  OUTLOOK 

Some  Importers  Do  Not  Anticipate  an  Abrupt 
Decline  in  Values  of  Condiments 
in  the  Near  Future 

<<|T  does  not  seem  wise  to  depend  too  much 
upon  abrupt  or  far-reaching  declines  in  val- 
ues of  food  products  or  condiments,”  John  Clarke 
& Co.,  of  New  York,  say  in  a recent  review  of  the 
spice  trade  of  1918.  “It  appears  to  be  the  fact 
that  the  trade  apprehends  and  expects  rather 
lower  prices  than  are  now  likely  to  prevail.” 

The  review  states  that  prices  continue  gener- 
ally to  be  high,  though  on  an  average  they  have 
shown  a decline  since  last  June  and  July,  dropping 
as  the  Allies  gained  supremacy  over  the  enemy. 
Values  are  said  to  be  fairly  steady  to-day,  view- 
ing the  scarcity  in  Europe  and  the  prospects  of 
normal  consumption  here  this  year.  Grinders  are 
not  liberally  supplied  and  will  do  well  to  carry 
fair  stocks. 

As  regards  the  price  outlook,  the  review  states 
that  “readjustments  of  all  business  all  over  the 
world  are  to  be  made  on  a scale  beyond  all  prece- 
dent, and  therefore  inadequately  to  be  judged  by 
such  precedents  as  now  exist.” 

Not  knowing  that  hostilities  were  to  cease  as 
soon  as  they  did,  xVnerican  spice  manufacturers 
bought  heavily  during  the  last  half  of  1918.  Im- 
ports decreased  and  so  did  spot  stocks,  while  ex- 
ports increased.  Mustard  and  other  seeds  are  in 
short  supply  throughout  the  world.  Black  pepper 
stocks  are  about  as  they  were  a year  ago.  Nut- 
megs are  comparatively  scarce.  Cassia  stocks  are 
fairly  ample,  while  supplies  of  Ceylon  cinnamon 
are  limited.  Ginger  stocks  are  small  in  all  grades, 
as  are  tapioca,  mace  and  paprika. 

ADULTERATED  PEPPER  AND  MUSTARD 
About  15  per  cent  of  the  black  pepper  offered 
for  entry  into  the  United  States  during  the  fiscal 
year  ending  June  30,  1918,  was  found  to  contain 
excess  of  dirt  or  shells,  writes  Dr.  Carl  L.  Als- 
lierg,  chief  of  the  Bureau  of  Chemistry  of  the 
Department  of  Agriculture,  in  his  annual  review 
of  the  Bureau’s  work.  Cardamom  seed  was  also 
found  to  contain  pebbles  and  Aniomuni  sp. 


Under  the  lieading  of  “Research,”  Dr.  Alsberg 
said ; “The  study  of  various  seeds  offered  for 
import  as  mustard  has  led  \o  the  preparation  of 
a paper  on  Chinese  colza,  discussing  the  chemical 
and  anatomical  characters  of  the  seed,  as  well  as 
the  morphological  characters  of  the  plant  in  dif- 
ferent stages  of  growth.  Similar  work  is  in  pro- 
gress on  other  species  of  Brassica,  such  as  Jap- 
anese mustard  (Brassica  ccrnna) ^ Chinese  mus- 
tard (Brassica  juncea),  and  Russian  brown 
mustard  (Brassica  besseriana) . These,  as  well  as 
white  mustard  (Sinapis  alba),  have  been  grown 
successfully  in  three  localities  in  the  United 
States.” 


SPICE  EREIGHT  RATES  PROTESTED 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  31,  1918. — The  Wool- 
son  Spice  Company,  Toledo,  has  filed  a statement 
with  the  Interstate  Commerce  Commission  com- 
plaining against  Director  General  of  Railroads 
McAdoo,  the  Northern  Pacific  and  several  other 
railway  companies,  on  account  of  the  rates  on 
pepper  and  other  spices  from  the  Pacific  Coast  to 
Toledo.  The  document  also  asks  for  reparation 
amounting  to  $2,454.50,  and  that  lower  rates  be 
established  at  once.  Lamm. 


COSTA  RICA’S  COFFEE  EXPORTS 
Of  the  12,267,203  kilos  of  coffee  exported  from 
Costa  Rica'  in  1917,  6,521,383  kilos  went  to  the 
United  States  and  4,923,491  kilos  to  Great  Britain. 
The  1916  record  shows  a total  of  16,843,782  kilos 
exported,  of  which  the  United  States  took  7,105,- 
741  kilos  and  Great  Britain  8,455,885  kilos.  One 
kilo  is  equivalent  to  2.046  pounds. 


COFEEE  AND  SPICES  IN  NEW  YORK 
Approximately  $32,742,000  worth  of  roasted 
coffee  and  ground  spices  are  produced  annually  in 
New  York  City,  according  to  a recent  estimate 
made  by  the  Merchants’  Association  of  New 
York. 


TAPIOCA  NOW  UNRESTRICTED 
Tapioca  has  been  removed  from  the  War  Trade 
Board’s  list  of  import  restrictions.  The  regula- 
tions have  also  been  lifted  from  sago. 


EREE  TRADE  EOR  VANILLA  BEANS 
Vanilla  beans  have  been  removed  from  the 
War  Trade  Board’s  list  of  restricted  imports. 


In  these  times  that  try  men’s  souls  let’s  all  he 
more  tolerant. 
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GROCERY  TRADE  DIGEST 

^ The  most  important  news  happenings 
of  the  month  boiled  down  for  busy 
readers. 


FIXED  RESALE  PRICES 


The  Federal  Trade  Commission  Recommends 
Congressional  Legislation  to  Permit  Manu- 
facturers to  Maintain  Prices 


[special  correspondence] 
Washington,  D.  C.,  Dec.  17,  1918. 

1 EGALIZIXG  the  maintenance  of  resale  prices 

' by  appropriate  legislative  action  is  recom- 
mended by  the  Federal  Trade  Commission  in  a 
special  report  to  Congress.  It  proposes  that  a 
manufacturer  be  permitted  to  fix  resale  prices 
subject  to  the  approval  of  some  agency  appointed 
by  Congress,  which  shall  review  the  case  if  there 
is  complaint  from  dealers  or  consumers.  The 
report,  which  is  on  the  control  of  resale  prices, 
says  in  part : 

“The  Supreme  Court  has  made  it  clear  that,  in 
the  present  state  of  the  law,  the  maintenance  of  a 
resale  price  by  the  producer  is  a restraint  of  trade 
and  is  unlawful. 

“Such  being  the  judgment  of  the  Supreme 
Court,  the  Federal  Trade  Commission  has  en- 
forced the  law,  even  though  it  may  have  appeared 
to  operate  inequitably  in  some  cases.  In  enforc- 
ing this  rule,  the  Commission  has  been  mind- 
ful that  the  cutting  of  a recognized  resale  price 
on  well-established  and  identified  articles  has  been 
at  times  indulged  in  for  unfair  trade  purposes. 
When  so  unfairly  used,  such  price  cutting  is  at- 
tempted to  be  cloaked  as  lawful  competition  and 
justified  by  the  Supreme  Court  decisions. 

‘‘There  must  be  a common  ground  whereon  the 
rights  of  producer,  purveyor  and  consumer  may 
each  be  fully  secured  and  equity  done  to  all.  The 
search  for  such  a ground  has  been  a task  of  the 
commission,  and  results  in  the  following  con- 
clusions : 

“(1)  That  producers  of  identified  goods  should  be  pro- 
tected m their  intangible  property  right  or  good  will. 

“(2)  That  the  unlimited  power,  both  to  fix  and  to  en- 
force and  maintain  a resale  price,  may  not  be  made  lawful 
with  safety. 

“(:i)  That  unrestrained  price-cutting  is  not  in  the  pub- 
lic interest. 

“Bills  now  pending  before  Congress  may  well 
be  made  to  meet  the  difficulties  of  the  situation 
if  amended  to  provide  for  a review  of  the  terms 
of  resale  contracts  and  a revision  of  resale  prices 
by  a disinterested  agency. 


“There tore,  it  is  recommended  that  it  be  pro- 
\i(led  by  law  that  if  the  manufacturer  of  an 
article,  produced  and  sohl  under  competitive  con- 
ditions, desires  to  li.x  and  maintain  resale  prices, 
he  shall  file  with  an  agency  designated  by  the 
Congress  a description  of  such  article,  the  con- 
tract of  sale  and  the  price  schedule  which  he  pro- 
poses to  maintain,  and  that  the  agency  designated 
by  the  Congress  be  charged  with  the  duty,  either 
upon  its  own  initiative  or  upon  complaint  of  any 
dealer  or  consumer  or  any  other  party  in  interest, 
to  review  the  terms  of  such  contract  and  to  revise 
such  prices,  and  that  any  data  and  information 
needful  for  a determination  be  made  available  to 
such  agency.” 


Food  Administration  Still  Active 
While  the  Food  Administration  has  been  par- 
tially demobilized  and  some  of  its  regulations  are 
l)eing  removed,  dealers  in  foodstuffs  should  not 
think  that  all  the  bars  are  down.  The  Adminis- 
tration will  be  active  at  least  until  peace  is  signed, 
and  will  give  special  attention  to  curbing  profit- 
eering and  speculation  in  licensed  food  products. 


Are  Independent  Grocers  Doomed? 

Chairman  Colver  of  the  Federal  Trade  Com- 
mission told  the  Interstate  Commerce  Committee 
of  the  House  of  Representatives  that  unless  pre- 
ventative measures  were  taken  against  the  big 
meat  packing  houses  ‘‘the  wholesale  grocery  busi- 
ness on  a competitive  basis  will  disappear  in  five 
or  six  years,”  and  that  “in  ten  or  twelve  years  the 
retail  grocer  also  will  disappear  as  an  individual, 
to  be  supplanted  by  a great  chain  of  stores.”  He 
said  the  meat  packers  had  already  obtained  control 
of  numerous  industries  not  directly  related  to  the 
meat  packing  business. 


Food  Prices  Continue  Upward 
From  November,  1917,  to  November,  1918,  the 
retail  price  of  food  in  the  United  States  increased 
approximately  ii8  per  cent,  according  to  the 
Bureau  of  Labor  Statistics.  Rice  advanced  28 
])cr  cent  during  the  period.  During  the  five  years 
ending  Noveml)er,  1918,  retail  food  i)rices  showed 
an  average  increase  of  about  75  per  cent. 


375,361  Retail  Grocers  in  the  United  States 
Max  Mayfield,  who  has  been  conducting  special 
investigations  for  the  Sugar  Equalization  Board, 
has  found  that  in  the  United  States  to-day  there 
arc  375,461  retail  grocers  and  about  350,000  whole- 
salers. He  says  there  are  34,388  manufacturers 
of  essential  foodstuffs  in  this  country  that  use 
sugar. 
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Sugar  Board  to  Locate  in  New  York 
IJie  United  States  Equalization  Sugar  Board, 
which  has  been  located  in  Washington,  D.  C., 
will  in  the  near  future  take  up  quarters  at  iii 
Wall  street,  New  York.  George  M.  Rolph  presi- 
dent of  the  Board,  and  J.  F.  Bell,  treasurer,  will 
continue  in  their  respective  capacities  and  ’have 
offices  in  the  New  York  headquarters. 


Rice  Growers  Want  Tariff  Help 
The  Pacific  Rice  Growers'  Association  is  gath- 
ering data  designed  to  show  Washington  officials 
that  it  is  necessary  to  put  a tariff  on  imported  rice 
to  protect  American  rice  growers. 


Adulterated  Gelatin 

In  his  annual  report  on  the  work  of  the  Bureau 
of  Chemistry,  Dr.  Alsberg  says  that  the  cessation 
of  importations  of  gelatin  in  the  latter  part  of 
the  war  period  led  to  the  sale  as  edible  gelatin 
of  glue  contaminated  with  mercury  or  zinc,  a 
practice  which  the  Bureau  is  strenuously  fighting. 

Food  Importers  to  Have  Banquet 
The  Associated  Importers  of  Food  Products, 
New  York,  expect  that  this  year’s  annual  beef- 
steak dinner  at  Healy’s  restaurant,  January  ii, 
will  be  attended  by  a record  number  of  men  in 
the  foodstuffs  business.  President  Stix,  of  the 
New  York  Wholesale  Grocers’  Association,  is  ex- 
pected to  speak. 


New  York  Wholesalers’  Convention 
The  New  York  State  Wholesale  Grocers’  Asso- 
ciation will  hold  its  thirty-first  annual  convention 
at  the  Hotel  McAlpin,  New  York,  on  January  15. 

Olive  Oil  Importers  Are  Pessimistic 
At  a meeting  of  the  American  Olive  Oil  Im- 
porters’ Association,  held  in  New  York  on  De- 
cember 10,  it  developed  that  the  importers  do  not 
expect  any  great  volume  of  oil  until  well  into 
1920.  It  was  pointed  out  that  the  local  demand 
in  the  producing  countries  will  consume  all  this 
year’s  crop. 


Complaint  Against  Helvetia  Milk  Co. 

The  Federal  Trade  Commission  has  complained 
against  the  Helvetia  Milk  Condensing  Company, 
Highland,  111.,  charging  that  the  company  has 
been  guaranteering  dealers  a specified  profit  on 
sales  of  Helvetia  evaporated  milk  regardless  of 
declines  in  prevailing  market  prices  and  has  re- 
bated money  to  make  good  any  such  declines. 
The  company  is  cited  to  appear  before  the  Com- 
mission at  Washington  on  January  31. 


C.  anners  Exchange  Loses  License 
I he  license  of  the  Virginia  Canners’  Exchange, 
Roanoke,  Va.,  has  been  suspended  for  ten  days 
by  the  Eood  Administration,  on  the  ground  that 
the  Exchange  has  violated  more  than  once  the 
regulations  against  splitting  commission  or  brok- 
erage fees. 


Big  Food  Stocks  on  Hand 
The  Department  of  Agriculture  reports  large 
stocks  of  foodstuffs  in  this  country  on  December 
I,  1918,  as  compared  with  the  quantity  available 
December  i,  1917.  The  following  figures  show 
the  percentages  on  hand  now  as  against  the 
amounts  a year  ago  : Wheat  flour,  white,  170.4 

per  cent;  whole  wheat  and  graham  flour,  249.1 
per  cent;  rye  flour,  215.8  per  cent;  cornmeal,  227.8 
per  cent;  buckwheat  flour,  220.4  P^r  cent;  mixed 
flour,  243.5  per  cent;  beans,  154.5  per  cent;  rice, 
62.6  per  cent;  rolled  oats,  165.7  per  cent;  canned 
salmon,  94.3  per  cent;  canned  tomatoes,  140.3  per 
cent;  canned  corn,  133.5  per  cent;  sugar,  125.0 
per  cent;  condensed  milk,  119.7  per  cent;  evapo- 
rated milk,  72.8  per  cent. 


PATENTS  AND  TRADE  MARKS 

§ Subscribers  and  advertisers  may  con- 
sult this  bureau  without  charge  except  that 
postage  for  reply  must  accompany  all  in- 
quiries; there  are  no  fees  for  trade-mark 
searches. 

Address  all  communications  to  Patent  and  Trade 
Mark  Service,  The  Tea  and  Coffee  Trade  Journal 


MISUSED  TRADE  MARKS 


Associated  Advertising  Clubs  Are  Watching 
Closely  for  Improper  Employment  of 
Names  in  Retail  Publicity 

’’T^HE  importance  of  watching  for  misuse  of 
trade-marked  names  in  retail  advertising  was 
the  subject  of  a bulletin  recently  issued  by  the 
National  Vigilance  Committee  of  the  Associated 
Advertising  Clubs  of  the  World  to  the  Better 
Business  Bureaus  connected  with  the  organiza- 
tion. 

While  the  bulletin  names  but  a few  representa- 
tive cases,  experience  of  the  committee  has  shown 
that  a sufficient  number  of  retailers  use  trade- 
mark names  loosely  to  make  it  desirable  for  the 
bureaus  to  be  alert  to  such  errors  in  all  lines  of 
business. 

Such  abuses,  the  bulletin  suggests,  are  usually 
the  result  of  carelessness  on  the  part  of  the  ad- 
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vertiser.  but  are  none  the  less  undesirable  and 
hurtful  to  the  interests  of  the  manufacturers. 


PATEN!'  OFFICE  RECORD 


Patents  Granted,  Trade  Mark  Applications, 
Certificates  Issued  and  Labels  and  Prints 
Registered  During  the  Month 


[staff  correspondence] 

Washington,  D,  C.,  Dec.  28,  1918, 

I fERE  follows  a complete  record  of  the  latest 

^ ^ activities  of  the  United  States  Patent  Office, 
in  so  far  as  they  apply  to  the  tea,  cofifee,  spice  and 
general  grocery  trades  : 

Patents  Granted 

Can  for  Coffee  and  the  Like — Ben  K.  Ford,  as- 
sigiior  to  the  American  Can  Company.  New  York. 
(No.  1,284,635.)  A can  provided  with  a closure 
having  an  aperture  for  the  reception  of  a nozzle, 
a nozzle  inclosing  said  aperture  and  permanently 
attached  to  the  closure,  and  formed  with  an  in- 
wardly extending  lip  at  its  delivery  end,  a fran- 
gible cnp-like  seal  fitted  within  the  nozzle  and 
resting  on  portions  of  said  closure  at  the  base  of 
the  nozzle,  and  having  its  outer  end  engaged 
under  said  lip  of  the  nozzle,  and  a removable  cap 
for  the  fiozzle. 


Shelf  Label — William  T.  Sherer,  Chicago,  111. 
(No.  1,284,796.)  As  a new  article  of  manufac- 
ture. a shelf  clamping  tag  holder  comprising  a 
plate  of  thin  spring  sheet  metal  of  an  irregular 
L’  shape,  the  bottom  adapted  to  engage  the  edge 
of  the  shelf  and  extend  below  the  same,  and  to 
hold  the  tag,  the  upper  limb  adapted  to  overlie 
the  forward  part  of  the  shelf  surface,  and  the 
lower  limb  upwardly  bent  and  provided  at  its  edge 
with  teeth  turned  toward  the  bottom  so  as  to 
permit  the  holder  to  be  easily  slipped  into  position 
and  to  resist  motion  away  from  the  shelf,  the 
distance  between  the  two  limbs  and  their  length 
being  such  that  the  holder  can  be  rotated  about 
the  toothed  edge  when  the  latter  is  in  position  on 
the  bottom  of  the  shelf,  so  as  to  bring  the  upper 
limb  into  proper  position  without  materially 
sliding  the  toothed  portion  along  the  shelf  in 
either  direction. 


Trade  Marks  Registered 
Here  is  a list  of  marks  which  have  been  reg- 
istered and  for  which  certificates  have  been 
issued  : 

“Spring  Hill”  and  figure  of  a hill.  (123,319.) 
Berdan  & Co.,  Toledo,  Ohio,  assignor  to  Berdan 
Company,  Toledo.  Ohio.  Certain  named  foods. 
First  use,  April  i,  1902, 

“Sunny  Boy”  and  figure  of  a boy.  (123,327.) 
The  Brundage  Bros.  Company,  Toledo,  c3hio. 
Coffee,  tea.  salted  peanuts,  peanut  oil  and  peanut 
butter.  First  use.  May  i,  1917- 


“Crusade  Brand,”  figure  of  a man  on  a horse. 
023,331.)  Chase  & Sanborn,  Boston,  Mass. 
Coffee.  First  use.  Sept.  10,  1888. 

“Groceteria.”  (123,349.)  Groceteria  Stores 
Company.  Seattle,  W ash.  Certain  named  foods. 
First  use.  Nov.  6,  1915. 

“Old  Reserve.”  (123,362.)  C.  H.  Kroneberger 

Co..  Baltimore.  Md.  Coffee.  First  use,  Feb.  15, 
1918 

“Lotan.”  (123,365.)  Manuel  Betancur,  New 
York.  Coffee.  First  use,  June  14,  1918. 

“Heart  shaped  figure.”  (123,367.)  The  Marwin 
Food  Company,  Marion.  Ohio.  Certain  named 
foods.  First  use.  May  i,  1917. 

“Urn  Gold.”  (123,386.)  The  Pure  Food  Spe- 
cialties Company.  Toledo,  Ohio.  Coffee.  First 
use,  April  24,  1918. 

“Old  Glory.”  (123,409.)  The  W^oolson  Spice 
Company,  Toledo,  Ohio.  Coffee.  First  use,  May 
29,  1918.  Registered  Oct.  29,  1918. 


TRADE  MARKS  PENDING 
The  following  marks  have  been  favorably  acted 
upon.  Any  person  who  believes  he  would  be  dam- 
aged by  the  registration  of  a mark  may  within 
thirty  days  enter  opposition  to  prevent  the  pro- 
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Trade  Marks  Pending 

posed  registration.  All  inquiries  should  be  ad- 
dressed to  The  Tea  and  Coffee  Trade  Journal, 
79  W^all  street.  New  York  City: 

WYek  Ending  Oct.  29,  1918 
“Diana,”  figure  of  a woman  holding  a vase. 
(108,042.)  Andrea  Russo.  Chicago,  111.  Olive  oil. 

WTek  Ending  Nov.  5,  1918 
“Bud  Tip.”  (113,303.)  Park  & Tilford.  New 
York.  Tea. 

‘AVest  End.”  (ii3,.300.)  Park  & Tilford,  New 
York.  Coffee  and  tea. 

WY.EK  Ending  Nov.  12,  1918 
“Purity  flowers.”  (113,263.)  P.  Pastene  & Co., 
Inc.,  Boston.  Mass.  Canned  olive  oil  and  canned 
tomato  sauce. 


UKE  (:i:tti.\c  mes.sagk  from  iio.mi-: 

.V.  J.  McIJarty,  iDf!  West  Dominick  Street,  l^ome,  X. 
y.,  writes;  “Enclosed  please  find  my  check  for  $4.00,  for 
which  please  extend  my  subscription  to  the  Journal  for 
two  years.  I do  not  want  to  miss  an  issue,  as  receiving 
each  number  is  like  getting  a message  from  home.” 
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TEA  AND  COFFEE  RESEARCH  BUREAU 

I:it  scientific  research  under  the  editors’  direction  in  which 

wdl  be  found  short,  popularized  reviews  of  current  and  older  works  of  a nhv- 

with^the’hNtorr  fugitive  paragraphs,  references  and  articles  deHmg 

with  the  history,  pharmacology  and  technology  of  tea,  coffee  and  spices  ^ 


COCA-COLA  AND  TEA 


In  No  Sense  is  the  Soda  Fountain  Drink  a 
“Modification  of  Tea,”  as  the  Manu- 
facturer Advertises 


the  preparation  of  the  drink,  one  might  inquire 
if  they  are  employing  tea  sweepings  or  other  tea 
offal  as  a source  of  caffein,  because  in  this  sense 
the  drink  might  then  be  claimed  to  1)e  a modifica- 
tion of  tea.  F H F 


'"TFIE  Coca-Cola  Company  has  run  an  adver- 
^ tisement  in  the  medical  journals  entitled  “The 
Composition  of  Coca-Cola  and  Its  Relation  to 
Tea.”  In  this  advertisement  the  company  prints 
a detailed  analysis  of  the  recipe  for  Coca-Cola, 
which  is  as  follows:  “Water^  sterilized  by  boil- 

ing (carbonated)  ; sugar,  granulated,  first  quality; 
fruit  flavoring  extracts  with  caramel ; acid  flavor- 
ings, citric  (lemon)  and  phosphoric;  caffein,  from 
tea.” 

The  company  also  prints  a table  showing  “com- 
parative stimulating  or  refreshing  strength  of  tea 
and  Coca-Cola,  measured  in  terms  of  the  number 
of  grains  of  caffein,  ’ and  from  which  it  appears 
that  a cupful  of  hot  black  tea  contains  1.54  grains 
of  caffein,  a glassful  of  cold  green  tea  contains 
2.02  grains  of  caffein,  and  that  one  fountain  drink 
of  Coca-Cola  contains  1.21  grains  of  caffein,  and 
one  drink  of  bottlers’  Coca-Cola  contains  1.12 
grains  of  caffein. 

• The  advertisement  then  recites  “from  the  above 
recipe  and  analysis,  which  are  confirmed  by  all 
chemists  who  have  analyzed  these  beverages,  it  is 
apparent  that  Coca-Cola  is  a carbonated,  fruit- 
flavored  modification  of  tea  of  a little  more  than 
one-half  its  stimulating  strength.” 

From  the  statement  as  to.  the  recipe  of  the  Coca- 
Cola  it  follows  at  once  that  the  preparation  is  in 
no  sense  a modification  of  tea.  If  this  line  of 
reasoning  were  followed  it  would  lead  us  to  the 
statement  that  coffee  was  a modification  of  tea 
liecause  it  too  contains  caffein.  If  Coca-Cola  con- 
tains as  much  caffein  as  is  indicated  it  will  un- 
doubtedly have  certain  stimulating  properties,  but 
that  hardly  makes  it  a modification  of  tea.  It  is 
barely  possible  that  the  recipe  as  given  is  some- 
Nvhat  of  a confession  as  to  the  materials  used  in 
tlie  manufacture  of  the  beverage.  Inasmuch  as  it 
is  unlikely  that  they  would  employ  pure  caffein  in 


ON  BOILING  COFFEE 


Why  This  Species  of  Culinary  Frightfulness 
Should  Be  Discouraged  by  All  Who 
Have  the  Best  Interests  of  the 
National  Beverage  at  Heart 


By  Edward  Aborn 
New  York 

COME  mediaeval  habits  and  traditions  in  the 
homes  of  peoples  have  persisted  about  as 
stubbornly  and  unreasonably  against  enlightened 
knowledge  and  experience  as  have  mediaeval 
political  philosophy  and  “divine  right”  theories 
in  national  life,  menacing  the  progress  and  happi- 
ness of  humankind. 

1 he  boiling  of  coffee,  innocent  in  intent,  is,  in 
result,  a policy  of  “frightfulness,”  wrecking  one 
of  the  precious  products  of  the  earth  and  destroy- 
ing the  human  enjoyment  of  its  delights. 

The  false  notion  that  coffee  must  be  boiled 
starts  with  the  fundamental  blunder  of  consid- 
ering roasted  coffee,  which  has  been  completely 
cooked  over  a hot  fire,  as  raw  material. 

How  fully  the  aromatic  quality  is  developed  by 
roasting  is  evidenced  in  the  pronounced  fragrance 
when  coffee  is  being  ground.  This  escaping 
fragrance,  so  alluring  to  the  sense  of  smell,  un- 
mistakably announces  the  instant  readiness  of 
the  roasted  coffee  to  yield  its  fully  perfected  self 
and  emphasizes  the  futility  of  further  cooking. 

Boiling’s  Two  “De.adly”  Effects 

Like  all  fragrance  and  flavors,  coffee  is  most 
delicate  and  elusive.  The  “rough-house”  treat- 
ment of  boiling  has  two  deadly  effects — the  ex- 
traction of  the  grosser  elements  from  the  grounds 
and  the  degeneration  of  the  liquor  by  continuous 
cooking. 
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The  delicate  aromatic  scent  and  the  subtle, 
palate-thrilling  riavor  require  hut  the  lightest 
touch  of  water,  at  its  highest  possible  temperature, 
for  a magic  transference  into  water  from  the 
prison  “cells’’  of  the  bean,  provided  only  that  the 
cell  doors  are  all  widely  opened  by  very  line 
grinding. 

Stronger  degrees  of  flavor,  a higher  toasted 
flavor,  are  developed  solely  hy  roasting.  Boiling 
neither  produces  nor  intensities  any  aromatic 
character. 

Boiling  Destroys  the  Aromatic  Character 

All  tests  that  I have  made,  including  the  recent 
tests  for  the  United  States  Army  brewing,  show 
progressive  deterioration  by  continued  boiling, 
due,  as  above  stated,  to  extraction  of  grosser  ele- 
ments and  the  destruction  of  aromatic  character 
in  the  liquor  by  over-cooking.  Boiled  coffee,  espe- 
cially when  continuously  boiled,  is  just  a “cooked- 
over”  product,  and,  even  more  than  cooked-over 
food,  is  devoid  of  its  first,  bright  alive  flavor. 

Boiled  coffee  is  coffee  killed.  Its  breath,  which 
is  its  fragrance,  is  gone,  and  its  soul,  which  is  its 
flavor,  “hath  departed  this  life.”  Only  memories 
of  the  dearly  beloved  friend  remain,  and  as  we 
drink  “we  mourn  our  loss.” 


“COFFEE”  FROM  COCOA  SHELLS 


These  Heretofore  Despised  Husks  Are  Said  to 
Give  an  Extract  Equal  to  Some 
Coffee  Substitutes 


IN  an  address  to  members  of  the  British  chemical 
industry  in  London  on  the  commercial  uses  for 
cocoa  bean  shells,  A.  W.  Knapp  said  that  the  husks 
can  be  made  to  give  “an  extract  which  is  equal 
to  some  of  the  coffee  substitutes  at  present  sold.” 
In  speaking  of  the  use  of  cocoa  shells  in  Ireland, 
where  they  are  known  as  “miserables,”  and  are 
used  to  make  a table  decoction,  the  chemist  said : 

“Whilst  a water  extract  has,  no  doubt,  a small 
food  value,  cocoa  shell  should  be  regarded  as  a 
substance  capable  of  producing  an  inferior  stimu- 
lating drink  rather  than  as  one  giving  a food 
beverage.  In  this  connection  reference  should 
be  made  to  a recent  paper  by  J.  L.  Baker  and  II.  F. 
E.  TTulton  on  ‘The  Analysis  of  Cocoa  Teas’ 
(Analyst,  1918,  43,  189).  Cocoa  shell  contains  on 
an  average  i per  cent  of  theobromine  (the  figure 
given  in  most  published  analyses  being  too  low), 
and  this  is  probably  its  most  valuable  constituent 
when  used  to  prepare  a drink.  Its  prr>pcr  use  is 
as  a cattle  food. 

“Smethan  (J.  Lancashire  Agric.  Soc.,  1914)  cal- 
culated the  ‘food  units’  as  T02.  which  place  cocoa 
shell  above  maize  and  meadow  hay. 


“W.  L.  Dubois  has  sent  us  the  following  fig- 
ures, obtained  in  America,  showing  the  digestible 
nutrients  in  100  pounds  of  shells:  Protein,  1.53 

pounds ; fiber,  6.45  pounds ; nitrogen-free  extract, 
40.6  pounds;  fat,  4.91  pounds;  fuel  value,  111,079 
calories  (i  pound  gives  4, 4^4  B.  T.  U.). 

“Early  in  1915  the  transport  difficulties  were  so 
great  that  manufacturers  of  cocoa  could  not  get 
rid  of  their  shell,  and  hence  some  thought  was 
given  to  ways  of  using  it.  It  has  been  used  as 
fuel.  Its  calorific  value  is  a little  greater  than  that 
of  wood  (varying  from  7,400  to  8,600  B.  T.  U.), 
but  being  very  light  it  needs  careful  management. 
It  is  most  effectively  used  on  a gas  plant,  the  only 
objection  being  that  the  tar  which  it  produces  has 
a nauseating  odor.  The  charred  residue  can  be 
used  as  a manure.  The  shell  itself  has  been  used 
as  a manure  (see  Annual  Report  of  the  Experi- 
mental Farms  in  Canada,  1898,  151,  and  1899,  851). 

“The  fat  in  cocoa  shell  can  be  extracted  by  sol- 
vents, and  as  ‘shell  fat’  is  seen  on  the  market 
from  time  to  time;  this  is  presumably  a regular 
practice  on  the  Continent.  This  solvent-extracted 
fat  has  an  unpleasant  taste  and  an  odor  like 
tobacco,  which  renders  it  unfit  for  edible  pur- 
poses. With  theobromine  fetching  50  shillings  a 
pound  the  extraction  of  the  theobromine  from 
shell  appears  a feasible  proposition.” 


MENTAL  ATTITUDE 

Whenever  you  go  out  of  doors,  draw  the  chin 
in,  carry  the  crown  of  the  head  high  and  fill  the 
lungs  to  the  utmost;  drink  in  the  sunshine;  greet 
your  friends  with  a smile,  and  put  soul  into  every 
handclasp. 

Do  not  fear  being  misunderstood;  and  never 
waste  a minute  thinking  about  your  enemies.  Try 
to  fix  firmly  in  your  mind  what  you  would  like 
to  do,  and  then  without  violence  of  direction  you 
will  move  straight  to  the  goal. 

Keep  your  mind  on  the  great  and  splendid 
things  you  would  like  to  do ; and  then,  as  the 
days  go  gliding  by  you  will  find  yourself  uncon- 
sciously seizing  upon  the  opportunities  that  are 
required  for  the  fulfillment  of  your  desire,  just  as 
the  coral  insect  takes  from  the  running  tide  the 
elements  it  needs. 

Picture  in  your  mind  the  able,  earnest,  usetul 
j)crson  you  desire  to  be,  and  the  thouglit  you  hold 
is  hourly  transforming  you  into  that  ])articular 
individual. 

Thought  is  supreme.  Preserve  a right  mental 
attitude— the  attitude  of  courage,  frankness  and 
good  cheer.  To  think  rightly  is  to  create.  All 
things  come  through  desire,  and  every  sincere 
[)raycr  is  answered.  • We  become  like  that  on 
which  our  hearts  arc  fixed. 

Carry  your  chin  in  and  the  crown  of  your  head 
high.  We  arc  gods  in  the  chrysalis. 

Fra  Eltiertus. 


By  Herbert  S.  Houston 

Member  of  the  Committee  of  the  Chamber  of  Commerce 
of  the  United  States  on  Economic  Results  of  the  War* 


pBESl  DEN  r WILSON,  in  his  statement  of  the 
^ war  aims  of  the  United  States,  in  his  address 
to  Congress  January  8,  1918,  to  which  reference 
has  been  made,  presented  an  exception  to  the  free 
use  of  the  seas,  which  reveals  a universal  agency 
for  enforcing  economic  pressure.  “Absolute  free- 
dom of  navigation  upon  the  seas,  outside  terri- 
torial waters,  alike  in  peace  and  in  war,”  he  de- 
clared to  be  one  of  our  aims,  with  this  pregnant 
qualification,  “except  as  the  seas  may  be  closed 
in  whole  or  in  part  by  international  action  for  the 
enforcement  of  international  covenants.” 

This  exception  offers  a wide  range  for  the 
effective  employment  of  economic  pressure.  The 
seas  are  the  great  highways  of  commerce.  For 
centuries  they  were  infested  with  pirates,  corsairs, 
buccaneers,  all  manner  of  ocean  bandits.  Nations 
made  common  cause  against  them,  and  they  were 
not  swept  from  the  seas  until  a century  ago.  And 
even  then  a form  of  legalized  piracy — privateer- 
was  sanctioned  as  a war  measure  and  con- 
tinued until  a comparatively  recent  period.  But 
all  the  time  commerce  was  expanding  and  its 
claims  for  protection  were  being  asserted.  At  the 
Paris  Conference  of  1856,  Lord  Clarendon  agreed 
for  Great  Britain,  then,  as  now,  the  greatest  mari- 
time power,  in  these  four  declarations: 

(1)  That  privateering  should  be  abolished. 

(2)  That  a neutral  flag  covered  enemy  goods, 
except  contraband. 

(3)  That  neutral  goods,  except  contraband, 
were  not  liable  to  capture  unless  under  an  enemy 
flag. 

(4)  That  blockades  to  be  binding  must  be  made 
effective. 

These  declarations,  although  long  unpopular 
with  many  influential  men  and  interests  in  Eng- 
land, marked  a great  advance  in  the  struggle  for 
free  commerce  on  a free  ocean.  They  were  in-  ‘ 
ternational  declarations,  agreed  upon  at  an  inter- 
national conference,  and  asserted  the  fundamental 
truth  that  the  sea  is  an  international  highway, 
subject  to  international  control. 

But  the  United  States  did  not  adhere  to  the 
declarations,  as  they  did  not  concede  the  American 
contention  that  all  private  property  should  be  ex- 
empt from  capture  by  war  ships,  as  well  as  by 
privateers,  in  maritime  warfare.  In  the  Hague 
Conference  of  1899,  Dt.  Andrew  D.  White,  head 
of  the  American  delegation,  endeavored  to  have 
this  exemption  of  private  property  established, 

* CopyriRlit,  1918,  !)ou])lcday  Rage  &•  Co. 


but  it  was  decided  that  consideration  of  the  ques- 
tion could  not  properly  be  given,  as  the  subject 
was  not  included  in  the  official  programme  an- 
nounced when  the  conference  was  called.  But 
when  the  second  Hague  Conference  assembled  in 
1907  that  omission  had  been  fully  corrected,  and 
at  the  first  session  of  the  Commission  of  the  Con- 
ference, to  which  the  question  was  referred, 
Joseph  H.  Choate,  head  of  the  American  dele- 
gates, submitted  this  country’s  proposal,  as  fol- 
lows : 

_ “The  private  property  of  all  the  citizens  of  the 
signatory  powers,  with  the  exception  of  contra- 
liand  of  war,  shall  be  exempt  on  the  sea  from 
capture  or  seizure  by  either  the  armed  vessels  or 
military  forces  of  the  said  powers.  Nevertheless, 
this  provision  does  not  at  all  imply  the  inviola- 
bility of  vessels  which  should  try  to  enter  a port 
blockaded  by  the  naval  forces  of  the  said  powers, 
nor  the  inviolability  of  the  cargoes  of  the  said 
vessels.” 

Twenty-one  nations  supported  the  proposal, 
eleven  opposed  it,  one  failed  to  vote  and  eleven 
were  absent.  But  among  the  nations  opposed 
were  Great  Britain,  France,  Russia  and  Japan. 
Among  the  nations  joining  the  United  States  in 
an  affirmative  vote  were  Germany,  Austria- 
Hungary,  Italy,  Denmark,  Holland,  Belgium, 
Norway  and  Sweden.  But  no  final  decision  was 
reached  on  the  question.  Mr.  Choate  said  a year 
later,  in  an  address  before  the  New  York  State 
Bar  Association,  “It  was  not  possible,  in  the  face 
of  the  great  commercial  nations  that  opposed  it, 
nations  likely  at  any  time  to  be  engaged  in  war, 
to  press  the  question  further.” 

Now,  under  the  stress  of  war.  President  Wilson 
has  revised  this  American  proposal.  It  still  stipu- 
lates absolute  freedom  of  the  seas,  but  it  carries 
the  important  amendment  that  the  seas  may  be 
closed  in  whole  or  in  part  “by  international  action 
for  the  enforcement  of  international  covenants.” 
In  fact,  that  is  precisely  what  has  occurred  during 
this  world  war.  The  seas  have  been  “closed  in 
whole”  to  the  commerce  of  Germany  and  the 
Central  Powers  through  the  internatio^ial  action 
of  the  nations  of  the  Entente ; and  this  action  has 
been  taken  in  order  to  enforce  “international 
covenants,”  because  of  treaties  broken  and  public 
law  spurned  by  Germany  and  her  allies.  And  the 
result  has  been  economic  pressure  of  the  most 
drastic  character.  The  ocean-borne  commerce  of 
the  Central  Nations  has  been  not  merely  reduced 
but  destroyed.  Their  ships  are  interned  in  hostile 
ports  of  all  the  seven  seas.  Even  the  lawless  sub- 
marines, while  damaging  the  commerce  of  their 
foe,  have  not  helped  their  own.  And  these  are  all 
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acts  ol  war  in  a timo  of  war.  Manifestly  should 
the  freedom  of  the  seas  be  ahriclKecl  through  the 
joint  aetiim  of  a league  of  nations,  to  enforce 
“international  covenants  ’ a^idnst  a nation  that 
had  broken  a covenant,  the  resulting  ecoiu)mic 
pressure  would  be  of  overwhelming  severity.  No 
nation,  however  i)owerfnl.  could  withstand  it  lor 
a long  period;  especially  when  inany  kinds  ot 
economic  pressure  were  being  applied  at  the  same 
time,  through  all  the  other  international  agencies 
that  have  been  described. 

X.\i*oi.kon's  Dkcukks  .\ni)  thk  K.mskk’s 
Sur.M  AUINK 

W hen  Napoleon  was  struggling  for  the  mastery 
of  luirope,  in  the  early  years  of  the  nineteenth 
century,  much  as  the  Ivmperor  of  Uermany  ha.s 
been  struggling  for  it  during  the  early  years  of 
this  century,  he  saw'  that  his  most  determined 
and  stubborn  ft)e  was  h'ngland.  And  then,  as  now, 
the  ocean-borne  commerce  of  England,  in  relation 
to  the  commerce  of  the  world,  was  tremendously 
large.  Manifestly,  the  way  to  strike  hard  against 
the  island  kingdom  was  to  strike  her  commerce. 
.Napoleon  struck  through  an  embargo  and  W'illiam 
11  through  the  submarine.  In  the  Berlin  Decree 
of  iSo(>  Napoleon  declared  a drastic  prohihition 
against  all  trade  with  (ireat  Britain.  This  was 
immediately  answered  from  London  hy  retaliatory 
Orders  in  Council  forbidding  trade  wdth  h'rancc. 
Napoleon,  not  to  be  outdone,  promulgated  his 
famous  Milan  decree,  making  lawful  prize  of  all 
\essels  suhmitting  to  British  search  or  taxation. 
These  decrees,  for  both  hhigland  and  I'rance,  were 
delinite  acts  of  war.  and  were  so  intended.  But 
to  a nation  across  the  ocean,  the  yenmg  republic 
of  the  United  States,  they  were  also,  in  effect,  acts 
of  war,  although  this  country  was  a neutral. 

In  1807  the  United  States  adopted  an  eml)argo 
in  an  endeavor  to  protect  its  foreign  trade 
through  compelling  Ifngland  and  I'rance  to  either 
make  less  restrictive  or  aholish  altogether  their 
repressive  commercial  policies.  This  purpose  w-as 
declared  by  the  Ciovernment  when  it  proclaimed 
the  embargo,  it  being  officially  stated  that  it  was 
believed  that  “hy  teaching  foreign  nations  the 
value  of  .Xmerica’s  foreign  commerce  aiid  pro- 
duction they  will  be  insi)ired  with  a disposition  to 
practice  justice.” 

So  one  hundred  and  ten  years  ago  this  country 
undertook  to  apply  economic  pressure  to  accom- 
plish an  international  purpose,  that  of  justice. 
.\nd  looking  back  at  the  results,  with  the  advan- 
tage of  a perspective  of  over  a century,  it  is  en- 
tirely clear  than  we  failed  in  our  aim.  Neither 
Ifngland  nor  France  was  forced  through  out- 
action  to  change  its  drastic  commercial  policy.  In 
fact,  the  chief  sufferer  was  this  country  itself. 
Our  foreign  'trade  fell  off  from  $108,300,000  to 
$22,400,000  in  a single  year.  Channing,  in  making 
a survey  of  our  endeavor  to  apply  economic  pres- 
sure, says  in  his  “JefTersonian  System”:  “'I'he 
JefTerson-Madison  policy  of  war  through  com- 
mercial restriction  had  not  worked  well  in  prac- 
tice. And  when  our  Minister  to  England,  William 
Pinkney,  took  up  with  George  Canning,  the 
British  Prime  Minister,  the  matter  of  lifting  the 
embargo,  he  had  to  bear  the  biting  but  probably 
true  statement  that  Canning  would  he  glad  to 
facilitate  the  removal  of  the  embargo  as  a meas- 


ure of  inconvenient  restriction  upon  the  American 
people."  There'  were'  other  acts  in  the  way  ol 
non-intercourse  legislation,  emb.irgoes  and  en- 
deavors at  ce)inmercial  reprisal  adopted  by  this 
country,  be)th  bele)re  and  alter  1S07.  But  this 
e)iie  example  is  typical  of  all  the  others.  So  it  can 
be  presented  as  a histe)rical  precedent  and  the 
claim  freely  admitted  that  it  de)es  not  pre)ve  the 
case  for  economic  pressure.  Nor,  on  the  other 
hand,  let  it  he  definitely  stated,  does  it  disprove 
the  case.  It  is  only  necessary  to  make  the  most 
hurried  survey  of  the  conditions  surrounding  the 
.\merican  embargo  of  i8<'>7  to  sec  that  they  were 
such  that  economic  pressure  could  not  possibly 
avail  to  accomplish  the  purpose  this  country  had 
in  mind  in  undertaking  to  apply  it. 

But  eighteen  years  liad  elapsed  since  we  had 
adopted  the  Federal  Constitution,  'riie  thirteen 
colonies  that  had  been  in  the  old  federation  were 
memhers  of  the  new  nation,  struggling  toward 
unity  and  some  semblance  of  collective  action. 
Our  commerce  was  important  chielly  to  our- 
selves, as  Canning  truly  intimated.  To  interdict 
it,  struck  a heavy  blow  at  the  manufacturing  of 
.New  Ifngland  and  New  York  and  Pennsylvania, 
then  in  its  infancy,  and  produced  no  compensating 
result  for  the  agricultural  States  south  of  the 
I’otomac. 

But  this  emhargo  of  1807  and  other  similar 
embargoes  of  the  time  failed  to  inspire  other 
nations  “with  a disposition  to  practice  justice” 
because  they  were  not  powerful  enough.  For  the 
same  reason  Napoleon’s  Berlin  and  Milan  decrees 
failed.  And  for  the  same  reason  the  British 
Orders  in  Council  failed.  But  these  failures,  by 
throwing  into  high  relief  the  cause  of  failure,  re- 
veal the  one  sure  ground  on  which  economic  pres- 
sure must  be  based  in  order  to  succeed.  It  must 
be  strong  enough  to  be  effective,  otherwise  it  is 
futile.  And  the  whole  case  for  economic  i)ressure 
in  the  programme  of  a league  of  nations  is 
grounded  on  the  fact  that  international  economic 
l)ressure,  applied  by  a league  of  nations,  would  be 
effective  against  any  other  nation,  however  strong 
that  nation  might  he. 

There  is  another  manifest  difference  in  the 
conditions  surrounding  economic  pressure  a cen- 
tury ago  and  those  that  would  surround  eco- 
nomic pressure  now.  'Then  instantanecnis  com- 
munication, the  very  spirit  and  heart  of  modern 
world  organization,  did  not  exist.  It  took  many 
weeks  to  cross  the  ocean  in  sailing  ships.  IWen 
on  land  there  were  no  facilities,  save  the  slow- 
moving  coach,  to  hear  mail  pouches  with  their 
infre(pient  letters.  Ihider  the  heavy  handicap, 
which  the  archaic  machinery  of  communication 
imposed,  it  is  not  improhablc  that  these  embargoes 
of  a century  ago  would  have  failed,  even  if  the 
United  States  h.ad  been  at  that  time  a nation  of 
great  commercial  i)Ower  and  consequence.  So 
that  this  ])recedent,  so  often  referred  to,  could  not 
fairly  he  considered  to  have  either  binding  effect 
or  much  illumination  for  our  guidance  to-day. 

d'here  are  two  other  historical  examples,  how- 
ever, that  may  have  some  point  and  interest  in 
the  i)rcsent  discussion,  although  they  cannot  be 
said  to  present  cases  i)arallcl  with  the  one  that 
will  exist  when  a league  of  nations  is  constituted. 
When  the  great  armada  was  being  formed  by 
Philip  of  Spain,  the  merchants  and  bankers  of 
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(icnua  were  persuaded  by  the  iiiereliants  of  Lon- 
don to  withhold  credit  and  monies  from  the  Span- 
ish King.  This  financial  pressure  was  sufficient  to 
delay  the  attack  of  the  armada  for  over  a year, 
and  by  that  time  Sir  Francis  Drake  and  the 
captains  of  Elizabeth  were  ready  to  meet  the 
shock.  It  would  seem  fair  to  say  that  what  could 
be  accomplished  three  centuries  ago  against  a 
nation  as  powerful  as  Spain  then  was  might  cer- 
tainly be  accomplished  against  any  nation  to-day 
through  the  concerted  application,  not  merely  of 
financial  pressure  but  of  all  forms  of  economic 
pressure  through  a concert  of  nations  in  a league. 

Another  example  that  may  bear  some  informa- 
tion of  service  belongs  to  the  present  century,  and 
to  so  recent  a warlike  incident  as  the  dispatch  by 
the  German  Emperor  of  the  gunhoat  to  Agadir, 
thus  bringing  on  the  acute  crisis  with  France  with 
the  imminent  probability  of  general  war  through- 
out Europe.  While  that  crisis  was  at  its  height, 
I chanced  to  be  in  Paris,  and  was  having  luncheon 
one  day  with  a young  French  banker  of  the  Credit 
Lyonnais.  I remarked  on  the  fact  that  the  crisis 
seemed  to  be  a trifle  less  acute,  and  inquired  the 
reason.  “We  are  withdrawing  our  French  in- 
vestments from  Germany,”  was  the  rejoinder,  “and 
that  economic  pressure  is  relieving  the  situation.” 
Presently  the  press  of  the  world  was  commenting 
on  this  pressure  which  France  was  applying 
against  Germany,  and  there  seems  to  be  no  doubt 
that  this  pressure  was  the  deciding  factor  in  re- 
lieving the  situation. 

In  each  of  these  cases,  it  should  be  noted, 
linancial  pressure  was  being  applied  against  a 
single  nation  by  another  single  nation.  But  even 
so,  the  result  strongly  supports  the  view  that  when 
this  force  is  applied  by  a group  of  nations  against 
a single  nation  pressure  would  prove  to  be  ir- 
resistible.* 

Fighting  Foreign  Wars  at  Home 

One  of  the  manifest  advantages  of  economic 
pressure  as  an  international  force  is  the  way  in 
which  it  can  be  applied.  Each  of  the  nations  in 
a league  can  apply  it  instantly  from  within,  and 
the  moment  the  announcement  is  made  that  an 
embargo  has  been  declared,  pressure  begins  to  be 
exerted.  It  is  not  necessary  to  spend  billions  of 
dollars  and  years  of  time  in  building  armament 
and  creating  armies,  as  is  the  case  in  developing 
effective  military  power.  The  modern  world  is 
prepared  to  exert  economic  power  instantly. 
Preparation  has  been  made  through  the  agencies 
of  commerce,  and  in  every  nation  machinery  is  at 

* To  the  reader  who  wislies  to  check  up  these  American 
experiences  with  the  embargo  more  in  detail,  the  following 
citations  will  prove  of  interest: 

Embargoes  were  used  as  a means  of  redress  by  the 
United  States  in  1794  (30  days),  1797,  1807  (27  months), 
1808  and  1812  (2  years). 

Commercial  intercourse  with  France  was  suspended  by 
an  act  of  Congress  of  June  13,  1798,  and  other  acts  of 
similar  character  followed. 

Commercial  intercourse  with  Great  Britain  was  sus- 
pended  by  an  act  of  Congress  of  March  1,  1809.  The 
act  was  revived  on  February  2,  1811. 

Commercial  intercourse  with  Dominican  ports  was  sus- 
pended by  act  of  Congress  of  February  28,  1806. 

The  United  States  Congress  in  1887,  by  way  of  reprisal, 
passed  an  act  empowering  the  President  to  deny  Canadian 
vessels  entrance  to  American  waters  and  to  deny  entry  to 
(Canadian  products  if  American  fishing  rights  should  be 
denied  or  abridged  in  Canadian  waters. 


liand  through  which  economic  pressure  could  be 
applied,  d he  stock  exchanges,  the  cables,  the 
wireless,  the  international  postal  service,  and  the 
wonderful  modern  facilities,  already  referred  to, 
for  communication  and  intercommunication  con- 
stitute this  machinery.  It  is  world-wide  in  its  ex- 
tent, and  it  would  become  operative  the  moment 
a league  of  nations  decided  to  set  it  in  motion. 

This  marked  advantage,  which  economic  power 
possesses  over  military  power,  has  never  been 
appraised  at  its  full  value.  But  one  needs  only  to 
read  the  briefest  survey  of  the  time  and  money 
rec[uired  to  organize  military  power  in  England 
and  the  United  States  during  the  great  war  to  be 
convinced  that  at  least  in  this  important  particular 
of  immediate  availability,  economic  power  has  an 
overwhelming  advantage.  As  Secretary  of  War 
Baker  stated  in  his  testimony  before  the  Senate 
Committee  on  Military  Affairs,  even  with  the  aid 
of  a draft  law  it  required  all  the  time  between 
April,  1917,  and  January  i,  1918,  to  raise  the  armed 
forces  of  the  United  States  from  9,524  officers  to 
110,856  officers  and  from  202,510  to  1,428,650  men. 
And  despite  the  fact  that  the  manufacturing- 
power  of  the  nation  was  being  exerted  to  the 
utmost  to  equip  this  army  during  the  period  in 
which  it  was  being  mobilized,  the  time  was  not 
sufficient  to  bring  this  equipment  to  the  proper 
standard  at  the  beginning  of  1918.  Military  power 
to-day  represents  not  merely  man  power  but  the 
organized  industrial  power  of  a nation.  That  has 
been  established  in  the  experience  of  every  bel- 
ligerent country  and  it  is  now  everywhere  con- 
ceded. Even  when  the  military  power  is  organ- 
ized and  equipped,  a considerable  time  is  required 
for  the  transportation  of  men  and  supplies  before 
it  can  be  effectively  used.  Warships  and  trans- 
ports must  be  sent  across  the  sea,  or  endless  trains 
must  bear  soldiers  and  munitions  to  the  scene  of 
hostilities  before  military  power  can  be  employed 
to  advantage.  But  economic  power,  on  the  other 
hand,  as  has  been  pointed  out,  can  be  applied  in- 
stantly from  within  by  every  nation,  and  its  effect 
becomes  instantly  apparent. 

This  comparison  is  not  developed  as  an  argu- 
ment against  military  power,  but  only  to  make 
clear  the  fact  that  economic  power  in  the  modern 
world  has  certain  clear  and  great  advantages  over 
military  power.  In  most  of  the  proposals  for  a 
league  of  nations  to  follow  the  war,  the  use  of 
military  power,  either  exclusively  or  as  a last 
resort,  is  provided  for.  In  the  programme  out- 
lined by  the  League  to  Enforce  Peace,  economic 
pressure  is  presented  as  an  international  force  to 
l)e  used  before  military  force  is  emplo}'ed.  So  it 
becomes  pertinent  to  outline  the  advantages  pos- 
sessed by  economic  power,  although  making  clear 
that  it  should  never  be  looked  upon  as  the  final 
but  only  as  a preliminary  power.  There  is  strong 
reason  to  believe,  however,  that  in  many  cases  the 
use  of  economic  pressure  as  a preliminary  power 
would  he  sufficient  to  bring  a recalcitrant  nation 
to  a world  court  for  a settlement  of  its  differences^ 
thus  avoiding  the  use  of  military  power  altogether. 

(To  he  continued) 

INDUSTRY 

Life  without  industry  is  guilt.  Industry  with- 
out art  is  brutality. 
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IN  THE  EDITOR’S  MAIL  BAG 


Here  Will  Be  Eound  Letters  from  Readers 
Who  Say  Something  Worth  While 

ONLY  letters  are  published  in  this  column 
which  deal  with  subjects  of  general  trade  in- 
terest. Readers  should  remember  whenever  they 
write  us  they  can  best  serve  themselves  and  us 
by  being  brief.  We  find  it  impossible  to  print 
many  letters  because  of  their  length. 

What  Is  Steel-Cut  Coffee? 

This  reader  professes  a desire  for  enlighten- 
ment on  “steel-cut”  coffee. 

December  27,  1918. 

The  Editor,  The  Tea  and  Coffee  Trade  Journal, 
New  York. 

Dear  Sir  : 

Will  you  please  ask  some  good,  kind,  honest-to- 
goodness,  REAL  coffee  man  to  tell  me  something 
I wish  to  know? 

What  is  “steel-cut’’  coffee? 

Now,  don’t  jump  on  me  and  say,  “Why — ‘steel- 

cut’ — everybody  knows  that -it  is — is — is ” Yes, 

that’s  just  it;  but  WHAT  is  it?  I am  not  joking, 
no  “How  old  was  Ann  ?”  stuff ; I MEAN  it,  what 
is  “steel-cut”  coffee? 

For  the  life  of  me  I cannot  figure  out  how  one 
can  take  cast-iron  studded  or  ribbed  discs,  and 
b}-  revolving  them  rapidly  in  close  contact,  thereby 
crushing  the  coffee  beans — and  get  “steel-cut” 
coffee ! As  I see  it,  the  apparatus  is  iron,  not 
steel,  and  the  beans  are  crushed,  not  cut — how 
then  “steel-cut”? 

I’ve  had  handed  to  me  some  beautiful  granular 
particles  of  coffee  which  had  been  carefully  freed 
from  chaff  and  sifted,  and  told  that  THAT  was 
it ; I cannot  see  it  that  way,  can  you  ? 

“I’m  sorely  tempted  to  also  ask  you  what  is 
“uniformity”;  but  then  I don’t  wish  to  burden 
you  with  too  great  a load  at  one  time. 

Maybe  the  beans  have  been  carefully  trained  to 
slowly  wend  their  way  decorously  between  the 
studs  and  permit  particles  to  be  “cut”  off,  and 
when  another  bean  wants  to  get  through  the  mesh 
of  studs  at  the  same  time,  stand  aside,  being  very 
polite,  and  with  an  “After  you.  Sir,”  thereby  pre- 
vent crowding,  with  consequent  mutual  damage. 

If  possible,  I would  also  like  to  know  how  the 
beans  are  trained. 

Yours,  confessedly  ignorant, 

E.  B. 


About  Army  Coffee  Reforms 
E.  H.  Holbrook,  who  recently  resigned  his  office 
as  chief  of  the  army’s  coffee  division,  writes  about 
his  work  in  his  official  capacity,  and  also  tells 
about  this  paper’s  part  in  bringing  about  better 
coffee  for  the  army.  His  letter  follows : 

Keene,  N.  H.,  Dec.  26,  1918. 
Mr.  Ukers,  New  York,  N.  Y. 

My  Dear  Mr.  Ukers  : 

As  you  may  possibly  have  already  heard,  I have 


been  permanently  released  from  my  army  posi- 
tion in  Washington,  and  am  now  back  in  the 
wholesale  grocery  harness.  * h:  =|: 

New  Coffee  Rule — You  undoubtedly  will  be 
pleased  to  know  that  although  the  first  recom- 
mendation that  we  made  covering  a revision  in 
the  rule  for  making  coffee  in  the  army  was  dis- 
approved, still  we  did  not  lose  courage  and  rec- 
ommended the  day  before  I left  Washington  the 
adoption  of  a revised  rule,  which  1 was  assured 
would  be  put  into  effect  as  soon  as  it  could  be 
formally  acted  upon  by  the  different  departments 
concerned.  The  revised  rule,  on  which  a con- 
siderable amount  of  work  was  done  by  Mr.  Aborn, 
of  the  Coffee  Roasters’  Association,  when  ap- 
proved, will  do  away  entirely  with  the  present 
practice  of  allowing  the  coffee  grounds  to  remain 
in  the  coffee  boiler,  and  I am  hoping  that  Bus 
rule  will  very  soon  be  authorized  and  ])ut  into 
effect. 

I turned  over  the  Coffee  Department  of  the 
army  to  Capt.  Krag.  whom  you  will  remember  I 
succeeded  in  that  position  last  May.  Capt.  Krag 
has  now  entirely  recovered  his  health,  and  is 
planning  to  continue  the  work  of  the  Coffee  De- 
partment along  the  same  constructive  lines,  which 
I am  sure  will  mean  the  furnishing  of  freshly 
roasted  coffee  to  the  troops. 

In  closing,  may  I express  my  appreciation  for 
the  splendid  co-operation  shown  by  your  paper  in 
all  matters  pertaining  to  the  improvement  of  the 
soldier’s  cup  of  coffee  ? And  the  articles  appearing 
in  your  paper  were  of  considerable  assistance  at 
different  times  when  shown  to  different  army 
officials  who  were  inclined  “to  let  well  enough 
alone,” ’instead  of  authorizing  the  improvements 
that  both  of  us  were  fighting  for. 

Trusting  that  you  will  have  a happy  and  pros- 
perous New  Year,  I remain. 

Yours  truly, 

E.  F.  Holbrook. 


THE  SWEETNESS  OF  LIFE 
My  Dear  Robert One  passage  in  your  letter 
a little  displeases  me.  . . . You  say  that  “this 

world  to  you  seems  drained  of  all  its  sweets !” 
At  first  I had  hoped  you  only  meant  to  insinuate 
the  high  price  of  sugar!  but  T am  afraid  you 
meant  more.  O,  Robert,  I don’t  know  what  you 
call  sweet.  Honey  and  the  honeycomb,  roses 
and  violets,  are  yet  in  the  earth.  The  sun  and 
moon  yet  reign  in  the  Heaven,  and  the  lesser 
lights  keep  up  their  pretty  twinklings.  Meats  and 
drinks,  sweet  sights  and  sweet  smells,  a country 
walk,  spring  and  autumn,  follies  and  repentance, 
quarrels  and  reconcilements,  have  all  a sweetness 
by  turns.  So  good  humor  and  good  nature, 
friends  at  home  that  love  you,  and  friends  abroad 
that  miss  you — you  possess  all  these  things,  and 
more  innumerable;  and  these  are  all  sweet  things. 
You  may  extract  honey  from  everything;  do  not 
go  a-gathcring  after  gall.  ...  I assure  you  I 
find  this  world  a very  pretty  place. — Cttaki.es 
Lamb  to  Robert  Li.oyd. 
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OUR  BUSINESS  CREED 

We  believe  the  basic  principle  on  which  a trade  paper  should  build  is  SERVICE — service  to  readers  and  service  to 
advertisers,  in  a way  to  promote  the  welfare  of  the  general  public. 

We  believe  in  the  application  of  the  TRUTH  to  the  editorial,  news  and  advertising  columns. 

We  believe  in  the  utmost  frankness  regarding  circulation. 

We  believe  the  highest  efficiency  can  be  secured  through  a CIRCULATION  OF  QUALITY  rather  than  of  quantity — 
that  character  and  not  mere  numbers,  should  be  the  criterion  by  which  the  value  of  a publication  should  be  judged. 

We  do  not  publish  free  reading  notices  or  paid  "write  ups,” 


VOL.  XXXVI 


January  1919 


No.  1 


TO  PRESIDENT  BRAND:  GREETINGS 

1'he  coffee  roasters  have  summoned  Carl  W.  Brand  to  be  their  reconstruction 
president.  They  have  laid  a heavy  burden  of  responsibility  upon  him,  but  his  business 
record  gives  promise  that  he  is  going  to  be  equal  to  it.  Mr.  Brand  is  a graduate  of  the 
University  of  Hard  Knocks,  and  is  not  afraid  of  work.  He  has  an  engaging  frankness, 
a nice  democracy,  and  executive  ability  of  no  mean  order.  All  these  qualities  should 
go  far  towards  making  him  a popular  and  successful  president  of  the  leading  trade 
organization.  He  has  begun  well.  He  has  our  best  wishes  for  a pleasant  and  a 
l)rofitable  administration.  W.  H.  U. 


BETTER  COEEEE  EOR  OUR  SOLDIERS  AND  SAILORS 
The  war  ended  too  soon  to  bring  to  flower  many  budding  conservation  economies 
and  much  needed  trade  reforms.  Among  the  latter  the  improving  of  the  Service 
cup  of  coffee  was  already  beginning  to  assume  definite  proportions.  VVe  hope  the  army 
authorities  will  let  nothing  stand  in  the  way  of  an  early  adoption  of  the  revised  rule 
for  making  coffee  recommended  by  Mr.  Holbrook,  the  army’s  coffee  buyer,  just  before 
he  left  that  post  to  return  to  civil  life.  And  we  hope,  too,  that  the  navy  officials  will 
see  to  it  that  like  reforms  are  instituted  in  that  branch  of  the  Service. 

The  revised  rule,  when  ailopted,  will  do  away  with  the  scandalous  practice  of 
allowing  the  coffee  grounds  to  remain  in  the  boiler,  and  which  is  mainly  responsible 
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for  the  universal  complaint  among  returned  soldiers  and  sailors  that  the  cottee  given 
them  in  the  Service,  instead  of  being  a heait  warming  cnp  of  tonic  refreshment,  was 
invariably  a flat  stale  and  unprofitable  mess  which  resembled  nothing  so  mnch  as 
dishwater  or  a certain  notorious  coffee  substitute.  And  there  is  no  substitute  for  coffee 
for  red-blooded  men  who  do  and  <lare.  these  lads  very  properly  point  out. 

The  armv  and  navv  should  have  freshlv  roasted  and  properly  made  coffee,  because 
it  is  the  mainstay  of  the  soldier's  ration  afioat  or  afield.^  We  congratulate  the  W ar 
Department  upon  the  progress  it  has  made  thus  far.  1 he  results  obtained  In’Mi. 
Holbrook  will  constitute  one  of  the  distinct  achievements  of  the  war.  Hnt  the  reform 
must  not  stop  with  the  results  achieved.  It  mnst  go  on  until  a perfect  cup  of  coffee 
is  assured  all  the  armed  fighters  of  the  United  States.  b. 


RELIEVING  THE  COEEEE  SITUATION 
'I'he  indicati('ns  are  that  the  coffee  situation  is  going  to  be  considerably  relieved 
within  the  next  sixtv  to  ninety  days.  With  the  opening  of  the  Exchange  indces  did 
not  "hit  the  ceiling,”'  as  had  been  freely  predicted,  ships  are  being  provided  for  trans- 
portation and  the  Brazil  market  is  beginning  to  soften.  The  spot  situation  is  not  so 
acute.  Contrary  to  predictions  there  have  been  no  failures  or  forced  shut-<lowns 
mnong  the  roasters,  who  are  now  being  permitted  to  average  their  profits  over  three 
months.  While  it  is  true  that  dealers  and  consumers  are  being  forced  to  pay  more 
for  coffee,  it  doesn't  seem  logical  that  this  state  of  affairs  can  long  continue,  and  it 
doesn't  seem  fair  to  lay  the  blame  for  it  entirely  on  the  Food  Administration.  IL  S. 


SOLUBLE  COEEEE  AND  BAD  TASTE  ADX'ER'flSING 
When  America  went  to  war  there  was  a hurry  call  for  soluble  coffee  for  the  boys 
over  there,  because  this  form  of  coffee  fitted  beautifully  into  the  front  line  trench 
picture.  It  was  easily  made  in  the  cup,  without  a tell-tale  fire,  and  it  took  up  little 
room  in  the  emergency  ration.  The  Government  soon  took  over  the  entire  outiiut  of 
the  G.  Washington  factory,  the  concern  that  did  most  of  the  pioneer  advertising  and 
sales  work  in  behalf  of  refined  or  soluble  coffee,  and  later  laid  under  contribution  the 
plants  of  several  of  the  rival  soluble  coffee  manufacturers.  Soon  the  demand  exceeded 
the  supply,  and  at  the  time  the  armistice  was  signed  a number  of  new  soluble  coffee 
enterprises  were  being  launched  or  were  almost  ready  to  take  the  plunge. 

With  the  cessation  of  hostilities  the  .soluble  coffee  men  turned  again  to  the  home 
market,  the  G.  \\'ashington  Company  attracting  particular  attention  by  its  altogether 
graceful  and  pleasing  advertising  approach  to  the  trade  and  consumer.  The  burden 
of  its  song  was,  "G.  Washington’s  coffee  went  to  war — Home  again,  better  than  ever. 
That  was  neat,  effective  and  dignified.  Compare  it  with  the  circular  announcement  to 
the  trade  made  by  the  Baker  Importing  Company,  which  stated:  "National  advertis- 

ing on  Soluble  Barrington  Hall  is  already  placed  with  leading  magazines.  The  Gov- 
ernment has  promised  a ])ersonal  letter  from  General  I^ershing  warmly  endorsing  the 
coffee  and  what  it  did  to  help  win  the  war.  This  letter  will  soon  be  ])rominently  di.s- 
played  in  connection  with  our  advertising.” 

But  inquiry  at  the  W'ar  Dej)artment  disclosed  that,  in  so  far  as  the  Director  of 
I’urchase  and  Storage  is  aware,  ‘‘no  authority  exi.sts  for  such  a statement  by  the 
Baker  Importing  Company.”  We  are  also  informed  that  the  comi)any  is  to  be  advised 
"to  discontinue  any  ])roi)Osed  advertising  that  in  any  way  makes  reference  to  any  official 
endorsement  by  the  Government  of  their  Soluble  Barrington  Hall  Coffee.” 

.Ml  of  \^  hich  is  as  it  should  be.  This  kind  of  advertising  is  not  only  offensive  to 
good  taste,  but  most  unfair  to  coffee  jobbers  generally.  Many  of  these  men  have  fur- 
nished coffee  for  the  army  at  home  and  over  seas,  and  have  faithfully  discharged  all 
their  obligations  with  a strict  sense  of  responsibility  and  with  an  eye  single  to  service. 
We  do  lint  believe  that  anyone  should  be  permitted  to  make  a billboard  of  the  flag 
nor  a sandwich  man  of  General  Pershing.  Anyone  whose  sense  of  the  fitness  of  things 
does  not  function  jiroperly  in  matters  of  this  kind  invites  public  censure  and  should 
be  restrained.  M.  P. 


MISCELLANEOUS  TRADE  NEWS 

^ A Department  Covering  the  Activities  and  Developments  of  the  Manu- 
facturing Tea,  Coffee,  Spice  and  Fine  Grocery  Interests  and  the  Supply  Trades 


A COFFEE  SALES  CONVENTION 


Arbuckle  Bros.  Hold  Their  Annual  Meeting 
of  Salesmen — A Training  School 
for  Correct  Selling 

' I 'HE  sixth  annual  convention  of  Arbnckle  Bros. 

salesmen  for  the  second  (central)  sales  di- 
vision was  held  at  New  York,  December  30-31, 
1918.  There  were  eighty-two  salesmen  in  attend- 
ance, six  of  whom  were  honor  men  from  the 
Chicago  office,  who  won  the  trip  to  New  York 
l)ecanse  they  had  the  best  sales  records  of  a force 
of  seventy-five. 

Included  in  the  two-day  convention  programme 
were  a sightseeing  trip  around  New  York,  an 
inspection  tour  of  the  Arbuckle  plant,  a theater 
party  at  the  New  York  Hippodrome,  luncheon  at 
Haan’s  Restaurant,  and  a general  meeting  in  a 
special  convention  hall  on  the  twenty-eighth  floor 
of  the  Wool  worth  building,  where  sales  problems 
were  discussed  at  length  and  talks  were  given  by 
several  of  Arbuckle  Bros,  staff. 

Thomas  McMullen,  manager  for  the  second 
sales  division,  who  was  chairman  of  the  meeting, 
is  a firm  believer  in  salesmen's  conventions.  He 
finds  that  the  men  look  forward  to  gathering  each 


year,  and  that  much  good  results.  He  explains 
that  the  primary  object  is  to  train  the  men  to  sell 
coffee,  although  he  does  not  hope  to  any  more 
than  touch  the  high  spots  during  a two-day  ses- 
sion. Mr.  McMullen  believes  it  is  important 
that  the  salesmen  visit  headquarters  at  least 
once  a year,  inspect  the  Arbuckle  plant,  absorb 
the  spirit  of  the  institution,  and  profit  by  a mutual 
exchange  of  experience  and  thoughts. 

The  convention  idea  is  not  limited  by  Arbuckle 
Bros,  to  a once-a-year  gathering.  Local  meetings 
of  various  sales  groups  are  held  every  two 
months,  and  what  are  known  as  field  conventions 
are  called  five  or  six  times  a year. 

An  interesting  phase  of  Arbuckle  Bros.’  method 
of  handling  salesmen  is  that  the  sales  talks  are 
standardized  as  far  as  possible.  The  men  are 
schooled  in  the  speeches  at  the  annual  meeting,  and 
further  polishing  is  done  at  the  local  gatherings. 
Standardizing  of  the  talks  makes  the  individual 
salesman  mo’re  efficient  and  simplifies  the  problem 
of  breaking  in  new  men. 

One  of  the  few  outside  speakers  at  the  meeting 
was  W.  H.  Ukers,  editor  of  The  Tea  and  Coffee 
Trade  Journal,  who  gave  a talk  on  “How  to 
Become  a Better  Coffee  Salesman,”  which  was 
enthusiastically  received.  Some  of  tlie  subjects 
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discussed  at  the  meeting-  may  l)e  suggestive  to 
other  coffee  roasters.  They  were:  “Selling  the 

Full  Line  of  High  Tirades, ” ‘ffiettiiig  Treater 
Co-operation  from  the  Johher  and  the  Jobber’s 
Salesmen,”  and  ‘‘Getting  Greater  Co-operation 
from  the  Retail  Grocer  and  His  Clerks.” 


HOLIDAY  TRADE  GREETINGS 


How  Some  Enterprising  Firms  Expressed  Their 
Wishes  for  a Joyous  Christmas  and 
Prosperous  New  Year 

^ HRISTMAS  and  New  Years  this  year  found 
^ the  trade  in  an  nnnsnally  happy  frame  of 
mind,  many  of  the  firms  expressing  their  holiday 
joy  by  sending  greeting  cards,  calendars  and 
gracefully  worded  letters  to  their  friends  in  the 
trade.  The  following  came  to  the  attention  of 
the  Editor : 

The  Hooton  Cocoa  Company,  Newark,  X.  J., 
issued  a handsomely  lithographed  calendar  to 
which  was  attached  a card  of  greeting.  In  addi- 
tion to  the  usual  holiday  wishes  the  card  bore  the 
following;  “Our  biggest  asset  is  the  good  will 
of  our  customers,  and  we  sincerely  value  the  busi- 
ness you  have  given  us.” 

M.  Levy’s  Sons,  New  Orleans,  greeted  their 
friends  with  a tastefully  embossed  letter,  which 
bore  on  the  first  page  a fac-simile  of  the  flag  in 
colors  with  the  Levy  monogram  and  the  dates 
1918  and  1919  embossed  below  in  gold.  Inside  the 
folder  appeared  this  message,  “We  feel  that  the 
year  nineteen  hundred  and  eighteen  should  not 
pass  without  some  expression  of  gratification  over 
the  cordial  relations  existing  between  us,  and  we 
desire  to  convey  the  season’s  best  wishes  for  a 
Merry  Christmas  and  a Prosperous  New  Year.” 
Chase  & Sanborn,  Boston,  sent  out  a gilt-edged 
card  which  had  a picture  of  the  American  eagle 
and  the  flag  in  gilt.  The  tone  of  the  greeting 
was  patriotic,  and  concluded  with  “that  the  fruits 
and  blessings  of  peace  be  shared  in  unstinted 
measure  with  you  and  yours.” 

A.  P.  Grohens,  of  the  Lambert  ^Machine  Com- 
pany, Marshall,  Mich.,  leaned  more  to  the  prac- 
tical in  greeting  his  trade  friends.  He  sent  them 
sturdily  built  and  neat-appearing  thermometers  to 
use  in  the  coffee-roasting  room. 

R.  C.  Wilhelm  & Co.,  New  York,  remembered 
their  friends  with  copies  of  the  combined  calendar 
and  daily  memorandum  pad  with  inspirational 
quotations,  which  has  become  quite  a Wilhelm 
holiday  feature  in  the  trade,  this  year  marking 
its  eighth  annual  appearance. 

The  Java  Sumatra  Thee  Maatschappy,  Ban- 


doeng, Java,  is  represented  this  year  by  a four- 
page  folder,  which  includes  a photographic  print 
of  a tea  tester  at  wcu'k  in  Java  and  the  cmnpany’s 
best  wishes  for  1919. 

The  Provident  Chemical  Works,  St.  Louis,  sent 
a neatly  designed  letter  of  greeting,  which  showed 
a blue  tinted  picture  of  the  Three  Wise  Men  and 
“best  wishes”  for  the  new  year. 

1'.  B.  Price,  tea  and  coffee  merchant,  Butte, 
Mont.,  mailed  a panel  shaped  calendar  on  which 
was  a pretty  mountain  scene.  The  calendar  is 
very  striking. 

The  C.  H.  Finley  Company,  El  Paso,  Tex., 
greeted  its  friends  with  a card  on  which  was  a 
pair  of  American  flags  and  this,  “Wherever  shines 
the  light  from  God’s  good  sun,  these  are  the  colors 
that  are  never  known  to  run.” 

The  National  Packaging  Alachinery  Company, 
Boston,  also  chose  a calendar  which  was  distinc- 
tive from  the  others  by  its  size,  it  measuring 
about  20  by  40  inches.  At  the  head  of  the  calen- 
dar is  a finely  executed  reproduction  in  original 
colors  of  the  painting  “Her  Weight  in  Gold,”  by 
J.  L.  G.  Ferris. 

C.  E.  Bickford  &:  Co.,  San  Francisco,  greeted 
their  many  friends  in  the  coffee  trade  with  a 16- 
page  illustrated  booklet.  The  first  page  conveyed 
the  conventional  holiday  greetings,  the  second 
carried  a four-colored  honor  roll  of  Bickford  em- 
ployees in  service,  and  the  remainder  of  the  book 
was  given  over  to  a brief  story  of  coffee  produc- 
tion and  distribution,  San  Francisco’s  position  in 
the  world’s  market,  and  a description  of  the  Bick- 
ford organization. 

Fred  Mason,  of  the  Shredded  Wheat  Company, 
remembered  his  friends  with  a book  entitled 
“Niagara,  Queen  of  Wonders,”  which  not  only 
tells  the  history  of  the  section  and  its  economic 
development  but  also  briefly  describes  the 
Shredded  Wheat  Company’s  plant. 

The  Pneumatic  Scale  Corporation,  Norfolk 
Downs,  Mass.,  sent  out  a neat  letter  of  greeting, 
which  closed  with  “Here’s  hoping  your  next  year 
will  be  a record-breaking  success.” 


CHANGE  IN  CARTER,  MACY  & CO. 

Oliver  C.  and  T.  Ridgway  Macy,  of  Carter, 
Macy  & Co.,  tea  importers.  New  York,  severed 
their  connection  with  that  firm  on  January  r,  19  f9. 
Their  future  plans  are  not  known.  The  Macy 
brothers  are  sons  of  the  late  George  H.  Macy, 
who  founded  Carter,  Macy  & Co. 


RECEIVER  FOR  STOLLWERCK  CO. 
Edward  I.  Edwards,  president  of  the  First 
National  Bank  of  Jersey  City,  has  been  appointed 


58 


THE  TEA  AND  COfFEE  TRADE  JOURNAL 


January,  1919 


1 cceivcr  for  the  Stollwerck  Cocoa  Company,  Jer- 
sey City,  fn  the  application  for  receiver,  made 
hy  Henry  V.  Stollwerck,  vice-president  and  gen- 
eral manager,  the  assets  were  placed  at  $201,300, 
and  the  liabilities  at  $242,049.  New  York  cocoa 
])een  importers  are  said  to  hold  about  80  per  cent 
of  the  firm’s  liabilities. 


STOLLWERCK  BROS.  PLANT  SOLD 
Stollwerck  Bros,  chocolate  factory,  erected  in 
1906  in  Stamford,  Conn.,  was  sold  December  21 
by  order  of  A.  Mitchell  Palmer,  Alien  Property 
Custodian,  to  the  Touraine  Company,  Boston,  for 
$L503,390-  The  sale  included  6,165  shares  of  com- 
mon stock  at  $166  a share  and  $6,000  shares  of 
preferred  at  $80  each.  The  par  value  of  both 
stocks  is  $100.  The  stock  was  owned  by  the  Stoll- 
werck brothers,  Karl  and  Ludwig,  and  three  other 
Germans  living  in  Cologne,  Germany. 


COFFEE  IMPORTERS  LOSE  PARTNER 
Steinwender,  Stoffregen  & Co.,  coffee  importers. 
New  York,  announced  on  December  31  that 
Christian  Arndt,  one  of  the  partners  of  the  firm, 
had  withdrawn,  and  that  the  business  would  be 
carried  on  by  Charles  Stoffregen  and  Carl  H. 
Stoffregen. 

Mr.  Arndt  had  been  connected  with  the  firm  for 
thirty-eight  clears,  and  was  known  to  practically 
every  coffee  man  of  importance  in  this  country 
and  the  producing  countries.  It  was  said  in  Front 
street  that  he  had  accumulated  a fortune  that  is 
variously  estimated  to  be  between  $1,000,000  and 
$2,000,000. 


COFFEE  FORWARDERS  REORGANIZE 
The  partnership  between  William  H.  Force  and 
Walter  S.  Force,  known  as  William  H.  Force  & 
Co.,  coffee  forwarders.  New  York,  has  been  dis- 
solved, because  of  the  death  of  the  former.  The 
business  will  be  continued  as  Walter  S.  Force  & 
Co.,  with  Walter  S.  Force,  Walter  B.  Force  and 
Richard  C.  Irwin  as  partners. 


A NEW  COFFEE  JOBBING  FIRM 
James  B.  Seaton,  formerly  with  Thos.  Roberts 
& Co.,  Philadelphia,  on  January  i entered  a co- 
partnership with  James  J.  McEvoy  and  H.  W. 
Ries,  trading  as  Sorver,  McEvoy  & Co.,  importers 
and  jobbers  of  coffee,  with  offices  at  ii8  South 
lYont  street,  Philadelphia. 


COLOMBIAN  EXHIBIT  IN  NEW  YORK 
The  exhibit  of  natural  resources,  business  con- 
ditions and  economic  possibilities  in  Colombia, 


which  John  Cotton  Dana  had  (ju  display  in  the 
Newark  Public  Library,  an  account  of  which  ap- 
peared in  the  September  number  of  this  paper, 
has  been  transferred  to  the  Bush  Terminal  Sales 
building,  130  West  Forty-second  street.  New 
\ ork.  The  exhibit  will  probably  Ijecome  a per- 
manent feature  of  this  international  buyers’  club. 


INFORMATION  FOR  BUYERS 

Pithy  Suggestions  as  to  Where  and  How 
to  Buy  to  the  Best  Advantage 


D UYERS  in  all  branches  of  the  tea,  coffee  and 
^ grocery  business  will  find  it  to  their  advan- 
tage to  read  this  department  every  month.  Only 
items  of  legitimate  trade  news  intended  to  be  in- 
formative and  helpful  to  buyers,  and  all  carefully 
edited,  will  be  published  here. 

A Vacuum  Process  Coffee  Maker 
The  Aluminum  Products  Company,  La  Grange, 
111.,  is  putting  out  a new  type  of  coffee  pot  known 
as  the  Vacuum  Process  Coffee  Maker.  It  em- 


A New  Type  Coffee  Maker 


bodies  the  filtration  process.  A metal  sieve  is 
used  instead  of  a cloth  sack. 

The  manufacturer  describes  the  operation  as 
follows : “The  coffee  pot  is  in  two  parts,  the 

upper  portion  being  termed  the  inset.  The  coffee 
is  placed  in  the  inset,  and  this  in  turn  is  placed 
over  the  base  of  the  pot.  Boiling  water  is  then 
poured  over  the  coffee.  The  water  permeates  the 
coffee  but  does  not  flow  through  the  sieve,  being 
prevented  by  the  compressed  air  in  the  base. 
After  a sufficient  time  elapses  to  extract  the  de- 
sirable qualities  of  the  coffee,  the  inset  is  raised. 
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HOW  SOLUBLE  (INSTANT)  COFFEE  JOINED  THE  SERVICE 


SARTOR  1 KATO,  a Jai)anese  from 
Tokio,  l)roui]^ht  the  original  idea  to  a 
groiij)  of  Chicago  cottee  men  and  scien- 
tists in  1899,  who,  seeing  the  value  of  it,  im- 
mediately formed  a company  to  i)roduce  and 
ex])loit  the  product.  Active  memhers  of 
this  original  organization  were  Hr.  I'illi]) 
Kreissl,  a deej)  student  of  scientifical  re- 
search ; Or.  Sartori  Kato,  the  Japanese 
chemist : ?^lr.  \\\  R.  Ruffner,  conceded  to 
he  Chicago’s  expert  on  green  coffee : and 
1.  1).  Richheimer,  head  of  a large  roasting 
business,  who  had  introduced  many  reforms 
in  the  old  methods  of  roasting  and  cooling 
coffee,  on  which  various  patents  were 
granted. 

It  was  in  this  plant  that  experiments  and 
manufacture  were  carried  on  until  patents 
on  both  the  ])roduct  and  process  were 
granted  by  the  United  States  in  .Vugust, 

1903- 

The  first  product  was  supplied  to  the 
Ziegler  (Baking  Powder  King)  Arctic  Ex- 
pedition,  and  Captain  Baldwin’s  letter  of 
appreciation  partly  repaid  the  collaborators 
tor  their  long  and  tedious  research  work 
to  )>roduce  it.  Upon  the  strength  of  this 
success  it  was  decided  to  bring  the  new 
product  to  the  notice  of  the  world.  A booth 
at  the  Pan-American  Exj)osition  at  Buffalo 
was  secured,  to  which  ]Mr.  Richheimer  gave 
his  personal  attention. 

It  was  during  this  ])eriod  that  a rej)re- 
sentative  was  sent  to  Washington  to  ac- 
quaint the  War  Dej)artment  with  its  value 
as  ])art  of  the  reserve  ration. 

The  old  proverb  that  “Great  bodies  move 
slowly,”  was  clearly  demonstrated  in  this 
ca.se,  for  it  was  not  until  we  had  entered 
the  war  that  their  service  was  demanded. 

Mr.  Richheimer  moved  his  family  to 
Washington  in  .\ugu.st,  [917,  determined  to 
secure  for  the  soldiers  a better  coffee  than 
that  known  as  Issue  coffee,  usuallv  Santos 
or  Rio,  which  under  the  Army  formula  was 
boiled  in  proporticjn  of  4 ounces  medium 


ground  to  the  gallon  at  the  first  mess,  and 
a less  ciuantity  per  gallon  added  to  this  mass 
for  the  later  brews  of  the  day. 

After  laboring  for  months,  demonstrating 
in  various  cantonments,  cam])s,  canteens 
and  hospitals,  it  came  to  light  that  he  con- 
trolled all  the  ])atents  on  drv  concentrated 
coff'ee  for  which  General  Pershing  was 
using  urgent  cables,  demanding  constantly 
increasing  quantities. 

The  entire  machinery  then  operating  on 
this  valuable  trench  product  could  only  pro- 
duce TO  per  cent  of  the  first  quantities  re- 
(fuired  by  the  Army. 

Air.  Richheimer  immediately  enlisted  the 
assistance  of  W\  R.  Grace  Co.,  on  ]>a- 
triotic  grounds,  having  })romised  not  to  ask 
a profit  in  excess  of  10  per  cent,  and  to 
handle  the  business  on  5 ])er  cent  if  the 
volume  should  justify. 

Mr.*  J.  Louis  Schaefer,  the  Vice-President 
of  this  immense  organization  ( whose  hobby 
is  coff'ee),  never  hesitated  one  minute,  hut 
said  : “Air.  Richheimer,  you  may  use  five 
million  dollars  for  this  purpose,  if  it  is  nec- 
essary.” Plants  w’ere  built  at  Tatamy,  Iki., 
in  the  Pocono  Alountains,  where  was  found 
the  pure  air  and  water  necessary,  and  by 
working  night  and  day,  Sundays  and  holi- 
days, our  boys  “over  there”  were  supplied 
with  this  coff'ee,  scientifically  made  before 
it  reached  them. 

I he  Army  requirements  \vere  350,000 
pounds  per  day  of  crude  coffee,  refined  to 
35,000  ])ounds,  and  reciuisitions  were  in  for 
nearly  double  that  (piantity  for  later  ship- 
ments. 

Now  mo.st  of  this  wonderful  organization  may 
he  utilized  hy  jobbers  and  roasters  communicating 
with  the  Soluble  Coffee  Comi)any  of  America,  97 
Water  Street,  New  \ ork,  who  will  gladly  explain 
how  any  dealer  may  have  his  own  j)roprietory 
brand  refined  and  packed  to  meet  the  increased 
demand  for  coffee  that  will  he  created  by  this 
great  convenience,  augumented  hy  our  returning 
soldiers,  who  became  accpiainted  with  delicious 
coffee  from  which  the  grounds  had  been  jirevifiusly 
removed  and  who  now  will  insist  on  .soluble 
C( ) ff  ee. — A (f^'crl  isc  incn  / . 
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and  a catch  on  the  handle  locks  it  at  the  point 
desired.  This  permits  air  to  enter  and  the  coffee 
to  drip  into  the  base.  The  top  is  then  set  aside, 
the  lid  transferred  to  the  base  and  the  coffee  is 
ready  to  serve.” 

The  accompanying  cut  shows  the  Vacuum  Pro- 
cess Coffee  Maker  ready  for  operation  with  a 
cross  section  view  showing  the  inset  in  place  with 
the  metal  sieve  at  at  its  base. 

d he  manufacturer  claims  that  it  is  the  nearest 
approach  to  a fool-proof  coffee  maker.  It  is  made 
of  aluminum,  with  a one-piece  ebonized  mission 
pattern  handle,  and  the  capacity  is  two  quarts.  A 
sample  will  be  sent  without  cost  to  any  rated 
concern. 


Fertilizer  for  Coffee  Trees 

Dr.  William  S.  Myers,  director  of  the  Chilean 
Nitrate  Committee,  25  Madison  avenue,  New 
York,  states  that  as  the  result  of  recent’  Porto 
Rican  experiments,  the  production  of  eight-year- 
old  coffee  trees  was  increased  from  205  pounds 
of  hulled  coffee  per  acre  to  402^^  pounds  after  an 
application  of  nitrate  of  soda.  Valuing  the  coffee 
at  15  cents  a pound,  the  use  of  acid  phosphate  and 
nitrate  of  soda  made  each  acre’s  yield  worth  $30 
more  than  formerly. 

Dr.  Myers,  who  is  director  of  the  Chilean 
Nitrate  Propaganda,  and  late  professor  in  chem- 
istry in  the  State  Agricultural  College  of  New 
Jersey,  has  published  a short  treatise  on  coffee 
planting,  which  will  be  sent  free  to  anyone  in- 
terested. In  it  are  to  be  found  some  helpful  sug- 
gestions for  getting  the  maximum  yields  from 
coffee  trees. 

Dr.  Myers  explains  that  the  primary  object  of 
the  propaganda  is  not  to  bring  about  increased 
production  but  to  lessen  the  cost  of  producing 
coffee.  The  committee  is  not  engaged  in  the  sale 
of  nitrate  of  soda,  but  will  furnish  a list  of  dealers 
handling  it.  This  product  can  be  purchased  in 
sacks  containing  100  pounds  and  50  pounds, 
although  it  is  generally  sold  in  the  original  con- 
tainers of  300  pounds. 


Macaroni  is  a Profitable  Side  Line 
Food  Administration  restrictions  on  the  manu- 
facture of  macaroni  and  spaghetti  have  been 
withdrawn,  so  that  distributors  can  now  feature 
these  profit-making  items.  The  consumption  of 


macaroni  is  steadily  increasing,  and  it  will  pay 
tea  and  coffee  distributers  to  handle  it.  In  view 
of  present  uncertain  coffee  profits  it  behooves 
dealers  to  give  even  more  thought  to  profitable 
side  lines. 

Distributers  interested  in  macaroni  can  secure 
it  from  the  Foulds-Briggs  Company,  Cincinnati. 
This  firm  is  turning  out  a line  of  package  maca- 
roni, spaghetti  and  egg  noodles  under  the  brand 
name  “Harvest,”  packed  especially  for  the  tea 
and  coffee  trade. 


MAINLY  ABOUT  PEOPLE 


News  About  Men  in  the  Trade  at  Work 
and  at  Play 


MARK  BAGGALLY,  tea  buyer  for  Hunt  & 
Co.,  arrived  at  Seattle  from  the  Orient  on  Christ- 
mas Eve.  He  expects  to  call  on  the  trade  on  his 
journey  eastward,  arriving  in  Chicago  the  latter 
part  of  January.  He  will  start  back  for  the  Far 
East  in  April. 

OTIS  A.  POOLE,  of  Shidzuoka,  Japan,  who 
has  been  buying  tea  for  American  houses  for 
many  years  in  the  Far  East,  reached  New  York 
December  26,  and  will  remain  in  this  country  until 
March.  This  is  Poole’s  sixty-sixth  trip  across  the 
Pacific  Ocean. 

J.  A.  FOLGER,  San  Francisco,  was  the  chief 
guest  at  a dinner  given  recently  in  honor  of  his 
election  as  second  vice-president  of  the  National 
Coffee  Roasters’  Association. 

LEONARD  N.  GOLL  has  been  admitted  as  a 
junior  partner  to  the  coffee  firm  of  M.  Levy’s 
Sons,  New  Orleans. 

J.  M.  McFADDEN,  of  the  McFadden  Coffee 
& Spice  Company,  Dubuque,  was  seen  in  New 
York  during  Christmas  week,  stopping  over  on 
his  way  to  visit  his  daughter,  who  is  attending 
school  in  Pennsylvania. 

CARL  BRAND,  the  new  president  of  the 
N.  C.  R.  A.,  took  up  his  new  duties  immediately 
after  election,  coming  to  New  York  and  going  on 
to  Washington  on  association  business  a few  days 
after  the  close  of  the  convention  in  Cleveland. 

M.  H.  GASSER,  of  the  Gasser  Coffee  Company, 


NEW  EQUAL  VALUE  ASSORXMENXS 

Puritan  China  will  delight  your  most  discriminating  patrons.  Ask  for  samples 
and  details — there’s  no  obligation. 

THE  LIMOGES  CHINA  CO.  w.  i.  gahris,  Pres.  SEBRING,  OHIO 
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From  War  To  Peace 

The  period  of  uncertainty  is  passing.  The  day  of  Peace  is  dawning. 
With  it  will  come  a revitalizing  of  business,  for  which  the  time  to  prepare 
is  now — before  it  is  upon  us. 

“Normal  times”  will  bring  keen  competition.  They  will  bring  the  need 
of  making  every  dollar  work  to  its  utmost;  the  need  of  applying  the 
most  advanced  and  productive  methods  to  your  merchandizing  problems. 

In  The  UNION  DUPLEX  BAG  we  are  prepared  to  render  you  a 
real  “peace  time”  service.  It  is  particularly  well  fitted  for  packing 
coffee,  tea,  spices,  sugar,  dried  fruit,  flours,  and  a long  list  of  other 
commodities.  And  It  will  give  you  the  greatest  value  for  your  investment. 

Furthermore,  in  addition  to  a good  bag,  we  are  prepared  to  supply  you 
with  excellent  printing. 

The  UNION  DUPLEX  BAG  plus  an  attractive,  forceful  design 
which  our  Art  Department  is  prepared  to  get  up  for  you  gratuitously 
if  you  wish — printed  on  its  face  with  the  skill  for  which  our  Printing 
Department  is  famous,  will  place  you  in  a strong  position  to  bid  for 
your  share  of  the  great  prosperity  that  Is  coming. 


UNION  BAG  & PAPER  CORPORATION 

{Name  .of  the  Nearest  Selling  Agent  upon  request) 
PRINCIPAL  OFFICES  - WOOLWORTH  BUILDING  - NEW  YORK  CITY 
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Toledo,  visited  the  New  York  trade  during  the 
month,  combining  business  with  pleasure. 

OUT-OF-TOWN  VISITORS— Among  the 

visitors  to  New  York  during  the  month  were 

G.  A.  Andresen,  of  the  Andresen-Ryan  Coffee 
Company,  Duluth;  L.  B.  Staples,  treasurer  of 

H.  D.  Lee  Mercantile  Company,  Kansas  City; 
F.  W.  Walrath,  of  F.  W.  Walrath  & Co.,  Syra- 
cuse, N.  Y. ; H.  F.  Boardman,  of  William  Board- 
man  & Sons  Company,  Hartford,  Conn. 


OBITUARY 

Frank  A.  Ferris 

hrank  A .Ferris,  senior  member  of  F.  A.  Ferris 
& Co.,  dealers  in  hams,  bacons,  etc.,  at  262  Mott 
street.  New  York,  died  December  ii  at  his  home 
in  Montclair,  N.  J.,  at  the  age  of  77  years.  Mr. 

Ferris  had  been  a member 
of  the  New  York  Prod- 
uce Exchange  since  1863, 
and  became  widely  known 
for  his  work  on  the  arbi- 
t r a t i o n committee,  of 
which  he  was  chairman. 
He  was  an  authority  on 
business  law  and  customs, 
and  was  also  chairman  of 
the  arbitration  committees 
of  the  New  York  Cham- 
ber of  Commerce  and  the 
Swedish  Chamber  of  Com- 
merce. 

Mr.  Ferris  was  born  in 
1841  in  Western  Connecticut,  and  after  working 
as  a grocery  clerk,  dry  goods  salesman  and  bank 
clerk  in  his  native  village,  joined  John  J.  Cape  & 
Co.,  New  York,  as  a partner,  which  was  suc- 
ceeded by  the  firm  of  F.  A.  Ferris  & Co.  It  was 
about  1890  that  F.  A.  Ferris  & Co.  began  to  de- 
vote its  entire  attention  to  the  production  of  the 
b'erris  trade-marked  hams  and  boneless  bacon. 

Mr.  Ferris  is  survived  by  five  daughters  and  two 
sons,  Frank  A.  Ferris,  Jr.,  vice-president  of  the 
Montclair  Trust  Company,  and  the  Rev.  William 
Rockwood  Ferris,  S}'racuse,  N.  Y. 

When  Mr.  Ferris’  will  was  read  it  developed 
that  for  forty  years  he  had  made  a practice  of 
devoting  one-tenth  of  his  income  to  charitable 


purposes.  The  will  provided  for  $5,000  to  one 
niece  and  $1,000  to  another,  while  the  residue  of 
the  estate,  the  value  of  which  was  not  made  pub- 
lic, was  divided  equally  among  the  children. 

Thomas  Watson  Griffiths 
Thomas  W^atson  Griffiths,  one  of  the  oldest 
active  coffee  brokers  in  the  New  York  trade,  died 
January  i at  his  home  in  Brooklyn,  N.  Y.,  aged 
62  years.  Mr.  Griffiths  had  been  in  the  coffee 
business  all  his  life,  and  at  one  time  was  salesman 
for  the  old  firm  of  Potter,  Parian  & Co.  He  was 
born  in  Wales.  He  is  survived  by  two  daughters 
and  two  sons ; both  of  whom  are  in  military  ser- 
vice abroad. 


Elbert  Robbins 

Elbert  Robbins,  a coffee  plantation  owner  of 
Caracas,  Venezuela,  died  December  15  at  his 
New  York  residence.  He  was  50  years  old,  and 
came  to  this  country  to  undergo  an  operation  by 
specialists.  His  body  was  sent  to  Venezuela  for 
burial. 


Nicolaus  Bruel 

Nicolaus  Bruel,  for  many  years  head  of  the 
coffee  importing  and  exporting  firm  of  H.  Becker 
& Co.,  35  South  William  street.  New  York,  died 
December  12  at  his  New  Rochelle  home.  Mr. 
Bruel  was  born  in  Hamburg,  Germany,  68  years 
ago,  coming  to  this  country  as  a boy.  He  is  sur- 
vived by  his  wife,  a son  and  a daughter. 

Adolphus  G.  Bailey 

Adolphus  G.  Bailey,  a retired  coffee  merchant 
of  New  York,  died  at  his  Brooklyn,  N.  Y.,  home 
on  January  i,  in  his  85th  year.  Mr.  Bailey  was  a 
native  of  Duxbury,  Mass.,  and  had  lived  in  Brook- 
lyn nearly  a half  century. 


Kalman  Haas 

Kalman  Haas,  who  has  been  a member  of  the 
New  York  Coffee  and  Sugar  Exchange  since  1885, 
died  at  his  New  York  home  on  January  4.  Al- 
though in  his  76th  year,  Mr.  Haas  attended  to  his 
business  interests  in  Haas  Bros,  up  to  a short 
time  of  his  death.  He  had  many  friends  in  the 
New  York  coffee  trade. 


Frank  A.  Ferris 


F’HOSF'HA.XE 

For  Baking  Powder  and  Prepared  Flour 

PROVIDENT  CHEMICAL  WORKS 

Main  Office  and  Worksi  8011  IDAHO  AVENUE,  ST.  LOUIS  Branch  Officesi  NEW  YORK,  CHICAGO 
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PAPER  CONTAINERS 

for 

Coffee,  Tea,  Cocoa 
and  Spices 


Send  for  Samples  and  Particulars. 


Single  Service  Package  Corporation 

of  America 


No.  1 Madison  Ave.,  New  York 


Factories 


New  York  City 
Yonkers,  N.  Y. 
Chicago,  111. 


ATLANTA,  GA. 
BALTIMORE,  MD. 
CINCINNATI,  O. 
CLEVELAND,  O. 


WAREHOUSES 

DETROIT,  MICH. 
HARTFORD,  CONN. 
HOUSTON,  TEX. 
INDIANAPOLIS,  IND. 


MINNEAPOLIS,  MINN. 
NEW  ORLEANS,  LA. 
ST.  LOIUS,  MO. 
SYRACUSE,  N.  Y. 
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MARKETS  OF  THE  WORLD 

Latest  News  Letters  from  Staff  and  Spe- 
cial Correspondents  in  Foreign  and 
Domestic  Trade  Centers 


OUR  LONDON  LETTER 

The  Latest  News  From  Mincing  Lane  and  the 
Continental  Trade  Centers 

Office  of  The  Tea  and  Coffee  Trade  Journal, 
34,  Cranbourn  Street,  London,  W.  C.  2 

London,  Dec.  4,  1918. 

]\JOW  that  the  armistice  has  been  signed  and 
war  is  practically  over,  rationing  of  tea  is  to 
be  abandoned.  This  is  not  surprising  in  view 
of  the  large  amounts  in  hand.  Furthermore,  the 
quantities  passing  through  the  auction  ballot  each 
month  recently  have  been  actually  bigger  than 
the  trade  could  handle,  and  we  have  had  the 
peculiar  phenomenon  of  dealers  applying  to  have 
their  allotted  supplies  cut  down. 

Along  with  this  comes  the  suggestion  that  the 
price  of  the  standard  blend  of  tea  shall  be  re- 
duced by  4 cents  per  pound  to  60  cents.  This 
would  seem  to  be  confession  that  the  department 
had  been  profiteering,  since  the  cost  to  the  Gov- 
ernment will  be  the  same,  with  the  single  excep- 
tion of  the  reduction  in  the  rates  of  insurance  on 
freight.  When  the  whole  control  scheme  will  be 
done  away  with  is  still  doubtful,  but  it  is  hoped 
that  it  may  be  ended  next  July,  while  certain 
modifications  will  be  introduced  in  January.  The 
purchase  contract  with  the  growers  extends  to 
May  31  next,  and  there  is,  of  course,  no  likelihood 
now  of  its  being  renewed. 

1 he  tea  supplies  at  the  moment  are  well  above 
the  average  recorded  in  pre-war  times.  Trade 
requirements  over  the  winter  months  are  thus 
pretty  well  protected.  The  recent  decision  of  the 
Ministry  of  Food  to  remove  the  limitation  of  the 
sale  to  the  public  from  December  2 has  been  well 
received.  As  already  hinted,  cheaper  tea  is  looked 
for  in  the  not  distant  future,  and,  amongst  other 
things,  this  expectation  is  based  on  the  lower 
freight  rates. 
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China  green  tea  has  been  easier  lately.  The 
latest  liallot  for  Indians  'ind  Ceylons  was  supple- 
mentary in  connection  with  the  freer  use  of  tea 
just  now  being  allowed  by  the  Government.  Many 
useful  sorts  were  included  in  these  last  allocations. 
According  to  a trade  report  there  were  some 
standing  invoices  from  Assam,  but  in  many  in- 
stances quality  begins  to  show  a falling  off.  Cey- 
lon teas  lately  have  been  just  ordinary,  with  even 
the  best  invoices  from  the  high-class  estates  lack- 
ing the  flavor  which  distinguished  recent  sup- 
plies. Generally  it  may  be  said  the  tea  market  is 
more  hopeful.  Stocks  are  very  large  and  still 
more  drastic  conditions  must  come. 

During  the  year  ended  March,  1918,  Govern- 
ment’s laboratory  examined  8,556  samples  of  tea, 
condemning  1^485  lots,  totaling  101,573  pounds,  as 
containing  foreign  stuff,  and  loi  lots,  represent- 
ing 6,970  pounds,  as  unfit  for  human  consumption. 
While  the  quantity  rejected  seems  large,  it  is,  to 
the  contrary,  quite  insignificant  when  compared 
with  the  total  311,000,000  pounds  imported. 

Coffee  is  Losing  Ground 

Coffee  continues  to  fall  on  the  market  here,  and 
there  does  not  seem  to  be  any  likelihood  just 
now  of  an  arrest  of  this  decline  in  quotations. 
Good  supplies  have  been  offered  of  late,  and  they 
have  met  a slow  demand,  being  frequently  only 
partially  disposed  of  at  lower  prices  for  most 
descriptions.  A good  deal  of  prize  cargo  coffee 
is  still  being  sold,  mainly  of  late  Central  Ameri- 
can, with  some  Brazilian. 

On  November  23  the  Food  Controller  issued  an 
order  requiring  inventories  of  all  raw  coffee  in 
this  country,  whether  in  bond  or  not,  by  the  end 
of  November.  These  returns  had  to  include  all 
raw  coffee  whether  held  on  account  of  persons 
outside  the  country  or  otherwise. 

In  pre-war  days  Hamburg  was,  of  course,  the 
great  importing  and  distributing  center  not  only 
for  Germany  but  for  the  whole  of  Central  and 
Eastern  Europe.  In  many  quarters  it  is  hoped 
that  a large  part  of  such  trade  will  in  future  come 
to  a British  port,  where,  it  is  urged,  it  could  be 
more  easily  transshipped  to  many  consuming 
countries  than  from  the  Hanseatic  port. 

Thomas  Reece. 
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PUREST  AND  BEST  BAKING  POWDERS  j| 

Cream  of  Tartar  and  Pure  Phosphate  || 

Buyers  Private  Brands  at  Attractive  Prices 

Also  High  Grade  Cocoas  under  Private  Brands  || 

MANHATTAN  BAKING  POWDER  CO.,  264  Spring  St.,  New  York  l| 
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DO  YOU  KNOW? 

We  make  square  and  oblong  cans  with  tin  tops  and  bottom^  and 
waterproofed  fibre  bodies,  parchment  lined  inside,  to  hold  up  to 

. 3 and  5 pounds  of  coffee 
6 and  10  pounds  of  spice 
5 and  10  pounds  of  cocoa 
3 and  5 pounds  of  tea. 

They  can  be  equipped  with  friction  tops,  screw  tops  and  the  five- 
pound  tea  only  with  hinge  cover. 

A large  number  of  concerns  during  the  stress  of  war  were  forced 
to  discontinue  the  use  of  all  metal  cans  for  their  own  protection  and 
most  of  the  packers  who  adopted  our  CANISTER  with  reluctance 
would  not  change  now  under  any  circumstances.  They  have  learned 
by  practical  experience  how  they  can  save  money — and  in  this  sense 
the  word  SAVE  is  analogous  to  PROFIT. 

IT  IS  UP  TO  YOU,  Mr.  Packer,  to  take  advantage  of  a means 
not  only  to  make  additional  profits,  which  we  all  cherish,  but,  most 
important,  to  increase  your  business  and  this  is  the  mission  of  oui 
CANLSTER. 

We  are  in  position  to  figure  on  all  of  your  requirements  for  con-  • 
tainers  to  hold  dry  products  in  small  and  large  sizes. 

If  you  will  drop  us  a line  advising  sizes  and  styles  of  cans  in  which 
you  are  interested  we  will  gladly  send  sample  CANIvSTERvS  and 
prices  for  your  consideration. 


THE  CANISTER  COMPANY  OF  NEW  JERSEY 

Sales  Office 

17  Battery  Place,  Factory 

New  York  City  Phillipsburg,  N.  J. 
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GUAYAQUIL  COFFEE  AND  CACAO 

A First-Hand  Account  of  the  Conditions  of 
the  Market  in  Ecuador  During 
October,  1918 

[special  correspondence] 

Guayaouil_,  Ecuador^  Nov,  8,  1918, 
JEERING  the  first  two  weeks  of  October  the 
dosing  cacao  prices  of  the  previous  month 
remained  firm,  namely,  $7.41,  $7  and  $6.59  for 
Arriba,  Balao  and  Machala,  respectivehc  In  the 
second  half  of  the  month  there  was  a 'favoralile 
reaction  m prices,  as  the  exporters  who  had  been 
inactive  entered  the  market.  The  increase  went 
as  high  as  $1.03  per  quintal,  and  it  is  thought  the 
advance  would  have  continued  had  not  the  Presi- 
dent of  the  Republic  by  decree  prohibited  the  ex- 
portation of  national  products  save  by  exporters 
who  had  previously  deposited  with  the  collector 
of  customs  the  drafts  covering  the  desired  ship- 
ments, these  drafts  to  he  sold  to  the  importers  and 
the  proceeds  returned  to  the  exporter  depositing 
them.  It  was  believed  that  by  this  means  the 
rate  of  exchange  recently  fixed  by  the  Advisory 
Exchange  Board  could  be  established.  The  decree 
brought  forth  serious  opposition,  and  both  the 
exporters  and  the  Chamber  of  Commerce  pe- 
titioned the  President  to  revoke  it.  The  revoca- 
tion was  temporarily  obtained. 

Cacao  exports  for  the  month  amounted  to  20,201 
sacks,  or  3,479,935  pounds,  the  ports  of  destina- 
tion being:  New  York,  2,520,608  pounds;  Car- 

tagena, 155,287;  Barcelona,  243,606;  Santander, 
134,078;  Valparaiso,  127,468;  Barranquilla,  126,- 
005;  Puerto  Colombia,  59,207;  Mollendo,  30,867  ; 
Callao,  20,619;  San  Sebastian,  i8,oio;  Gijon, 
16,479;  Antofagasta,  11,243;  Bilboa,  8,261;  Buena- 
ventura, 6,217,  and  Iquique,  1,980.  Of  this  quan- 
tity 1,003,853  pounds  were  shipped  by  the  Agri- 
cultural Association  and  2,476,082  pounds  by  ex- 
porters. 

There  was  considerable  movement  in  the  coffee 
market  during  the  course  of  the  month,  and  some 
large  shipments  were  made.  As  a consequence 
prices  improved,  quotations  reaching  $io.o8  and 
$9.47  for  first  and  second  grades.  During  October 
5,748  sacks  of  coffee,  weighing  950,847  pounds, 
were  exported  to  Valparaiso  (548,271  pounds). 


Iquique  (136,192  pounds),  Mollendo  (111,031 
pounds),  Talcahuano  (93,540  pounds),  Antofa- 
gasta (26,722  pounds),  Panama  (27,381  pounds), 
and  Callao  (7,710  pounds) . Beneficiado. 


PORTO  RICO  COFFEE  PRICES  UP 
[from  a staff  correspondent] 

San  Juan,  Porto  Rico,  Nov.  29,  1918.— Coffee 
is  selling  at  $18  and  $20  per  lumdred  pounds  at 
the  finca,  according  to  reports  from  different 
coffee  districts  this  week.  This  is  the  highest 
price  in  some  years,  and  according  to  some 
sources^  of  information  it  is  expected  that  the 
price  will  go  even  higher. 

The  activity  in  the  local  coffee  market  and  the 
prices  being  paid  is  the  result  of  the  opening  of 
the  European  market.  The  crop  now  being  har- 
vested will  not  be  large,  it  is  said.  In  some  dis- 
tricts there  is  still  a considerable  quantity  of  last 
year’s  crop  to  be  sold.  Harwood  Hull. 


ECUADOR’S  COFFEE  TRADE  FAILING 
Statistics  on  coffee  exports  from  Ecuador  dur- 
ing 1916  and  1917,  recently  issued  from  Guayaquil, 
show  a big  decline  in  shipments,  probably  due  to 
the  war. 

Ecuador’s  Coffee  Exports 


De.stinations : 
Total 

1916,  Lbs. 

1917,  Lbs. 
5,562,942 
5,4.30,904 
41,072 

Chile  

France  

Italy  

Panama  

Peru  

78,052 

Spain  

2,028 

United  States 

410 

10.476 

NIGERIAN  CACAO  TRADE  BOOMING 
Reporting  on  the  foreign  trade  of  Nigeria  in 
191/,  the  Board  of  Trade  Journal  of  London  states 
that  308,841  cwts.  of  cacao  were  exported,  as 
compared  with  72,428  cwts.  in  1913.  It  also  ap- 
pears that  while  the  United  States  took  no  goods 
from  Nigeria  in  1913,  in  1917  the  total  exports  to 
this  country  were  valued  at  £1,703,000. 


BAN  ON  GUATEMALA  CACAO  OFF 
Restrictions  on  importing  cacao  from  Guate- 
mala have  been  removed  by  the  War  Trade  Board. 
The  Board  will  now  consider  applications  for  im- 
port licenses,  but  has  instructed  consuls  to  give 
priority  to  sugar  first  and  coffee  second  when  they 
certify  invoices. 


BLACK  01 AIVIOMD  BRAND 
BICKLIlMG  SBICES 

SEVENTEEN  VARIETIES  OF  THE  BEST  QUALITY  OF  WHOLE  MIXED  SPICES  AND  SFFns 
PROPORTIONED  AS  TO  PRODUCE  A FLAVOR  UNE^AL^^ 

PICKLING  PURPOSES.  BULK  OR  CARTONS. 

ARCHIBALD  & LEWIS  COMPANY  ...  nEW  YORK 
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THE  SIGN  OF 
BETTER  CANS 


AMERICAN  CAN  COMPANY 
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Importers  Form  Organization  to  Control  Im- 
ports and  Check  Profiteering  During 
the  Armistice  Period 


[special  correspondence] 
Copenhagen^  Denmark^  Nov.  12,  1918. 

LL  of  Central  Europe  has  been  without  real 
coffee  for  more  than  a year.  It  is  many, 
many  months  since  the  last  real  coffee  bean 
danced  its  grand  finale  in  the  roaster.  Now  that 
the  war  is  over  importers  of  coffee  begin  prick- 
ing up  their  ears.  They  all  would  like  to  import 
coffee  again  as  soon  as  the  blockade  is  lifted. 
The  question  is  : will  they  be  permitted  to  import? 

Still,  this  is  not  the  most  important  question. 
To  be  or  not  to  be  is  the  problem  the  former 
importers  of  coffee  are  facing.  Most  of  them 
would  be  satisfied  with  permission  to  handle  sub- 
stitutes, provided  they  receive  enough  raw  ma- 
terials for  their  manufacture.  For  Central  Eu- 
rope not  only  had  no  coffee,  it  had  also  no 
materials  for  the  manufacture  of  substitutes. 

All  the  coffee  importers  of  Germany  recently 
had  a meeting  at  Hamburg,  where  an  organiza- 
tion for  the  “transitory  period”  (between  war 
and  peace  times)  was  formed.  This  organization 
will  control  all  the  imports  of  coffee.  No  coffee 
will  be  imported  without  its  consent.  The  object 
of  the  organization  is  to  protect  importer,  dealer 
and  consumer  against  profiteers.  All  importers 
doing  business  before  the  war  are  entitled  to 
membership.  Members  are  sharing  the  expenses 
of  the  organization  pro  rata. 

Otto  Fahr,  president  of  the  new  organization, 
said  in  a speech  at  Hamburg  it  would  be  neces- 
sary to  restrict  the  import  of  coffee  for  some  time 
to  come  on  account  of  the  shortage  of  ships,  and 
also  on  account  of  the  rate  of  exchange,  unfavor- 
able to  the  German  mark. 

Herr  Ruecker,  of  Emden,  another  speaker. 


declared  the  new  organization  would  mean  fetters 
to  some  members,  but  it  would  be  protection  to 
the  large  majority.  The  association  would  not 
be  an  organization  to  fight  the  interests  of  foreign 
countries,  the  speaker  emphasized.  G.  S. 


ECUADOR’S  CACAO  EXPORTS  DECLINE 
That  Ecuador  s cacao  trade  suffered  through 
the  influences  of  the  war  is  shown  in  the  follow- 
ing figures  published  from  Guayaquil : 

Ecuador's  Cacao  Exports 


Destinations : 
Total  

1916,  Lbs. 

1917,  Lbs. 
83,209,972 
142,347. 
18,001 
25,746 

Chile  

Colombia  

Cuba  

Denmark  

France  

8,087,180 

558,223 

Italy  

Xetherlands  

Norway  

Peru 

188,64.) 

4,877,086 

Spain  

Sweden  

United  Kingdom  

United  States  

360,456 

68,952,288 

BRAZIL  SHIPS  LESS  COFFEE 
The  exports  of  coffee  from  Brazil  during  the 
first  six  months  of  1918  amounted  to  4,448,000 
bags,  as  compared  with  5,157,000  bags  in  the  cor- 
responding period  of  1917  and  5,924,000  bags  in 
the  1916  half  year. 


DUTCH  EAST'  INDIES’  BAN  LIFTED 
[special  correspondence] 
Washington,  D.  C..  Dec.  23,  1918.— Licenses 
for  the  importation  of  all  commodities  except  tin 
from  the  Dutch  East  Indies  will  now  be  consid- 
ered, the  War  Trade  Board  announced  to-day. 

Licenses  for  the  importation  of  coffee  from  the 
Dutch  East  Indies  will  be  issued  only  to  cover 
shipments  consigned  to  the  United  States  Sugar 
Equalization  Board  or  its  nominees.  Applications 
for  licenses  to  import  sugar  will  be  considered 


General  Can  Company 

Tin  and  Fibre 

Sixteenth  & Canal  Sts. 
Chicago,  III. 

Cans 
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Over  2,000,000  F^amilies 

depend  upon  the  JeWel  Tea  Company,  Inc.,  for  their  supplies  of  Teas,  Coffees,  Spices,  Cocoa 

other  food  products.  • , • i 

For  their  higher  priced  Teas,  Coffees,  Spices,  etc.,  as  illustrated  above,  they  use  exclusively 


and  have  contracted  with  us  for  their  requirements  for  a period  of  years. 

What  better  indorsement  could  we  have  than  the  continued  re-orders  from  so  large  and  so 
repu^^ble  samples  of  Paraffined  or  Parchment-lined  Containers  to  meet  YOUR  requirements 


THE  FIBRE  CONTAINER  CORPORATION 


160  WEST  FRONT  ST., 


MONROE,  MICH. 


mil inn 
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enEAKfAST 

COFFEE 


The  Ideal  Shipping  Case  for  Tea,  Coffee  and  Spices  fj 

Glance  at  these  H & D FIBRE  SHIPPING  BOXES  filled  with  all  sorts  of  goods  in  the  Tea  Store  || 

line.  Every  packer  of  these  boxes  is  guaranteed  against  theft  in  transit  and  makes  a big  saving  of  || 

packing  expense.  's  worth  your  while  to  investigate.  Write  for  booklet  “HOW  TO  PAGK  || 

IT/'  sent  free  on  request.  || 

PAPER  COMPANY  II 

(Canadian  Trade:  Address  Toronto,  Canada)  || 


THE  HINDE  ^ DAUCH 
851  Water  Street,  Sandusky,  Ohio 
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for  conformance  with  the  regulations  of  the  Food 
Administration. 


COSTA  RICA’S  COFFEE  EXPORTS 
[special  correspondence] 

San  Jose,  Costa  Rica,  Nov.  i8,  1918.— Official 
statistics  of  Costa  Rica’s  coffee  exports  for  the 
past  season  (August,  1917,  to  date)  show  ship- 
ments totaling  25,246,711  pounds  gross,  1,797,839 
pounds  less  than  during  1916-17.  Of  Beneficiado 
(“fully  milled”)  coffee  25,179,933  pounds  were 
exported,  and  of  Pergamino  C‘in  parchment”) 
66,778  pounds,  these  quantities  being,  respectively, 
99.74  and  0.26  per  cent  of  the  total  exports. 

The  United  States  took  96.45  per  cent  of  the 
shipments ; the  United  Kingdom,  0.61  per  cent ; 
Panama,  0.93;  Spain,  0.741  Chile,  0.69;  Italy,  0.46; 
Cuba,  0.09,  and  Nicaragua,  0.03  per  cent.  San 
Jose  Province  supplied  49.52  per  cent  of  the  ex- 
ports; Heredia,  21.74;  Alajuela,  10.59,  and  Car- 
tago,  8.63  per  cent.  B.  F.  C. 


CHICAGO  NEWS  LETTER 

Activities  of  the  Trade  in  the  Windy  City  and 
Vicinity  as  Seen  by  Our  Own 
Correspondent 

[from  a staff  correspondent] 

Chicago,  Dec.  28,  1918. 

The  tea  market  here  remains  quiet,  buyers  still 
holding  off  in  hopes  of  a drop  in  prices. 
There  is  indication,  however,  that  the  market 
will  strengthen  owing  to  the  large  amount  of  tea 
that  is  being  re-exported.  There  are  few  early 
teas  being  offered  at  present,  and  a considerable 
amount  of  late  products  is  still  visible. 

Owing  to  the  recent  modifications  in  the  Gov- 
ernment restrictions  on  the  shipping  of  coffee, 
the  situation  here  is  much  brighter.  Merchants 


say  they  have  enough  on  hand  to  hold  on  until 
well  m January,  by  which  time  it  is  hoped  that 
much  coffee  will  have  been  received.  There  is 
variety  in  opinions  as  to  whether  the  shortage 
will  not  continue  to  some  extent,  however.  An 
advance  in  prices  of  from  12  to  14  cents  has  taken 
place  in  the  last  two  months.  It  is  thought  that 
the  general  prospect  for  the  future  is  uncertain. 
The  chances  for  a doubling  in  the  price  of  coffee 
and  a sudden  break  are  considered  about  even. 

Though  the  local  branch  of  the  National  Coffee 
Roasters  Association  voted  unanimously  in  favor 
of  an  appeal  to  the  Government  to  reopen  the 
New  York  Coffee  and  Sugar  Exchange,  mer- 
chants do  not  agree  on  the  merits  of  this  insti- 
tution. By  many  it  is  considered  a safety  valve 
whereby  the  coffee  man  can  protect  himself  in 
the  case  of  a sudden  slump.  That  such  a slump 
may  come  in  the  event  that  the  reports  of  frost 
in  Brazil  prove  false  is  considered  likely  here. 
The  coffee  man  can  then  hedge  by  selling  heavily 
on  the  Exchange. 

The  sudden  rise  in  the  price  of  coffee  has  re- 
sulted in  an  unlooked-for  complication  in  the  re- 
tailing of  the  product.  The  wagon  men  say  they 
are  rapidly  being  forced  into  an  extremely  diffi- 
cult position.  Profits  have  become  such  that  they 
now  allow  only  a very  small  margin  for  commis- 
sions to  drivers,  and  the  question  of  premiums  is 
becoming  almost  impossible. 

John  Monahan,  who  has  been  London  repre- 
sentative for  J.  Aron  & Co.  for  more  than  three 
years,  is 'confined  to  his  bed  in  the  home  of  Chi- 
cago relatives.  Mr.  Monahan  is  here  on  a visit. 
He  is  well  known  in  coffee  circles  in  this  city, 
having  gotten  his  start  in  1902  in  the  establish- 
ment of  T.  Barbour  Brown. 

John  Siegfried,  of  Siegfried-Schmidt,  is  now 
on  his  way  from  Japan  for  a short  visit  in  Chi- 
cago. He  is  expected  about  January  25. 

E.  J.  Costello. 


Paper  Cartons 

“THE  HIGH  GRADE— WAYNE  QUALITY” 

FOR 

Coffee,  Tea,  Spices,  Dry  Foods 

—prompt  SERVICE— 

WRITE  FOR  PRICES  TODAY 

FT.  WAYNE  BOX  CO. 

FT.  WAYNE,  IND. 


.1 


I 
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^ all  fiber  cans 

IS.ltCn.ie  S TIN  TOP  AND  BOTTOM  CANS 


The  ideal  container  in  place  of  expensive  tin  cans,  Ritchie's  Paraffined  or  Parchment  lined  cans 
hold  the  aroma,  are  airtight  and  non-absorbing.  The  ideal  package  for  Coffee,  Tea,  Spices,  Cocoa- 
nut  and  all  dry  foods. 

Quotations  and  samples  promptly  forwarded. 

W.  C.  RITCHIE  AND  COMPANY 
414  SO.  GREEN  ST.,  CHICAGO,  ILL. 


Trade 


Mark) 


The  highest  grade  all  paper  can  on 
the  market.  Its  impervious  qualities 
are  “built  into  it”,  the  manufacturing 
process  being  entirely  different  from  all 
other  forms  of  paper  containers. 

A Baltimore  Coffee  Roaster  writes: 
“The  Xapacan  has  proven  the  best  for 
ground  coffee  that  we  have  tried  since 
the  advance  in  tin.  WT  are  enthu- 
siastic alx)ut  it.” 

It  is  also  the  handsomest  package 
on  the  market.  The  patent  Hermetic 
Seal  Closure  is  ideal  for  Coffee.  Write 
for  Cci4alogue  and  sami)les. 


NATIONAL  PAPLR  CAN  CO. 
576-598  Clinton  St.,  Milwaukee. 
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NEW  ORLEANS  LETTER 


News  of  the  Trade  in  the  “Logical  Port”  as 
Gathered  by  Our  Own  Correspondent 


New  Orleans,  Dec.  31,  1918. 
'^HE  tea  and  cof¥ee  trade  was  not  especially  ac- 
^ tive  at  New  Orleans  during  the  last  month  of 
the  year.  In  the  coffee  market  scarcity  of  stock, 
high  prices  and  the  impossibility  of  co-ordinating 
spot  prices  with  Brazil  purchase  prices  checked 
business.  Stock  has  about  reached  its  lowest 
limit,  but  news  that  there  are  four  ships  allotted 
by  the  Shipping  Board  and  two  to  load  as  private 
enterprises,  including  a Japanese  ship,  has  awak- 
ened interest,  and  there  has  been  some  selling  on 
the  strength  of  this  outlook.  Spot  prices  are  not 
quoted,  either  on  Brazil  or  mild  coffee,  and  in 
both  markets  uncertainty  still  exists. 

Roasted  coffee  has  advanced  again  several  cents 
a pound,  so  that  a brand  that  sold  for  25  cents 
now  is  33  cents,  and  coffee  that  sold  for  27  cents 
now  is  37. 

Secretary  Toms,  of  the  National  Coffee  Roast- 
ers’ Association,  has  gone  to  New  York,  where  the 
national  office  now  will  be  located.  Now  that 
B.  C.  Casanas  is  no  longer  president,  it  is  not 
necessary  for  the  secretary  to  remain  in  New 
Orleans.  He  was  popular  here,  and  stated  that  he 
liked  New  Orleans,  but  would  be  glad  to  be  in 
New  York,  where  he  has  spent  much  of  his  time. 

Thomas  L.  Milam,  representing  Carter,  Macy  & 
Co.  in  New  Orleans,  now  has  charge  of  their 
whole  Southern  and  Southwestern  business.  He 
has  been  in  New  York  for  a couple  of  weeks. 
On  his  return  he  stated  that  he  looks  for  a very 
large  tea  trade  in  1919.  Some  dealers  have  the 
idea  that  prices  will  be  reduced,  but  Mr.  iMilam 
said  that  the  fact  that  foreign  countries  are  buy- 
ing tea  in  the  United  States  for  export  indicates 
that  the  demand  will  not  be  less,  and  that  tea  will 
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remain  about  at  its  present  price,  if  it  does  not 
advance  somewhat. 

E.  K.  Pelton,  Sr. 


THE  NEW  YORK  MARKETS 

Special  Market  Reviews  for  “The  Tea  and 
Coffee  Trade  Journal” 


New  York,  Jan.  3,  1919. 

A T the  time  our  last  review  was  written  it 
seemed  unreasonable  to  suppose  that  condi- 
tions could  become  more  unsatisfactor}',  but  can- 
dor compels  the  statement  that  matters  are  even 
worse  now  than  they  were  then.  In  fact,  spot 
business  has  l)een  almost  impossible.  Demand 
has  continued  good,  it  being  the  consensus  of 
opinion  that  the  “invisible  supply”  (stocks  held 
l)y  jobbers  and  roasters)  was  reduced  to  danger- 
ously small  proportions;  much  below  the  ninety 
days’  supply  allowed  by  the  Food  Administration. 
Offerings,  however,  have  shown  further  reduc- 
tion, and  hence  prices  have  advanced  to  still 
higher  levels,  although  there  has  been  consider- 
able irregularity  owing  to  the  “cost-plus”  system 
of  selling  required  the  regulations.  The  con- 
traction of  offerings  was  partly  owing  to  the  with- 
drawal of  much  coffee  that  had  recently  been 
doled  out  in  lots  of  twenty-hve  bags  each.  Gov- 
ernment officials,  learning  that  some  distributors 
had  taken  advantage  of  the  original  ruling  which 
excluded  lots  of  twent}^-five  bags  from  ])rofit 
lipiitations,  and  were  making  extremely  large 
profits  on  such  small  sales,  finally  amended  the 
rulings  so  that  a profit  in  excess  of  7J<  per  cent 
could  not  be  made  on  any  sale. 

Warehouse  deliveries  of  Brazilian  grades  have 
continued  large,  whereas  arrivals  have  been  re- 
markably small,  only  about  111,000  bags  for  the 
month.  Therefore,  the  local  stock  has  been  ma- 
terially reduced,  and  at  one  time  was  only  471,958 
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WHen  in  IHe  market  for  bulk  coffees  let  us 
quote  and  submit  samples. 

A lar^e  assortment  of  quality  coffees  to 
select  from. 

B.  nSCHER  <a  CO.,  Inc.  • 

IMPORTERS 

Tea--Coffee— Spice— Rice  NEW  YORK  CITY 
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Tlie  Package  Wind 
Blows  The 
Landston 
Way 


Samuel  M.  Landston  Co. 

MANUFACTURERS  OF  PAPER  WOFWNG  MACHINERY 

Camden,  N.  J* 


“SEALRIGHT” 
High  Grade  Paper  Cans 

for  the  packaging  of  Coffee,  Tea  and 
other  Dry,  Liquid  and  Semi-Liquid 
Foods. 

Fine  appearing,  durable,  water-tight, 
odorless  and  tasteless. 

The  superior  appearance  and  construc- 
tion of  “Sealright”  Cans,  attract  im- 
mediate attention  wherever  shown. 

Write  for  Samples  and  Prices 

SEALRIGHT  CO.,  INC. 

FULTON,  N.  Y. 


WAXED  PAPERSEAIERS 

Gfictf  ffarmonize  in  Go/or»^ 

) fyifhffour  Package  Gooch 


The  world’s  cleanest  paper  mill. 

Makers  of  vegetable  parchment,  waxed  and 
bond  papers. 


What  is  better  for 
crisp  corn  flakes  than  a 
corn- tint  waxed  paper  sealed  carton 
that  not  only  protects  the  delicious 
flavor  and  crispness  but  also  adds  a 
sales  value  to  the  package? 

vSeal  your  cartons  in  waxed  paper. 
It  assures  GOOD  QUALITY  when 
the  food  reaches  the  table. 

The  use  of  K V P waxed  wrappers 
and  sealers  speeds  up  the  fsale  of 
BREAD,  CRACKERS,  BISCUITS, 
GRAIN  FOODS,  dairy  products, 
mince  meat,  meats,  spices,  tea,  coffee, 
prepared  foods  of  all  kinds,  soap,  etc. 

Write  for  samples. 


Kalamazoo  Vegetable  Parchment  Co. 

Kalamazoo,  Michigan 
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bags,  compared  with  1,451,000  at  the  same  time 
last  year.  Likewise,  the  country’s  stock,  in  store 
and  afloat,  was  the  smallest  in  many  years,  being 
only  772,964  bags  at  one  time,  against  2,247,717  a 
year  previous.  On  one  occasion  the  quantity 
afloat  from  Brazil  was  only  157,000  bags,  and 
although  Brazilian  clearances  to  this  country  have 
shown  moderate  enlargement,  the  quantity  en 
route  is  still  decidedly  small,  barely  355, 000  bags, 
whereas  in  ordinary  years  it  is  not  unusual  to 
see  about  a million  bag?  on  the  way  at  this  time. 
Although  Brazilian  port  stocks  reached  the  un- 
heard-of size  of  over  9,000,000  bags,  and  it 'was 
estimated  that  8,000,000  bags  still  remained  on  the 
plantations,  prices  in  primary  markets  rose  to 
new  high  levels.  Nevertheless,  a fairly  large 
cost-and-freight  business  was  done,  encouraged 
by  announcements  regarding  more  liberal  issuance 
of  import  licenses  and  prospects  of  an  improved 
freight  situation.  The  gradual  release  of  ship- 
ping from  war  uses  was  followed  by  more  numer- 
ous clearances  for  Brazilian  ports,  and  hence  the 
opinion  prevails  that  within  the  next  few  months 
there  will  be  a material  reduction  in  freight  rates. 
Doubtless  this  was  partly  responsible  for  the 
somewhat  easier  tendency  noted  in  primary  mar- 
kets toward  the  end  of  1918,  offers  to  sell  in  some 
instances  showing  reductions  of  ^ to  ^2  cent  per 
pound.  On  December  26  trading  in  futures  was 
resumed  in  the  local  market,  with  opening  prices, 
as  a rule,  somewhat  above  general  expectations, 
although  some  guesses  had  been  slightly  higher. 
May,  July,  September  and  December  contracts 
sold  at  173^  cents,  but  subsequently  there  was  a 
break  of  200  to  250  points. 

As  usual  at  this  season,  the  movement  of  mild 
coffees  has  shown  enlargement  and  local  stocks 
have  increased,  although  they  still  show  a marked 
deficit  as  compared  with  this  time  last  year. 
Prices  have  advanced  to  still  higher  levels, 
although  there  has  been  considerable  irregularity. 
Deliveries  were  of  fairly  large  volume,  and  hence 
stocks  were  again  reduced  toward  the  end  of  the 


month.  The  remarkable  advance  in  Brazilian 
prices  proved  to  be  decidedly  advantageous  for 
handlers  of  mild  grades,  and  it  is  stated  that  the 
quantity  of  such  coffee  bought  for  shipment  from 
January  to  June  is  unusually  large. 

The  Tea  Market 

1 he  quietude  and  generally  unsatisfactory  state 
of  affairs  which  began  to  develop  in  the  tea  trade 
following  the  signing  of  the  armistice  have  con- 
tinued as  the  market’s  principal  features  during; 
December.  Prices  have  followed  a downwardl 
course,  a loss  of  3 cents  per  pound  being  recorded' 
in  some  cases.  The  greater  part  of  the  month’s 
busines's  has  been  involved  in  Government  pur- 
chases of  Java  tea  for  the  army  and  navy,  the 
price  on  the  navy  contract  showing  a decline  of 
3 cents  compared  with  the  previous  contract. 
There  has  been  some  business-  for  export,  and  as 
soon  as  all  restrictions  are  removed  and  shipping 
becomes  at  all  free  a fairly  large  foreign  business 
is  looked  for. 

The  Spice  Market 

In  spices,  as  in  practically  all  other  commodity 
lines,  buyers  adhere  to  the  belief  that  the  ending 
of  the  war  is  to  be  followed  by  an  immediate  and 
material  reduction  in  prices.  Therefore  the  rna^ 
jority  of  them  are  holding  aloof  as  much  as  pos- 
sible, and  consequently  the  dullness  generally 
noted  at  this  season  is  rather  more  marked  than 
usual.  The  inclination  to  await  developments  is 
also  common  among  holders.  Owing  to  the  un- 
precedented exhaustion  of  stocks  there  is  no  pres- 
sure of  offerings,  and  while  prices,  which  are  al- 
most wholly  nominal,  show  no  quotable  change, 
the  undertone  is  distinctly  firm,  and  top  values 
have  been  secured  on  the  small  lots  which  certain 
jobbers  have  been  forced  to  secure  for  immediate 
requirements.  As  the  season  is  at  hand  when 
supplies  begin  to  arrive  in  larger  volume,  and  the 
easier  tonnage  situation  holds  out  promise  of 
more  liberal  importations,  their  unwillingness  to 
enter  into  future  contracts  is  not  astonishing. 
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Harvest  Brand  Sweetened  Cocoa,  packed  in  1 lb.  tins,  100  lbs. 
to  the  case. 

Harvest  Brand  Breakfast  Cocoa,  packed  in  ^ lb.  tins,  100  lbs. 
to  the  case. 

Harvest  Brand,  Premium  Chocolate,  3^  lb.  cakes,  100  lbs.  to 
the  case. 

Harvest  Brand,  Sweet  Chocolate,  3/2  lb.  cakes,  packed  in  50 
and  100  lb.  cases. 

All  Harvest  Brand  Products  are  of  highest  quality  and  are  packed 
expressly  for  the  Tea  and  Coffee  Trade. 


We  also  pack  Cocoa  Powder  and  Chocolate  under  DEALERS’ 
BRANDS  for  Tea  and  Coffee  Distributers,  Wholesale  Grocers  and 
Specialty  Houses. 

Cocoa  powder  in  bulk,  packed  in  barrels,  100,  -50  and  25  lb.  drums. 
Natural  and  Dutch  Process. 

Write  for  samples  and  prices. 

Hooton  Cocoa  Company 

Newark,  , New  Jersey. 


HARVEST  BRAND 

Trade  Mark  Reg.  U.  S.  Pat.  Off. 

Cocoa  and  Chocolate  Products 
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Peppers  form  the  only  item  of  which  it  can  be 
said  that  stocks  are  even  of  good  average  propor- 
tions. Still,  they  are  by  no  means  excessive,  and 
it  is  known  that  a large  percentage  is  owned  by 
European  interests.  Hence  important  reductions 
are  expected  as  soon  as  freight  room  becomes 
more  plentiful.  Moreover,  it  is  stated  that  fresh 
foreign  purchases  of  notable  dimensions  also  de- 
pend upon  a larger  tonnage  supply.  A good  Eu- 
ropean demand  is  reported,  but  domestic  buyers, 
anticipating  lower  prices,  are  generally  indifferent. 
However,  well-informed  importers  are  convinced 
that  jobbers’  stocks  are  small,  and  hence  they 
predict  a marked  improvement  in  the  demand 
within  the  next  six  weeks. 


MORE  COFFEE  SHIPS  IN  PROSPECT 
[from  a staff  correspondent] 
Washington,  D.  C.,  Dec.  26,  1918. — Carl  W. 
Brand,  the  new  president  of  the  National  Coffee 
Roasters’  Association,  was  in  Washington  t’his 
week  to  confer  with  Messrs.  Whitmarsh  and 
Lawrence,  of  the  United  States  Food  Administra- 
tion, in  an  effort  to  secure  more  ships  for  the 
Brazil  run  to  help  relieve  the  coffee  situation. 

It  is  understood  that  officials  of  the  Food  Ad- 
ministration informed  Mr.  Brand  that  they  were 
doing  all  that  they  could  to  obtain  shipping  space 
from  the  Shipping  Board,  and  that  while  they 
have  no  definite  promise  they  are  of  the  opinion 
that  additional  tonnage  will  be  available  in  the 
near  future.  Lamm. 


WHEN  COFFEE  TRADE  WILL  BE  NORMAL 
E.  B.  Harral,  a New  Orleans  coffee  broker, 
says  that  coffee  trading  and  distribution  will  not 
be  normal  again  until  May  or  June,  1919,  and  that 
in  the  meantime,  especially  in  January  and  Feb- 
ruary, there  will  be  a great  scarcity  of  supplies 
and  strained  conditions  in  the  roasting  trade. 


SALIENT  TRADE  NOTES 


W.  H.  McCord,  president  of  the  McCord-Brady 
Company,  coffee  roaster  and  wholesale  grocer, 
Omaha,  who  has  been  under  surgical  treatment 
at  the  Mayo  Brothers’  institution  at  Rochester, 
Minn.,  returned  to  business  recently.  While  his 
health  shows  improvement  he  expects  to  undergo 
another  operation  in  the  near  future. 

Edward  Broderick,  head  of  the  firm  of  Brod- 
erick & Wright,  San  Francisco,  has  been  elected 
president  of  the  Retail  Grocers’  Association  of 
San  Francisco. 

Milton' J.  Budlong,  vice-president  and  general 
manager  of  Gaston,  Williams  & Wigmore,  Inc., 
New  York,  resigned  his  positions  about  the  first 
of  the  year. 

R.  P.  Winkelman,  treasurer  of  the  Omaha 
(Neb.)  Retail  Grocers’  Association  for ’ten  years, 
died  recently,  a victim  of  influenza. 

Wellman,  Peck  & Co.,  San  Diego,  Cal.,  whole- 
sale grocers,  have  leased  the  large  warehouse  for- 
merly occupied  by  Kiel  Bros. 

Joseph  Trost  has  been  re-elected  president  of 
tbe  St.  Paul  (Minn.)  Retail  Grocers’  Association. 

The  Produce  & Warrant  Company,  Inc.,  New 
York,  has  secured  the  account  of  R.  Alves,  Toledo 
& Co.,  Santos,  for  all  coffee  sold  for  shipment  to 
New  Orleans  or  San  Francisco.  The  latter  firm 
is  one  of  the  largest  coffee  exporting  houses  in 
Brazil. 

Libby,  McNeil  & Libby,  the  well-known  food 
packers,  are  constructing  in  their  Fort  Worth 
l)ranch  what  is  said  to  be  the  largest  and  most 
completely  equipped  peanut  butter  plant  in  the 
Southwest.  The  work  of  designing  and  building 
of  the  plant  is  being  done  by  the  Lambert  Ma- 
chine Company,  Marshall,  Mich. 

The  firm  name  of  Winter,  Son  & Co.,  tea  and 
coffee  importers.  New  York,  was  changed  on 
January  i,  1919,  to  H.  P.  Winter  & Co.  A.  E. 
Winter  has  withdrawn. 


Meiji  Trading  Company,  Ltd. 

Successors  To 

Furuya  and  Nishimura 

HEADQUARTERS  for  TEAS  of  ALL  KINDS 
and  PRODUCE 

96  Front  Street  New  York 

Branches  at  Chicago  and  Montreal 
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JAVA  TEAS  OF  DIRECT  IMPORT 

ROWLEY  DAVIES  & CO.,  LTD. 

BATAVIA,  JAVA 
OR  FENCHURCH  HOUSE, 

5,  FENCHURCH  STREET, 

LONDON,  E.  C. 

WILL  GLADLY  SUPPLY  ALL  INFORMATION 


IRWIN -HARRISONS  & CROSFIELD,  Inc. 

Importers  and  Jobbers  of  Teas 

PHILADELPHIA  NEW  YORK  BOSTON  CHICAGO 

50  So.  Front  St.  96  Wall  St.  27  India  St.  425  W.  Ontario  St. 

SAN  FRANCISCO,  25  California  St. 

London  Colombo  Calcutta  Batavia  Shanghai  Hankow  Foochow 
Shidzuoka  Daitotei  Medan  (Sumatra)  Singapore 


FRANCIS  PEEK  & CO.,  Ltd. 

Head  Office:  20  Eastcheap,  London,  E.  C. 

SINGAPORE  JAVA  SUMATRA 

Laidlaw  Batavia,  Soerabaja,  Bandoeng  Medan  and 

Buildings  and  Semarang  Padang 


EXPORTERS  of  JAVA  TEA 

and  other  Dutch  East  Indian  Produce 


TIN  RUBBER  SUGAR 

COFFEE  RICE  TAPIOCA  PEPPER  CITRONELLA  OIL,  ETC. 


WRITE  TO  OUR  BATAVIA  HOUSE  AND  ASK  TO  BE  PLACED  ON 
MAIL  LIST  TO  RECEIVE  OUR  JAVA  MONTHLY  PRODUCE  REPORT 
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Chase  & San1)orn  are  installing  another  No.  i 
Burns  granulator  in  their  Chicago  factory  similar 
to  machines  now  operated  in  their  three  roasting 
establishments  at  Boston,  Chicago  and  Montreal. 
IMurteen  granulators  are  used  by  this  firm. 

William  L.  McCormick,  son  of  R.  A.  McCor- 
mick^ of  McCormick  & Co.,  flavoring  extract 
manufacturers,  Baltimore,  now  a captain  in  the 
Marine  Corps,  and  stationed  at  Paris  Island,  S.  C., 
is  reported  to  have  given  up  the  idea  of  returning 
to  his  work  with  McCormick  & Co.  and  will 
pursue  a military  career. 

The  increased  demand  from  South  America  for 
United  States  products  includes  coffee  roasting 
machinery.  Jabez  Burns  & Sons  report  that  for 
Chile  alone  they  are  now  preparing  several  equip- 
ments, including  a 2-bag  coal-fuel  outfit  for  An- 
tofagasta, a i-bag  coal-fuel  outfit  for  Iquique,  and 
two  p2-bag  gas-fuel  outfits  for  Santiago. 

J.  B.  Coffey  has  been  appointed  sales  manager 
for  Chase  & Sanborn,  Montreal,  in  succession  to 
the  late  John  R.  Simpson. 

Improvements  about  to  be  made  in  the  coffee 
roasting  plant  of  the  Bour  Company,  Toledo,  in- 
clude the  installation  of  two  Burns  green  coffee 
bucket  elevators  of  the  largest  size,  extending 
through  several  stories. 

Cassius  M.  Lewis,  for  forty  years  a wholesale 
grocer  at  Chester,  Pa.,  recently  retired  from  ac- 
tive business. 

Reinhard  & Co.  tea  and  coffee  dealers  at  San 
x^ntonio,  Tex.,  who  operate  a half-bag  Burns 
roasting  outfit,  will  soon  install  a Challenge 
motor-driven  burr-stone  pulverizer. 

Carter,  Macy  & Co.,  of  Canada,  Ltd.,  have  ab- 
sorbed the  business  of  the  John  Duncan  Com- 
pany, direct  tea  importer,  with  offices  in  Montreal, 
Toronto,  Winnipeg  and  Vancouver. 

Two  more  Burns  No.  i cocoa  roasters  are  being 
added  to  the  plant  of  Hooton  Chocolate  Com- 
pany, Newark,  N.  J.,  with  special  connections  to 
suit  the  present  machinery. 


J.  A.  Lombard  & Co.,  San  Francisco,  have 
opened  a wholesale  tea,  coffee  and  spice  house  in 
a three-story  building  at  222-232  Front  street,  and 
will  deal  only  with  the  retail  trade. 

I he  Beacon  Chocolate  Company,  367  Broad- 
way, Boston,  will  shortly  install  two  more  Burns 
No.  5 cocoa  roasters  for  gas  fuel,  with  cooler  box 
and  fan. 

The  Peerless  Tube  Company,  Bloomfield,  N.  J., 
recently  bought  a 146-foot  plot  of  ground  along- 
side its  present  property  and  will  erect  thereon  a 
modern  brick  and  steel  building. 

William  Neilson,  Ltd.,  Toronto,  Canada,  manu- 
facturer of  confectioners’  specialties,  has  ordered 
a Burns  cleaner  for  treating  cocoa  beans  before 
roasting. 

The  York  Wholesale  Grocery  Company,  York, 
Pa.,  has  applied  for  a charter.  Earl  Yates  is 
president;  G.  W.  Givler,  vice-president;  G.  C. 
Ziegler,  treasurer.  L.  G.  Walker  is  secretary, 
and  O.  O.  Elltine  is  the  manager  and  buyer. 

The  Wangemann,  Reichardt  Company,  Bren- 
ham,  Tex.,  which  began  the  manufacture  of  pea- 
nut butter  a few  months  ago  in  connection  with 
its  wholesale  grocery  and  coffee  roasting  busi- 
ness, has  already  found  it  necessary  to  order  an- 
other No.  6 Burns  roaster.  This  size  machine 
treats  two  bags  of  shelled  nuts  at  each  operation. 

Lainborn  & Co.,  sugar  brokers.  New  York, 
moved  into  their  new  quarters  at  122  Eront  street 
on  December  21.  They  will  occupy  the  first  three 
floors  of  the  building,  the  remaining  four  floors 
being  given  over  to  offices  for  rental. 

The  peanut  equipment  of  William  H.  Luden, 
manufacturing  confectioner  at  Reading,  Pa.,  is 
being  improved  by  the  addition  of  a Burns  suction 
cleaner. 

Joseph  Sasso,  of  the  firm  of  G.  Sasso  & Sons, 
wholesale  grocers,  Brooklyn,  N.  Y.,  has  been  cen- 
sured by  the  Federal  Food  Board  for  assisting 
John  Valetutti,  a retail  grocer  at  137  Hull  street, 
Brookl}m,  in  making  out  a false  sugar  statement. 


COFFEE  ROASTING  and  GRINDING 

for  the  TRADE 

No  job  too  small  or  too  large 


Prompt  Service 

TRADE  COFFEE  ROASTING  CO.  ' 

83  PINE  STREET  NEW  YORK 


Telephone  for  Representative 
HANOVER  6186 


January,  1919 


THE  TEA  A\D  COFFEE  TRADE  JOURNAL 


79 


Thos.  P.  Monahan 


G.  A.  Schmidt 


MONAHAN  BROKERAGE  COMBANV 

(Incorporated) 

BROKERS  IIM  COFFEE 
506  South  7tti  Street,  St.  l_ouis,  IVIo. 

IF  YOU  WANT  “SERVICE”,  Don’t  fail  to  command  us. 


E.  B.  MOLLER  & CO. 

Importers,  Growers  and  Manufacturers  of 

CHICORY  AND 
COFFEE  SUBSTITUTES 

OF  EVERY  GRADE 

21 1 FRANKLIN  STREET.  NEW  YORK 


REEVE  & VAN  RIPER 

WAREHOUSEMEN 

r'^J7TTW77  MlUlng,  Cleaning,  Hulling, 
L0\Jr r mi  separating  and  Picking 

Packers  of  Teas 

Storage  and  Weighing 

46-48-49  WATER  ST.,  NEW  YORK 


COFFEE  ROASXIMG  FOR  XHE  XRADE 

ONLY 

No  Spice  Grinding  COFFEE  SEPARATED  No  Coffee  Selling 

JOHN  W.  HAULENBEEK  CO. 

(Established  for  38  Years) 

NO  ACCOUNT  TOO  LARGE  FOR  US  TO  HANDLE. 

WE  MAKE  A SPECIALTY  OF  HANDLING  OUT  OF  TOWN  ACCOUNTS. 

393  GREENWICH  STREET  NEW  YORK 

»Phone  Canal  217-218-219 


BEST  VALUES  IN 

India  and  Ceylon 

TEAS 


TRICOLATOR 


«THE” 

COFFEE  MAKER 


Importers 


y.mT&co., 


87  Front  St.,  New  York 

Tol.—  HANOVER— 6664 


BUSINESS  WITH  PORTUGAL 

Specialty  in 

Teas,  Coffees  and  Cocoas 

Importers  and  Exporters 

SOCIEDADE  PORTUGUESA  IMPORTA- 
DORA  AND  EXPORTADORA  Lda. 

(Portuguese  Import  and  Export  Co.,  Ltd.) 

Head  Office: 

Rua  dos  Douradores,  83,  LISBON 
London  Office:  63,  Crutched  Friars,  E.  C.  3 
Agencies  all  over  the  world 


The  Aluminum  Bowl 
Makes  Perfect  Coffee 
Thru  Paper  Filters 
$1.75 

IW" 

Included  with  the 
2qt.  FIRE  KING 
(Almost  Unbreakable) 
CHINA  Urn  $3.00 

A Gallon  size  $7.50 
with  Fire  King  urn 
and  100  filters 


Send  for  circular  and  prices  on  Urn 
TRICOLATORS  and  Filter  Paper. 


THE  TRICOLATOR  CO. 

CHICAGO 
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THE  PRACTICAL  RETAIL  GROCER 

^ A department  devoted  to  the  discussion  of  problems  which  vex  retailers; 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad- 
vertise, how  to  obtain  the  maximum  eflSciency  in  the  grocery  business. 


INSURANCE  AND  PACKAGE  GOODS 


Showing  an  Interesting  Parallel  Between  Selling 
Groceries  by  Bulk  and  the  Assess- 
ment Life  Policy 


By  E.  a.  Macon 

New  York 

'^HERE  is  a parallel  between  life  insurance 
policies  and  package  groceries.  Until  a com- 
paratively recent  date  practically  all  life  insur- 
ance was  sold  on  the  bulk  or  assessment  basis,  the 
live  members  being  assessed  to  pay  the  death 
claims.  The  old  insurance  policies  were  bulk  in 
promises  and  bulk  in  assessments,  but  minute  in 
net  return.  The  success  of  bulk  insurance  was;^ 
primarily,  success  for  the  promoters,  and  the 
majority  of  the  bulk  insurance  companies  have 
‘‘gone  West,”  leaving  the  policyholders  with  noth- 
ing more  tangible  than  unpleasant  souvenirs  in 
the  shape  of  receipts  for  assessments  paid. 

Bulk  groceries  are  similar  to  bulk  insurance; 
usually  the  return  from  the  sale  of  bulk  groceries 
looks  alluring.  Due  to  the  loss  in  weight  from 
shrinkage,  waste,  expense  of  packing,  etc.,  espe- 
cially under  present  labor  conditions,  it  is  not 
probable  that  the  average  retailer  can  devote 
sufficient  time  to  ascertain  the  net  result  on  sales ; 
and  although  the  assessments  on  the  bulk  bins 
appear  light  during  the  period  of  weighing  and 
packing,  the  final  result  is  most  frequently  the 
same  as  with  the  policyholders  of  bulk  insurance — 
the  profits  from  the  sales  of  the  live,  trade- 
marked  and  advertised  package  groceries  must  be 
assessed  to  make  good  the  losses  on  the  bulk 
products.  The  cost  per  package  of  groceries  put 
up  at  the  points  of  production  is  definitely  ascer- 
tained when  stock  is  replenished  and  selling  prices 
can  be  so  fixed  as  to  guarantee  a net  return  on 
the  investment. 

The  laws  of  the  various  States  with  reference 
to  showing  the  net  weights,  contents,  etc.,  on  pack- 
age groceries  are  equally  as  stringent  as  those 
enacted  with  reference  to  the  conduct  of  the  in- 
surance business.  The  grade  of  a present-day 


insurance  policy  is  definitely  stated,  as  are  the 
grades  and  weights  on  package  food  products. 
Producers  of  package  groceries,  like  insurance 
companies,  advertise — package  goods  are  stand- 
ardized— they  have  something  and  someone  be- 
hind them;  they  promote  quick  sales  and  large 
volume. 


WHY  CUSTOMERS  “WALK  OUT” 

An  Analygis  of  the  Reasons  for  Lost  Sales 
Shows  That  61  Per  Cent  of  the  Causes 
Are  Inexcusable 


VVTHY  customers  leave  stores  without  pur- 
chasing  is  the  subject  of  an  article  in  a 
recent  issue  of  “The  Storekeeper,”  of  Sydney, 
N-.  S.  W.  While  the  data  used  in  the  analysis 
were  gathered  in  large  department  stores  the 
moral  of  - the  story  applies  as  well  to  grocery 
stores. 

The  chief  point  made  is  that  6i  per  cent  of 
the  customers  were  lost  through  causes  that  are 
inexcusable.  Here  are  the  reasons  and  the  ratio 
in  which  each  occurs  : 


Indifference  of  salespeople  47 

Attempts  at  substitution  24 

Errors  18 

Tricky  methods 18 

Slow  deliveries  17 

Over-insistence  of  salespeople 16 

Insolence  of  salespeople  16 

Unnecessary  delays  in  service  13 

Tactless  business  policies ii 

Bad  arrangement  of  store  9 

Ignorance  of  salespeople  concerning  goods. . . 6 

Refusal  to  exchange  purchases i 

Poor  quality  of  goods i 


A brief  analysis  of  this  table  should  be  of  value 
in  efforts  to  make  new  customers  and  hold  old 
ones.  In  the  first  place,  we  find  that  out  of  the 
T97  customers  lost  63  (or  32  per  cent)  were  lost 
because  of  poor  salespeople. 

Indifference  of  salespeople  47 

Over-insistence  of  salespeople  16 


32  per  cent.  63 
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In  Peace  or  in  War 

the  real  Victory  food  is  the  food  that  gives 
the  greatest  amount  of  real  digestible  nutri- 
ment for  the  least  money.  Judged  by  this 
test. 

Shredded  Wheat 

is  the  real  Victory  food.  It  comes  out  of 
the  war  unscathed,  unadulterated  and  un- 
sullied. There  is  no  “ substitute  ” for  it.  1 1 is 
the  same  breakfast  cereal  you  have  always 
sold,  clean,  pure,  wholesome  and  nutritious. 

It  is  made  of  the  whole  wheat,  nothing 
added,  nothing  taken  away. 

Made  only  by 

The  Shredded  Wheat  Company,  Niagara  Falls/  N.  Y. 

■ ....  ■ n,  , ■ ■ ■■  4 
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Errors  and  tactless  business  policies  account 
for  the  loss  of  15  per  cent.  Under  proper  manage- 
ment there  is  no  excuse  for  errors  or  tactlessness 
that  will  permit  of  as  high  a loss  as  this. 

1 ricky  methods  and  insolence  of  salespeople — 
birds  of  a feather.^  Neither  of  these  should  have 
even  a toe-hold  in  modern  business,  and  it  is 
astounding  that  they  should  account  for  the  loss 
of  17  per  cent  of  the  customers  who  find  it 
necessary  to  transfer  their  patronage  to  more 
reliable  tradesmen.  All  of  us  have  occasionally 
come  in  contact  with  the  tricky  or  the  insolent 
shop  hand;  and  if  ever  there  is  justification  for 
withdrawing  patronage,  either  of  these  furnishes 
ample  excuse.  To  recapitulate: 

P.  C.  Loss 


The  sales  force  is  the  cause  of.  . 32 

Substitution  12 

Tricky  methods  and  insolence 17 


being  found  by  people  who  are  not  your  regular 
customers.  If  they  bring  them  in  you  will  be  sure 
to  get  business  out  of  them,  and  probably  make 
them  permanent  customers.  In  connection  with 
this  scheme  there  will  be  a demand  for  balloons 
for  children.  In  order  to  avoi^  having  to  give 
away  a large  ntimljer,  or  of  offending  some  by  not 
giving  to  all  who  ask,  explain  that  all  with  adver- 
tising on  them  are  to  be  let  loose  as  advertised, 
while  others  inflated  and  tied  to  strings  or  to 
slender  wands  and  bearing  no  advertising,  will 
be  sold  at  5 or  lO'  cents  each.  You  may  develop 
sales  enough  to  help  materially  with  the  cost  of 
the  advertising  plan. 


Total 


61 


Free  Movies 


TRADE  GETTERS 


A Series  of  Business  Winning  Plans  That  Have 
Been  Tried  and  Found  Successful  in 
Different  Parts  of  the  Country^ 


By  Frank  Farrington 
Delhi,  N.  Y. 

’^HESE  business-getting  plans  are  the  result 
of  ripe  experience  in  the  retail  distributing 
field.  They  have  been  tried  out  with  signal  suc- 
cess in  different  parts  of  the  country,  and  the 
writer  believes  they  will  be  of  benefit  to  our 
readers. 


A Balloon  .Flight 

Advertising  balloons  may  be  purchased  very 
cheap.  They  are  the  toy  balloons  sold  at  fairs, 
and  you  can  have  them  imprinted  as  you  wish. 
By  turning  a large  number  of  them  loose  in 
f/ont  of  the  store  on  a given  date,  previously  well 
advertised,  you  will  easily  get  a crowd.  The 
youngsters  in  particular  will  be  interested  if  you 
offer  a souvenir  for  the  return  of  each  balloon. 
Or  by  attaching  to  some  of  them  coupons,  good 
for  discounts  or  for  free  goods,  you  can  interest 
the  public  further. 

There  is  a chance  of  the  prize-winning  balloons 

* Copi'right,  1917,  by  Frank  F'arrington. 


if  there  is  a window  upstairs  across  from  your 
store  that  you  can  rent  you  can  attract  crowds 
your  way  at  night  by  moving  pictures  or  by  pic- 
tures without  the  “movie”  effect.  Hang  a sheet 
on  the  front  of  your  store,  putting  it  on  a roller 
so  it  can  be  rolled  up  out  of  the  way  when  not  in 
use.  From  the  window  across  the  way  project 
the  pictures  you  want  to  show  on  the  screen. 
The  crowd  will  not  obstruct  the  front  of  your 
store , they  could  not  see  what  is  on  the  screen 
over  their  heads  if  they  stood  too  close  to  the 
screen.  Have  your  windows  full  of  attractive 
goods  with  signs  that  are  readable  from  across 
the  street.  Use  advertising  slides  between  pic- 
tures, calling  attention  to  special  bargains.  If  you 
cannot  use  the  front  of  the  store,  perhaps  there 
is  a side  wall  that  can  be  utilized.  Some  large 
stores  have  free  picture  shews  of  this  descrip- 
tion inside,  perhaps  on  an  upper  floor,  where  they 
arrange  a hall  with  good  seating  capacity. 


Free  Postcards 

The  following  plan  will  help  draw  a crowd  for 
a sale  to  be  held  on  some  important  day  like 
Washington’s  or  Lincoln’s  birthday.  Labor  Day, 
etc.  Advertise  that  souvenir  postcards  of  that  day 
will  be  given  to  all  comers.  Give  one  card  to 
every  visitor,  and  to  persons  purchasing  goods 
to  the  amount  of  a dollar  or  more,  as  many  cards 
as  they  care  to  address  there  in  the  store.  Have 


Empire  Hardware  Company 


»TURE  FURNISHINGS  Bakers* 

SCALES.  CANISTEaS^SHOW  BEKmGEBATO^’.rr*’ 


85  Warren  St.  New  York  City 

Writefor  complete  Catalogas 
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The  only  fresh,  crisp  soda  cracker  breaking  in  the  middle  without 
scattering  crumbs.  That  makes  it  plain  why  housewives  call  for 
Tak-hom-a  Biscuits  and  will  accept  no  others. 

A product  of  the  Sunshine  Bakeries,  makers  of  350  varieties  of 
crackers,  wafers  and  cakes — well  known,  nationally  advertised,  which 
keep  the  cash  register  singing. 

Send  for  the  Sunshine  Selling  Plan  which  will  open  up  more  business 
for  you  at  a liberal  margin  of  profit.  Write  for  this  plan  today. 

TqOSE-^ILES  piSCmT(OMPANY 

Makers  of 


Long  Island  City,  New  York 
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a table  where  the  cards  can  be  written  and  ad- 
dressed and  plenty  of  lead  pencils.  Keep  a clerk 
there  to  sell  stamps  and  to  hand  out  the  cards. 
Have  a locked  box  with  a slot  in  it  for  a mail 
box.  Give  out  to  each  person  one  card,  showing 
a picture  of  the  store  and  bearing  an  advertise- 
ment or  some  facts  about  the  business.  At  such 
times,  or  at  any  time,  for  that  matter,  people  will 
use  these  store  postcards  when  there  is  a con- 
venient place  to  address  and  mail  them.  It  might 
be  profitable  to  offer  to  stamp  free  all  the  cards 
of  the  store  that  are  used,  especially  such  as  go 
to  points  within  trading  radius  of  the  store. 


STORE  AND  SHOW  DISPLAY 

^ The  newest  ideas  in  window  dressing 
and  store  arrangement ; unusual  indoor 
and  outdoor  publicity 


NOVEL  WINDOW  DISPLAY  IDEAS 


Hints  for  the  Busy  Merchant  on  How  to  Get  the 
Most  Benefit  Out  of  His 
Store  Window 


By  B.  J.  Munchweiler 

Philadelphia 

IIERE  are  practical  suggestions  for  making 
^ * the  grocery  window  display  more  attractive 
to  the  passersby  and  a greater  source  of  income 
to  the  proprietor. 


How  TO  Prevent  Frosted  Windows 
During  cold  snaps  frost-covered  windows  are 
often  the  cause  of  lost  sales  and  therefore  a con- 
stant source  of  worry  for  the  retailer.  To  keep 
the  windows  clear  of  frost  the  inside  surface  of 
glass  must  be  kept  at  a temperature  nearly  equal 
to  that  outdoors.  The  warm,  moist  air  of  the 


store  must  be  kept  from  the  windows.  This  can 
be"  done  by  building  a partition  so  as  to  make  a 
closed  compartment  of  the  window  space.  Then 
bore  a row  of  holes  at  the  bottom  and  the  top  of 
the  window  sash  to  allow  the  outdoor  air  to  circu- 
late freely  in  the  window  compartment.  Of 
course,  a door  should  be  built  into  the  partition. 

Another  plan  is  to  place  an  electric  fan  in  the 
window  and  direct  its  breeze  on  the  glass.  This 
will  keep  the  warm  store  aii  moving  rapidly  and 
will  not  permit  it  to  frost  the  glass.  The  sight 
of  an  electric  fan  working  when  the  thermometer 
is  around  zero  will  help  attract  attention  to  the 
window,  especially  if  it  be  made  to'  blow  on  an 
.American  flag. 


Working  the  Windows  After  Closing  Time 
1 he  problem  of  how  to  make  a store  window 
Iiroduce  an  income  after  business  hours  has  been 
solved  by  a certain  progressive  merchant.  After 
dressing  up  his  windows  before  closing  time,  he 
fastened  a pad  of  order  blanks  and  a pencil  on  a 
shelf  just  outside  his  .store  door.  The  order 
blanks  and  pencil  were  in  a conspicuous  position 
so  that  any  late  passerby  who  saw  anything  in  the 
window  he  wanted  could  fill  out  a blank  and  drop 
it  either  through  the  letter  slot  in  the  door  or  into 
a home-made  mail  box  attached  just  beneath  the 
shelf.  The  order  blank  was  in  this  form  : 

Please  send  me  (name  of  article  here) 

Quantity.  . . .' Size  or  price 

Name  

Address  


A “Lost  and  Found”  Window 
Make  your  window  a “Lost  and  Found”  de- 
partment. An  Eastern  dealer  permits  people  who 
have  lost  articles  to  post  a notice  on  a bulletin 
board  he  keeps  standing  in  his  window  ^among 
his  goods  on  display.  He  finds  that  the  board 


Largest  selling  brand  in  the  United  States 


Seventeen  highest  awards  for  Purity,  Strength  and  Fine  Flavor. 

THE  C.  F.  SAUER  COMPANY  Richmond,  Va. 
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The  sugar  restrictions  have  been  lifted.  That 
means  a bigger  sugar  business  for  you.  All  the 
more  reason  for  selling 


Package 

Sugars 


These  machine-packed  cartons  and  cotton  bags  are  always  ready 
for  your  customers.  They  save  time,  spilled  sugar,  overweight, 
short  weight,  and  the  cost  of  paper  bags  and  twine. 


American  Sugar  Refining  Company 

“Sweeten  it  with  Domino” 

Granulated,  Tablet,  Powdered,  Confectioners,  Brown 


Rows  and  rows  of  Yuban  packages  are  continually  going 
on  to  the  shelves  of  thousands  of  grocery  stores. 

At  once  off  they  go  into  the  hands  of  hundreds  of  thousands 
of  customers. 

These  quickly  moving  packages  tell  the  story  of  the  demand 
for  Yuban. 

You  will  find  that  Yuban  repeats  as  no  other  coffee  does. 

ARBUCKLE  BROTHERS 

Yuban  Coffee  Department 
NEW  YORK  PITTSBURG  CHICAGO 
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attracts  a large  number  of  people  who  cannot  help 
seeing  his  goods  when  they  stop  to  read  the 
“Lost  and  Found”  notices.  He  does  not  charge 
for  the  service ; in  fact,  he  linds  it  good  business 
to  give  every  person  who  recovers  a lost  article 
through  the  medium  of  his  bulletin  a key  ring  tag 
with  his  advertisement  imprinted  on  it. 


GROCERY  SALES  STIMULATORS 


Wherein  a Live  Dealer  Gives  a Few  Good 
Pointers  from  His  Sales-Building 
Experiences 

By  Walter  Engard 

London,  Ohio 

Here  are  some  concrete  suggestions  from  the 
pen  of  a practical  grocer  showing  how  the 
dealer  can  speed  up  sales.  They  have  all  been 
worked  out  successfully. 

A “Fifteen  Cent”  Display 
We  have  been  very  successful  in  using  monthly 
what  we  term  a “Fifteen  Cent”  window  display. 
Some  of  the  articles  sell  regularly  at  15  cents, 
others  are  higher  priced,  but  provide  sufficient 
profit  margin  to  allow  us  to  sell  at  15  cents,  while 
a third  group  consist  of  articles  which  we  are 
willing  to  sacrifice  at  the  price  named  to  get  rid 


of  them.  The  window  always  contains  some 
mighty  good  bargains.  A large  sign  accompanies 
this  display,  reading  as  follows  : 

“ANY  ARTICLES  IN  THIS  WINDOW 
FOR  15  CENTS” 

This  window  is  only  in  for  the  day,  and 
under  no  circumstances  will  we  sell  any 
article  that  is  in  this  window  at  that  fig- 
ure any  day  other  than  the  day  upon  which 
they  are  on  display,  excepting  where  the 
regular  price  of  the  article  is  15  cents. 

While  the  exact  date  of  the  appearance  of  this 
window  is  never  advertised,  our  ads  always  carry 
a notice  that  this  “Fifteen  Cent”  window  is  a 
monthly  feature  at  our  store.  In  order  to  benefit 
by  the  bargains  offered  in  this  sale  it  is  necessary 
for  the  public  to  keep  watch  of  our  windows  and 
secure  the  bargain  the  day  that  the  display  ap- 
pears. No  one  knows  on  what  day  it  will  be 
shown.  Therefore,  we  keep  the  people  watching 
our  store,  and  by  so  doing  our  window  displays 
have  proven  wonderful  sales-getters.  Often  peo- 
ple will  be  looking  for  this  bargain  window,  and 
see  articles  displayed  there  that  appeal  to  them. 


Handling  Fish 

The  grocer  will  find  it  profitable  to  promote  the 
sale  of  fish  at  this  time.  Make  arrangements  for 


‘‘DOUBTLESS” 

There  is  no  substitute  for  COFFEE 

Way  back  Yonder  somebody  said,  ‘‘Doubtless,  the  Creator 
could  have  created  a better  berry  than  the  strawberry,  but 
doubtless  he  never  did/'* 

No  one  yet  has  made  a soluble  coffee  equal  to  Mr. 
Washington’s  wonderful  coffee. 

G.  WASHINGTON’S  COFFEE  WENT  TO  WAR 

HOME  AGAIN  BETTER  THAN  EVER 

On  the  market  since  1909.  At  the  Front  since  1914. 

Never  sold  under  private  label. 
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Baker^s  Cocoa 
and  Chocolate 


They  are  most 
reliable  goods  sold 
witha  positive  guar- 
antee of  purity  and 
superior  quality; 
put  up  in  conformity  with  the 


MAKE  AND 
KEEP  GOOD 
CUSTOMERS 


Pure  Food  laws  of  all  the  States ; 
are  readily  sold,  giving  a quick 
turnover  of  stock. 


Walter  Baker  & Co.  Ltd. 

DORCHESTER,  MASS. 

Established  1780 


NEW  ORLEANS 
The  Logical  Coilee  Port 
Home  of 

Alameda  Coffee 

Sold  only  in  1 and  3-lb.  Tins 
Under  Our  Trade-Mark 

CAREFULLY  SELECTED  for 
PARTICULAR  TRADE 

Mr.  GROCER,  put  YOUR  TRADE 
WISE 

MERCBANTS’  COFFEE  CO. 

OF  NEW  ORLEANS.  Ltd. 

New  Orleans 

B.  C.  CASANAS,  Prest. 


MACARONI 

Is’nt  all  alike! 

HARVEST  Brand  is  good 
macaroni,  manufactured  sci- 
entifically and  under  the  care 
of  experts  from  the  choicest 
hard  Durum  Wheat.  It  is 
perfect  in  color — clear — 
brittle  and  havory. 

Your  line  is  not  complete 
without  it.  Write  us.  We’ll 
tell  you  of  hundreds  of  Tea 
and  Coffee  Companies  who 
are  regular  and  large  dis- 
tributors of  HARVEvST  Brand 
Macaroni,  vSpaghetti  and  ligg 
Noodles. 

The  Foufds-Briggs  Co. 

Cincinnati,  Ohio 
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a fresh  shipment  of  fish  twice  a week,  say  on 
Tuesdays  and  Fridays.  Arrange  a place  in  your 
store  for  handling  them  where  they  can  be  seen 
hy  every  one  calling  at  the  store,  also  let  one  clerk 
handle  the  fish  business  and  do  nothing  else  on 
these  days.  Have  the  clerks  telephone  everybody, 
a.nd  fell  them  that  you  have  a fresh  shipment  of 
fish,  quoting  the  different  kinds  and  prices.  When 
the  1'-oys  receive  the  order  for  fish,  have  them  sug- 
gest other  articles. 

For  U.sk  in  the  Display  W'indow 
I lave  a large  bulletin,  cither  a large  blackboard 
or  a large  sheet  of  paper,  for  use  in  your  display 
window,  upon  which  you  should  have  posted  each 
da3Hhe  date  and  the  weather  forecast  for  the  day. 
The  weather  forecast  may  be  gotten  from  the 
(Government  or  from  an  almanac.  Directly  under 
this  should  be  a list  of  special  goods  for  the  day. 
For  instance,  you  may  have  a special  display  of 
" oranges  in  the  window.  Call  attention  to  them  on 
this  bulletin,  and  also  give  a list  of  fresh  vege- 
tables you  have  that  day.  Call  attention  to  the 
bulletin  in  your  advertisements.  People  passing 
your  store  will  stop  to  see  what  the  weather  fore- 
cast is  for  the  day,  and  they  will  also  see  the  list 
of  articles  offered. 


A HINT  FOR  ADVERTISERS 

A Business-Getting  Plan  Which  Retail  Grocers 
Will  Find  Both  Practical  and 
Economical 


By  Ernest  A.  Dench 

Brooklyn,  N.  Y. 

j E you  are  a grocer  located  in  a residential  sec- 
^ tion,  and  desire  to  obtain  full  value  from  your 
puiilicity  expenditure,  you  should  employ  the 
programme,  or  house  organ,  gotten  out  by  enter- 
prising moving  picture  exhibitors  in  your  section. 
The  grocer  covering  the  whole  town  and  suburbs 
will  find  down-town  theaters  his  most  effective 
mediums. 

Besides  a liberal  supply  of  programmes  avail- 
a1)le  for  patrons  as  they  enter  the  theater,  the 
exhibitor  mails  copies  to  a select  list  of  people. 
To  be  included  in  the  latter  each  person  has  to 
make  a request  at  the  box  office.  The  publication 
is  generally  mailed  to  reach  patrons  on  Monday 
of  every  week,  and  contains  the  programme  for 
the  current  seven  days. 

The  more  discriminating  patrons  study  the  pro- 
gramme carefully  for  any  photoplays  that  appeal 
to  them.  If  it  is  at  all  inte’-esting,  that  is  filled 
with  live  material,  it  will  be  carefully  read  from 


GIVE  YOUR  CUSTOMERS  REAL  SERVICE 


No.  9011— COUNTER  TYPE 
HEIGHT  38  IN.  CAPACITY  5 LBS. 


BY  INSTALLING  A 


Electric  Coffee  Mill 


which  is  the  first  step  to  service  and  greater  increase 
of  your  sales. 

You  can  give  each  customer  the  grade  preferred — 
coarse,  fine  or  pulverized. 

We  have  a coffee  mill  especially  adapted  for  your 
business. 

Save  the  salesman’s  commission — buy  through  your 
jobber. 


LANDERS^FlWi^Y  &>  CLARK 


w CONTYjECTICCTT  - 
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EVERYBODY  Likes  SUMORE 


EVERYBODY  Wants  SUMORE 


MR.  RETAIL  GROCER: 

A large  amount  of  money  is  being  spent  by  this 
Company  in  forceful  advertisements  to  the  house- 
wife to 

“BUY  COFFEE  FROM 

HER  GROCER  ONLY” 

The  big  effort  is 

Anti-Peddler 

Anti-Premium 

Anti-Mail-Order 

Your  co-operation,  and  it’s  needed,  will  yield  a 
good  profit  and  bring  you  satisfied  coffee  customers. 

Ask  our  representative  or  write  for  particulars. 

THE  WOOLSON  SPICE  COMPANY 
TOLEDO,  OHIO 


^KAFFEEHAG 

I NOT  a substitute 

j but  real  coffee  with 

I 95%  of  the  caffeine 

removed. 

Prepared  at  New  Brunswick,  N.J.  I 
Sold  by  grocers  everywhere.  j 

KAFFEE  HAG  CORPORATION 
225  5th  Ave.,  New  York 


Package  Sugar  Means  Efficiency 

Grocers  who  handle  Franklin  Package 
Sugars  are  enabled  to  have  cleaner,  neat- 
er, more  attractive  stores  because  of  the 
elimination  of  bulk  containers,  spillage 
and  waste.  They  save  the  clerks'  time 
which  can  be  devoted  to  window  dress- 
ing and  other  store  work  of  the  kind 
that  helps  sell  goods. 

The  Franklin  Sugar  Refining  Company 

PHILADELPHIA 

Franklin  Cane  Sugar  for  every  use^^ 

Granulated,  Dainty  Lumps,  Powdered,  Confectioners,  Brown 


•w*  ntOM  SW*R  CANE 
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cover  to  cover,  advertisements  as  well.  It  will 
then  probably  be  passed  on  to  other  members  of 
the  family.  P"or  this  reason,  if  for  no  otlier,  the 
house  organ  as  an  advertising  channel  should  not 
be  overlooked. 

There  are  two  types  of  motion  picture  ex- 
hibitors— those  who  believe  in  obtaining  as  much 
advertising  as  they  possibly  can  from  local  trades- 
men, and  those  who  will  under  no  circumstances 
carry  beyond  a certain  amount  of  paid  copy.  The 
hrst  will  probably  accept  $i  an  inch  for  his  space, 
and  fill  up  almost  the  entire  pu1)lication  with  the 
advertiser’s  announcements,  to  the  exclusion  of 
reading  matter,  if  the  programme  schedule  may 
be  described  as  such.  This  kind  of  house  organ 
is  inefficient,  in  that  it  is  destined  to  be  thrown 
into -the  waste  basket  or  onto  the  sidewalk  after 
a skimming  of  its  pages. 

But  the  exhibitor  who  takes  an  honest  pride  in 
the  make-up  of  his  house  organ  will  ask  $2  an 
inch;  and  he  is  justified  in  making  the  charge, 
since  it  allows  him  to  hold  the  attention  of 
readers  with  interesting  stuff.  He  will  plan  his 
pages  so  that  reading  matter  is  flanked  by  ad- 
vertisements over  which  he  acts  as  his  own 
censor,  for  nothing  must  be  out  of  harmony  with 
his  well  defined  policy.  Result : One  hundred 

per  cent  efficiency. 


Subscribers  are  entitled  to  one  free  insertion  in  this  de- 
partmerit  during  the  year. 

Classified  want  advertisements  under  regular  heading  $2 
for  twenty-five  words  or  less.  Additional  words  four  cents 
each.  Payable  cash  with  order. 


Situations?  I^anteb 


W .:\X1  ED  Position  W’itli  reliable  wholesale  or  importing 
tea  and  coffee  house,  New  \ork  City  preferred.  Will 
guarantee  to  make  good;  can  give  the  best  of  references. 
At  present  manager  of  retail  tea  and  coffee  business 
doing  about  $60,000  annually.  Address  Box  4.59,  care 
of  I'uE  Tea  and  Coffee  Trade  Journal. 


iHisiceltaneous? 


(lEl  lOfIR  jMONE\ — Bills,  notes  and  accounts  collected 
anywhere  in  Michigan.  11.  C.  V^abAken,  Lawyer,  .309 
I ost  Building,  Battle  Creek,  Mich.  Reference,  any 
bank  in  Battle  Creek. 


hOR  S.\LE— -Monitor  Gas  Roaster,  65  pounds  capacity, 
used  for  eight  roasts.  Car,  track,  fan  and  piping.  Ad- 
dress 1 he  Laurel  Mfg.  Co.,  627  North  Third  Street, 
Philadelphia,  Pa. 


S.  A.  SCHONBRUNN  ® CO. 

83  Front  Street,  New  York 

jmporter^  and  ^ ^ 

^ 'Koa^ster^  of 

DISTRIBUTORS  OF  COFFEE  OF  QUALITY 
Samples  and  prices  that  will  bear  competition,  furnished 
on  I equest. 


NUMBER 


22 


‘THE  LITTLE  HUSTLER’ 


Practical  Coffee  People  are 
showing  overwhelming  pref- 
erence  for  this  mill. 


It  solves  the  problem  of  quantity  and  quality  of  output  in  many  a 
large  and  growing  business.  It  will  granulate  from  300  to  600  pounds  of 
coffee  per  hour — according  to  power  and  speed  maintained — and  will 
give  absolute  uniformity  of  product. 

The  ability  to  meet  difficult  conditions  is  the  real  measure  of  a mill — 
at  least,  a COLES  MILL — and  No.  22,  for  activity  and  thoroughness, 
positively  has  no  equal. 

This  statement  is  not  the  trumpet  roar  of  loud  exaggera- 
tion. It  simply  reflects  the  judgment  of  practical  coffee 
men  the  world  over,  and  it  rings  true  for  it  is  true.  No.  22 
is  priced  at 

WE  CONSIDER  IT  A PLEASURE  TO  ANSWER  ANY  INQUIRY. 


»50 


COLES  MANUFACTURING  COMPANY 

T wenty  - third  and  Turner  Streets  y PHILADELPHIA 
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A NEW  ERA  IN  COFFEE  MAKING 


VACUUM  PROCESS  COFFEE  MAKER 

THE  HOUSEHOLD  PREMIUM  OF 
UNLIMITED  POSSIBILITIES 

It  takes  the  luck  out  of  coffee  making. 

Perfection  of  operation  and  construction.  Economy 
in  the  use  of  coffee.  If  you  sell  to  women  write  us 
at  once  for  particulars  and  price  upon  this  great 
premium. 

Sample  sent  for  trial  to  any  rated  concern. 

ALUMINUM  PRODUCTS  COMPANY 
La  Grange,  Illinois 


Good  Merchandising 

Is  selling  QUICK  at  a PROFIT, 
DON’T  ask  price — ORDER. 

Half  Dozen  to  a Gross. 

If  not  SATISFACTORY— return. 


23c  Item 

If  your  Jobber  cannot  furnish — 
order  direct. 

GOOD  for  PREMIUM  or  SPEC- 
IAL Sale. 

Ufye 

BUCKEYE  ALUMINUM  CO. 

Manufacturers  of  “REAL  SOLID“ 

, Aluminum  Cooking  Utensils. 

WOOSTER,  OHIO 


The  Quality 

IN 

granulated,  cubes,  confectioners 
and  soft  sugars. 

The  sugar  which  makes 
satisfied  customers 

WARNER  SUGAR  REFINING  CO. 

Office:  79  Wall  St.,  N.  Y.  c.  Refinery : Edgewater,  N. 4. 


•When  Writing  .Advertisers,  Kindly  M-ntion  The  Tea  and  Coffee  Trade  Journal 


r 


92 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


January,  1919 


PRICES  CURRENT 

Wholesale  and  Retail 

v4s  of  January  3,  1919 

Prices  to  Wholesalers 


y 

Brazil  Grades. 


GREEN  COFFEE 
(250  Bags  or  Over) 
Line  or  Grade  Price. 


Cup  Selected  Price 


No  quotations  are  being  made 
in  the  New  York  market  on 
Rio  and  Santos  coffees  because 
they  are  now  unobtainable. 


Green  Coffee,  Mild  Grades — ^Line  or  Grade  Prices- 
(250  Bags  or  Over) 


Maracaibo— 

Truxillos 21  . 

Bocono 21  @22 

Tovar 21 3^  @22 

Merida 23  @24)4 

do  washed ...  22  H @23  34 


Cucuta — 

Ordinary 22  @22  34 

Fair  to  good.. ..  .23  @24 

Prime  to  choice.  .24 34 @25 
do  washed...  24  @25 

Laguayra — 

Caracas 2 134  @22 

do  washed....  23  @2434 
Porto  Cabello...  .2134@21M 

do  washed. ...  23  @24 

Colombian — • 

Ocana 2134@22 

Bucaramanga. . . .21 34  @22  34 
do  washed — 23  @24^2 

tTolima 23  @2534 

fBogotas 19  34  @26 

tMedelin 21  @28 

fManizales 20  @2634 

Cauca. .' @ . . . . 

Mexican — 

JCordoba 21  @.  . 

do  washed...  .22 34 @23 34 

t Coatepec 21 34  @22 

Jdo  washed. ...  23  @24  34 

JOaxaca 2 134  @22 

Jdo  washed.. . .23 3^2 @24 34 


Central  America — • 

JCosta  Rica — 

Common 18  @19 

Fair  to  good 22  34  @23  34 

Prime  to  choice..  .23M @243^ 

San  Salvador 21 34  @22  34 

do  washed 23  @2334 

Nicaragua . 21  @22 

do  washed 22  @2234 

JGuatemala  Coban 

Common 18  @19 

Fair  to  good 22  34  @23  34 

Prime  to  choice 23M  @2434 

do  unwashed 21  @22 

Puerto  Rico — 

JUnwashed 21 

Washed 22 

JHayti— 

jUnwashed 19 

+ Washed 22 

t Jamaica — 

Ordinary 20 

G’d  ordinary 2034  @21 

Washed 22  @23 

East  India — 

Padang  Int 26  @29 

Corinche 243^  @26  34 

Kroe 25  @26 

Timor 23  @2434 

Private  Estate 26  @28 

Fancies 28  @30  * 

Abyssinian 30  @33 

Mocha — small.. . .31 34 @34 
Liberian — ■ 

JStraits 17  @18 

jSurinam 17  @18 

Pamanoekin 19  @20 


@22 

@24 

@20 

@23 

@20’ 


t Nominal  because  of  small  arrivals, 
t Common  to  fancy. 

TEAS. 

China  and  Japan — Line  Prices 
(75  or  More  Packages  of  One  Number) 


Foochow — 

Com  mon 28  @ 

Fair 29  @ 

Good 2934@ 

Superior 30  @ 

Fine 3034® 

Formosa — 

Fair 30  @ . . 

Good 31  @32 

Superior 34  @35 

Fine 36  @37 

Finest 40  @45 

Choicte 55 


Formosa — Cont. 

Fancy 1.00@1.20 

country  green 
Gunpowder — 

Extra .50  @60 

Firsts 47  @48 

Seconds @ 

Iirfperial — 

Firsts 46  @50 

Seconds 44  @45 

Thirds @ • . . . 

Young  Hyson — 


Young  Hyson — Cow*. 

Firsts 44  @43 

Seconds 36  @38 

„ Thirds 34  @35 

Hyson — 

Seconds 32  @ 

Thirds @ 

PINGSUEY 

Gunpowder — 

Pinheads 53  @55 

Extra  Firsts.- 48  @50 

Firsts 42  @45 

Seconds 35  @38 

Thirds.... 29  @30 


Imperial- 

Firsts 47  @54 

Seconds 45  @50 

Thirds 41  @42 

Japan — • 

Basket  fired 29  @45 

Pan  fired 28  @45 

Congou — 

Common 23  @24 

Good 27  @28 

Superior 30  @31 

Fine  to  finest 35  @40 

Choice  to  choicest50  @75 


T.  7 r.  , Inoia  and  Ceylon — Line  Prices 

Pekoe  Souchong — 30  @31  Darjeeling- 

Pekoe 32  @35 

Orange  Pekoe 35  @50 

Ceylon — 


.40  @1.00 


Pekoe  Souchong.. 30  @31 

Pekoe 34  @40 

Orange  Pekoe. ...  36  @45 

B.O.  Pekoe 36  @45 

SPICES — First-Hand  Prices 


Fancy  Orange. 

Java — 

Pekoe  Souchong.  .22  @23 

Pekoe 24 

Orange  Pekoe. . . .28 


@27 


Black  Peppers- 


Cassia — 


Acheen  A. 
Acheen  B. 
Acheen  C. 


White  Peppers- 
Singapore . . . 

Penang 

Muntok 

Heavy — 


Cloves- 


Red  Peppers — 


■ 23%@24 

Saigon  rolls. . . . 

. .53  @54 

@. . 

China,  rolls .... 

. .23%@24 

@. . 

do  sel,  bk. . . . 

. .14%@15 

@.  . 

Kwangsi 

. .23%@24 

.23%  @24 

Batavia,  Ext 

.31  @32 

do  short  stick . . 

..24  @25 

@.  . 

Cinnamon — 

.31  @32 

Ceylon 

Ginger — 

. .33  @34 

.25%  @26 

Japan 

. .12%@13 

■ 26%  @27 

Cochin — ^ABC. . 

. . 19  @20 

doD 

. . 18  @19 

.43%  @44 

Lemon 

.20  @21 

.60  @61 

African 

..14  @14% 

70  @75 

Jamaica,  g’g. . . 

..23  @24 

9%@10 

Nutmegs — 

22%  @23 

75s  to  80s 

. .36%@37 

105s  to  110s 

. .33%@34 

13%  @14 

Mace 

. .45  @.54 

JDomestic,  granulated,  coarse  or  medium,  in  bags 10  @11 

tin  barrels.  ..  iQ  @11 

{Best  English  in  barrels @ . . 

tDomestic  yellow  roll 8 @ . . 

COCOA — First-Hand  Prices 


Accra 14Ji@15 

African 16  @lQ}ri 

Bahia .15  @1614 

Caracas 16  @16 

Guayaquils — • 

Arriba 15%  @16 

Machala @.  . 

Caraciue.s 15  @1514 

Cuban. @ 

Dominica 1514@-  . 


Grenada 15  @15% 

Hayti 13  @14 

] amaica 14  @14 14 

M aracaibo 24  @28 

Para 14%  @15% 

Sanchez 14  @15 

St.  Vincent @ 

Savanilla @ 

Surinam 15%  @16 

Trinidad 15%  @16% 


Prices  to  Retailers 

Coffee 

(Bag  Lots— 130  Pounds) 
Kind  of  Coffee. 


*Santos  Peaberry. 
Rio 


* Caracas. 


* Mexican. 


*Mocha. . . . . 
*Abyssinian . 
Java 


Green 

Roasted. 

From 

To 

From 

To 

21 

22 

26 

29 

17% 

19 

22 

25 

22 

24 

27 

30 

23 

25 

28 

32 

23 

25 

28 

32 

24 

26 

28 

33 

23 

25 

28 

33 

20 

23 

25 

30 

27 

33 

41 

43 

26 

33 

.31% 

40 

25 

27 

28 

28  C 

Choicest 70  @75  .1  Extra . 55  @6t 


*No  quotations  because  coffees  are  unobtainable. 

TEAS. 

(Single  Package  Lots.) 

(Single  Package  Lots.)  From 

I'ormosa 34 

Foochow 34 

Congou 28 

Japan  P.F 30 

“ B.F 30 

India 40 

Ceylon 45 

Gunpowder 35 

Young  Hyson 30 


To 

45 

45 

40 

45 

45 

50 

55 

40 

43 
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Plans  designed  according  to  requirements.  Specifications  and 
estimates  furnished. 


k.  V 

Peanut  Butter  Mill  No.  8 


Lambert  Maduiie  Co.,HartliaU,Hic!li. 
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C.  CoNGENSIS  VAK.  ChALOTII,  PkOBABLY  A CrOSS' 
IXG  OF  CaNEPHORA  AND  CONGENSIS 


I’ganda  Coffee  Crossed  With  C.  Congensis, 
Distingutshei)  by  Its  Broad  Leaves 


Hybrid  of  C.  Arabica  With  C.  Ltbertca,  Which  Produces  ax  Excellent  Berry 


COFFEE  HYBRID  EXPERIMENTS  IN  THE  DUTCH  EAST  INDIES 


COFFEES  OF  THE  DUTCH  EAST  INDIES 

No.  4— NON-COMMERCIAL  SPECIES  AND  HYBRIDS 

^ Briiigiiij^  liis  scries  of  articles  to  an  end  with  this  chapter,  the  auth- 
or describes  herein  some  of  the  more  scientifically  interesting  species 
that  do  not  properly  belong  to  the  main  groups  of  coffeas,  Arabicas, 
Robustas,  and  Libericas.  ^ He  also  tells  about  some  of  the  promising 
hybrids  which  have  originated  by  spontaneous  cross  fertilizaton,  and 
seem  of  practical  value. 


Bv  Dr.  P.  J.  S.  Cramer 

Chief,  Division  of  Plant  Preeding,  Department  of  Agriculture,  Netherlands  India. 


*^11  ERE  are  many  species  of  coffeas  that  stand 
quite  apart  from  the  main  groups  (Arabica, 
Robusta  and  Liherica),  which  were  described  in 
preceding  issues  of  this  paper.  While  some  arc 
of  practical  value,  most  of  them  are  interesting 
oidy  from  the  scientific  point  of  view.  The  last 
mentioned  are  : 

Coffca  bnigalcnsis  c.  a. — A small  shrub,  only  a 
few  feet  high,  with  small  leaves,  thin  twigs  and 
a very  small,  black,  purplish,  soft-skinned  berry, 
containing  seeds  enveloped  in  a grayish,  thin 
parchment  skin.  Its  flowers  have  long  tube  and 
petals,  bright  and  white,  very  conspicuous.  This 
species  is  of  no  practical  value.  Near  to  it  stands 
Coffea  madurensis. 

Coffca  pcrieri. — A shrub  of  the  size  of  Coffea 
arabica,  but  very  diff'erent  in  character.  Leaves 
are  bright  green,  leather}',  small  and  narrow  (lo 
to  13  cM.  long,  3 to  4 cM.  broad)  ; the  nerves, 
which  in  other  coffeas  are  well  marked  at  the 
underside  of  the  leaf,  are  not  clear.  Petiole 
reddish.  Idowers  greenish,  small,  and  incon- 
spicuous. Fruit  pear-shaped,  small,  greenish 
bronze  when  ripe,  and  soft  skinned.  May  be 
grafted  on  C.  excelsa;  not  yet  tested  as  to  quality 
of  product.  Still  under  trial. 

Coffea  mauritiana. — This  species  may  be  likened 
to  the  foregoing,  connecting  it  to  Coffea  arabica. 
Twigs  are  very  thin,  dense  foliage,  5 to  6 cM. 
large,  2 to  2p2  cM.  broad.  Nerves  are  well 
marked  on  the  underside  of  the  leaves  ; bean  long 
and  narrow;  very  seldom  fruits  at  Bangelan. 

Coffea  tnacrocarf^a. — Much  like  C.  Perieri,  but 
leaves  are  larger,  especially  broader ; long  and 
very  narrow  bean ; only  one  plant  obtained  from 
imported  seeds  at  Bangelan;  has  not  yet  fruited. 

Coffea  madagascariensis. — Of  recent  introduc- 
tion ; only  one  young  seedling  grown  so  far. 
Probably  belongs  to  the  group  of  C.  Perieri. 

Coffca  Schumanniana. — (Received  this  name 
from  East  Africa,  but  differs  from  the  Schuman- 
niana described  in  literature.)  Fast  growing 


shrub,  with  dark  green,  leathery  leaves,  5 to  7 
cM.  long,  2 to  3 eM.  broad.  Nerves  arc  well 
marked ; flowers . inconspicuous,  greenish  and 
small ; berries  are  small,  round,  flat,  and  in  clus- 
ters ; black  when  ripe,  without  pulp ; dry.  Char- 
acterized by  the  presence  of  a brown  fibrous  tis- 
sue instead  of  parchment  skin.  Bean,  when 
roasted  like  other  coffee,  has  no  taste  or  flavor. 

Some  Promising  Species 

Some  species  which  seem  more  promising  are  : 

Coffea  sfcnophylla. — A peculiar  species,  easy  to 
recognize  by  the  dark  green,  shining,  dense 
foliage.  Bark  grayish,  densely  set  with  branches, 
which  hear  many  secondary  and  tertiary  twigs. 
Branches  thin  and  bent  down.  The  leaves  are 
small  and  narrow,  averaging  9 to  12  cM.  long, 
3 to  3.5  c^I.  broad ; they  resemble  the  leaves  of 
the  sour  sop.  Flowers  sometimes  terminal  (at 
the  end  of  the  twigs)  ; petals  narrow,  8 or  more. 
Fruit  shining  black;  small,  soft  skinned,  easy  to 
pulp.  For  one  pound  of  market  coffee  5 to  6 
pounds  of  fresh  fruit  are  necessary.  Pulping 
very  easy.  Silver  skin  can  be  removed  only  by 
artificial  drying;  bean  small,  and  if  well  prepared, 
bright  yellow.  Flavor  and  taste  are  reported  to 
be  very  good ; the  so-called  ‘'highland  coftee’' 
from  Sierra  Leone  is  obtained  from  stenophylla. 
The  tree  suffers  much  from  root  disease:  also, 
when  young,  from  Ilemilcia.  It  is  practically 
impossible  to  grow  complete  fields  of  it.  It  seems, 
however,  of  interest  for  hybridizing  experiments, 
as  it  has  the  advantage  of  showing  the  same  color 
in  the  market  coffee  as  in  C.  liherica  and  allied 
species,  so  that  hybrids  with  a uniform  produce 
might  be  obtained. 

Coffca  afdnis. — I received  seeds  of  this  coffee  by 
kindness  of  Mr.  Teyssonnier  from  the  experi- 
mental garden  at  Camayenne,  French  Guinea, 
West  Africa.  It  is  a hybrid  of  C.  stenophylla 
with  a species  out  of  the  group  of  C.  liherica, 
probably  with  C.  liherica  itself. 
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Coffca  conyensis. — When  young,  Coffea  con- 
gensis  much  resembles  C.  stenophylla  by  its 
slender  growtli,  thin  branches  and  stem  and 
small,  narrow  leaves.  When  older  it  has  the  same 
<lense  foliage,  forming  a thick  mass  of  leaves,  but 


C.  Stenophylla,  From  Which  is  Obtained  the 
“Highland  Coffee”  of  Sierra  Leone 


it  may  be  easily  recognized  by  the  color  of  the 
fruit,  which  is  not  black,  but  bright  blood  red. 
Leaves  are  small  and  narrow,  12  to  15  cM.  long, 
3 to  5 cM.  broad.  The  old  leaves  are  of  a dark, 
dull  green  ; young  leaves  are  bronze  green.  Twigs 
are  thin,  at  the  end  3 mM.  in  diameter,  densely 
branched;  dowers  small,  pure  white;  fruit  blood 
red,  not  striped,  oblong;  skin  and  pulp  thin  and 
soft.  In  shape  the  berry  resembles  that  of  C. 
arabica,  only  it  is  somewhat  smaller  ; beans  nar- 
row, oblong;  when  well  prepared  green  or  bluish, 
as  in  C.  arabica,  but  smaller.  The  produce  has  a 
nice  flavor ; samples  obtained  higher  prices  than 
robusta.  It  seems  of  commercial  interest. 

At  its  introduction  cojigensis  coffee  was  said 
to  be  absolutely  immune  to  leaf  disease;  I have, 
however,  sometimes  seen  the  orange  colored 
patches  of  Hemileia  on  its  leaves.  On  its  own 
root  it  is  a poor  grower,  suffering  often  from  root 
diseases,  nematodes,  etc.;  the  foliage  turns  yel- 
low and  no  fruit  sets.  Results  are  far  better 
when  congensis  is  grafted  on  excelsa  or  some 


other  vigorous  root.  It  seems  to  require  higher 
altitudes,  say  1,500  feet  above  sea  level  and  up- 
wards. 

Coffea  congensis  is  of  .special  interest  for 
hybridization  experiments,  like  Coffea  stenophylla, 
being  just  the  counterpart  of  it  in  the  color  of  its 
produce,  which  resembles  Java  and  robusta  cof- 
fee. It  may  be  considered  a species  connecting 
C.  stenophylla  with  C.  arabica.  It  hybridizes  very 
easily  with  robusta  and  allied  species. 

Coffca  congensis  var.  Chalotii. — We  received 
this  variety  from  Madagascar.  It  is  probably  a 
hybrid  of  C.  congensis  with  Coffea  canephora.  A 
good  producer,  giving  a quality  of  coffee  resembling- 
true  congensis.  Leaves  broader  than  in  C.  con- 
gensis ; growth  more  vigorous,  but  still  a rather 
narrow  shrub,  like  C.  congensis.  Fields  never 
uniform,  as  always  in  coffee  hybrids.  Probably 
of  commercial  value ; still  under  trial. 

Hybrids  of  Coffee 

Besides  the  species  already  enumerated  there 
are  those  hybrids  of  coffee  which  originated  by 


Coffee  Grafts  in  Baskets  at  the  Experimental 
Nursery  at  Bangelan  Ready  for  Planting 


spontaneous  cross  fertilization.  Some  have  been 
mentioned  already.  It  would  be  impossible  to 
describe  all  the  coffee  hybrids ; I will  cite  only  a 
few  which  seem  of  practical  value. 
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All  hybrids  of  coffee  are  very  inconstant  when 
grown  from  seed.  Not  only  that  the  seedlings 
vary  greatly  but  they  generally  contain  a high 
percentage  of  poor  producers.  An  exception  must 
he  made,  of  course,  for  selection  work  ; for  this 
it  may  be  necessary  to  sow  out  a hybrid,  just  to 
see  if  perhaps  some  superior  type  can  be  found 
among  the  offspring. 

Lucky  enough,  coffee  can  also  be  grown  by 
grafting:  this  method  is  used  especially  when 
hybrids  must  be  multiplied.  The  grafting  is 
usually  done  in  the  following  way : The  top  is 

cut  from  a young  plant  and  the  end  of  the  stem 
is  split.  A scion  is  made  of  a sucker,  cut  neatly 
at  the  base,  and  put  in.  the  fissure.  The  place 
where  stock  and  scion  join  is  tied  up.  Then  a 
glass  tube  is  put  over  the  whole  to  protect  it 
against  rain.  Sometimes  it  is  shaded  by  some  dry 
grass  leaves.  When  the  scion  commences  to  de- 
velop leaves  the  tube  is  removed,  and,  if  neces- 
sary. the  thread  around  the  joint  is  cut. 

Sometimes  grafts  are  made  on  suckers  of  old 


is  obtainetl : to  get  jilants  with  a straight,  upright 
stem  suckers  must  be  used. 

Lately  at  Bang  elan,  grafting  is  done  on  a large 
scale,  not  only  on  hyl)rids  but  also  on  pure  types. 
In  the  beginning  it  is  difficult  to  train  the  Javan- 
ese laborer  for  making  grafts,  but  with  patience 


Newly  Grafted  Plants  Protected  by  Glass  'I'est 
Ttbes  a.nd  Hoods  Made  of  Grass 

trees  instead  of  on  seedlings.  'I'hey  take  well, 
and  in  the  long  run  the  joint  becomes  quite  even. 

It  is  essential  to  use  suckers  for  scion.  If 
branches  are  taken  as  such  a low-branching  tree 


A Two  AND  One-Half  \ e.\k  Old  C.  Congensis 
1 REE  Grafted  From  an  Imported  Plant 

a set  of  skilled  grafters  may  be  formed.  One  man 
can  make  a few  hundred  grafts  a day.  In  some 
plantations  there  are  hundreds  of  acres  planted 
with  grafts  of  hybrids,  proving  that  grafting  is 
quite  practicable  on  a large  scale.  The  hybrids 
mostly  planted  belong  to  different  crossings. 

Coffea  liherica  .r  arabica. — 'I'lie  most  popular 
hybrids  belong  to  this  crossing;  they  are  the  only 
ones  planted  on  a large  scale.  Leaves  very  dark, 
shining  green ; smaller  than  in  liberian  coffee, 
but  as  leathery.  Vigorous  growth;  the  form  of 
the  tree  reseml)les  that  of  C.  liherica.  The  thick- 
branches  bear  large  berries,  much  like  those  of 
liberian  coffee,  with  a thick,  but  soft  skin,  the 
seeds  can  be  pressed  out  l)y  hand.  Produce  re- 
quires artificial  drying  to  loosen  the  silver  skin. 
1 he  beans  vary  in  color  between  the  characters 
of  the  parents,  showing  the  green  color  of  C. 
liherica  or  any  intermediate  shade,  'bhis  irregular 
color  makes  the  produce  look  less  attractive,  but 
this  fault  may  be  eliminated  by  sorting  the  beans 
after  the  color  in  three  grades — green,  yellow 
and  intermediate.  The  i)roducc  makes  an  excel- 


THE  TEA  AND  COFFEE  TRADE  JOURNAL  February,  1919 


lent  coffee,  combining  the  strong  taste  of  C. 
liberica  with  the  good  flavor  of  Java. 

The  hybrids  are  not  only  of  value  to  the  roaster 
but  also  to  the  planter.  They  are  vigorous  trees, 
practically  free  from  leaf  disease,  they  stand 
drought  well  and  also  heavy  rains ; they  are  not 
particular  in  regard  to  shade  and  upkeep ; never 
lail  to  give  a fair  and  often  a rather  heavy  crop. 
The  fruit  ripens  all  the  year  around,  and  does  not 
fall  so  easily  as  in  Java  coffee.  An  objection 
against  hybrids  is  the  rather  high  percentage  of 
empty  beans,  but  still  the  proportion  of  fruit  to 
market  coffee  is  8 to  i or  9 to  i,  which  is  better 
than  in  liberian  coffee. 

Different  types  of  these  hybrids  are  grown. 
One  IS  the  Kalimas-hybrid,  or  Klein-getas  hybrid, 
named  after  the  estate  where  the  first  large  fields 
were  planted  with  it.  It  has  rather  broad  leaves, 
somewhat  curled.  Kawisari  D.  is  a hybrid  of  the 
same  parent  species,  a fast  but  somewhat  slender 
grower.  Kawisari  B.  may  be  recognized  by  its 
curled  leaves ; it  is  precocious,  and  forms  so  many 
branches  that  the  tree  has  a tendency  to  hang- 
over. The  Soember  Sengkareng  hybrid  produces 
a large  bean. 

Colfca  exccisa  x libenca. — This  crossing  is  in- 
teresting as  combining  two  species,  both  giving 
a yellow^  market  coffee.  Very  vigorous  growth; 
fruit  has  a soft  skin,  but  a thick  pulp ; 10  to  12 
pounds  of  berries  are  required  for  one  pound  of 
mm-ket  coffee.  Very  productive  and  still  under 
trial.  This  species  might  be  of  value. 

C.  Abeokutcu  x liberica.— This  hybrid  often  oc- 
curs in  abeokuta  fields.  Vigorous  and  produc- 
tive; generally  resembling  C.  liberica  in  general 
aspect,  but  showing  pink  flowers,  reddish  young 
leaves  and  striped  berries,  larger  than  in  abeokuta 
coffee.  The  figure  for  the  proportion  of  ripe 
berries  to  the  market  coffee  obtained  from  them 
is  like  in  liberian  coffee,  10  to  i or  12  to  i. 

Coffea  Dybowskii  x excelsa.— As  already  stated, 
the  first  seedlings  of  an  introduced  tree  of  C. 
Dybowskii  turned  out  to  have  C.  excelsa  as  a 
male  parent.  Very  vigorous  growth  and  fair 
production;  still  under  trial. 

Coffea  stenophylla  x Abeokutcr.—C.  stenophylla 
hybridizes  very  easily.  In  every  sowing  of  a 
tree  near  other  species  of  coffee  a good  many 
hybrids  are  found.  These  hybrids  are  generally 
more  vigorous  than  the  mother  parent,  but  re- 
semble it  by  the  size  and  shape  of  the  leaves,  the 
dense  growth,  and  the  black  color  and  soft  skin 
of  the  fruit.  I have  mentioned  Coffea  affinis  as  a 
stenophylla  hybrid.  Some  of  the  spontaneous 
hybrids  seem  of  interest  for  practical  cultivation. 

T he  one  mentioned  here  is  of  very  vigorous 


growth,  giving  black,  soft  skinned  berries  of  a 
medium  size.  The  produce  is  of  uniform,  bright 
yellow  color ; the  beans  are  only  somewhat 
smaller  than  in  liberian  coffee.  Still  under  trial. 

A second  group  of  hybrids  are  the  crossings  of 
Coffea  congensis.  Coffea  congensis  var.  Chalotii 
has  already  been  described  as  a probable  hybrid 
of  this  species  wdth  coffea  canephora.  Another 
hybrid  was  found  at  Bangelan,  where  a few  trees 
of  C.  congensis  were  planted  next  to  Coffea 
Ugandje.  All  the  seedlings  of  those  trees  turned 
out  to  be  hybrids ; among  those  of  the  Uganda 
trees  some  plants  were  found  corresponding  to 
the  inverse  crossing.  The  congensis  hybrids  are 
of  practical  value  because  of  their  precocity, 
giving  a fair  crop  in  the  third  year  after  planting. 
They  are  far  from  uniform,  but  generally  very 
productive  and  the  first  in  the  year  to  ripen  their 
crop.  The  produce  is  of  good  quality;  the  oblong 
shape  of  the  beans  and  uniform  color  make  them 
look  rather  attractive.  Another  advantage  is  that 
these  hybrids  are  very  easy  to  graft. 

Up  until  now  several  numbers  of  Coffea  con- 
gensis X Ugandse  and  Coffea  Ugandse  x congensis 
have  been  experimented  with.  Other  experiments 
have  been  made  to  obtain  hybrids  of  Coffea  con- 
gensis with  species  out  of  the  robusta  and  arabica 
group. 

Coffea  robusta  x maragogipe. — Among  the  seed- 
lings of  robusta  coffee,  planted  at  the  Bogor 
Prada  Estate,  one  plant  was  found  showing  a 
more  vigorous  growth  and  broader  leaves.  In 
growing  older  it  showed  more  and  more  the 
cliaracter  of  Coffea  arabica  var.  Maragogipe. 
Bangelan  got  some  suckers  from  it,  and  now  about 
two  acres  are  planted  with  grafts  of  this  hybrid. 
The  general  aspect  of  the  tree  is  that  of  Mara- 
gogipe coffee.  The  leaves  are  large,  broad,  curled 
and  ribbed;  25  cM.  long,  15  cM.  broad.  The  fruit 
is  large,  oblong,  dark  blood  red,  and  far  larger 
than  in  robusta,  but  smaller  than  in  pure  mara- 
gogipe. The  produce  looks  attractive  because  of 
the  large  size  of  the  beans  as  compared  with  com- 
liion  robusta.  Up  to  now  the  quantity  has  not 
been  sufficient  for  a roasting  trial  and  a testing  of 
the  taste,  but  it  may  be  expected  to  be  good,  as  the 
male  parent  produces  the  best  flavored  coffee 
known.  The  hybrid  is  easy  to  graft,  and  the  tree 
gives  good  production,  differing  in  this  respect 
from  true  Maragogipe  coffee.  It  is  about  inter- 
mediate between  robusta  and  the  last  mentioned 
variety. 

This  species  is  still  under  trial  and  it  will  be  a 
few  years  before  large  samples  can  be  sent  to 
experts.  It  seems,  however,  a promising  hybrid, 
a highly  flavored  and  still  productive  coffee. 
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ALL  ABOUT  CHINA  TEA 

The  Rise  and  Fall  of  Foreign  Trade  and  the 
Present-Day  Methods  of  Culture  and 
Manufacture  Briefly  Told 

Bv  JrLF.AN*  Arnold 

I’eking,  China 

The  luist  liulia  Company  in  1678  carried  to 
England  4.713  pounds  of  Chinese  tea  on 
speculation.  It  was  considered  a “drug  on  the 
market.”  But  British  imports  of  this  tea  subse- 
quently increased  to  nearly  200,000,000  pounds, 
half  of  which  was  for  British  consumption. 
China’s  high-water  mark  in  the  tea  trade  was 
reached  by  188(1,  when  its  total  exports  were 
300.000,000  pounds.  In  1838  the  first  Indian  tea 
reached  the  London  market.  By  i860  this  had 
developed  into  a trade  of  1,000,000  pounds;  prior 
to  that  date  it  may  be  said  that  China  supplied 
the  needs  of  the  entire  world. 

The  Re.\k  of  China’s  Foreign  Trade 
Five  years  later  China  was  supplying  96  per 
cent  of  the  world’s  consumption,  India  and  Java 
making  up  the  rest.  A notable  event  in  connec- 
tion with  the  Indian  tea  trade  was  the  celebra- 
tion in  1888  of  the  fiftieth  anniversary  of  the  in- 
troduction of  Indian  tea. into  England,  at  which 
time  it  was  announced  that  Indian  and  Ceylon 
teas  had  just  passed  the  50  per  cent  mark  in  the 
imports  of  tea  into  Great  Britain,  thus  taking 
from  China  the  supremacy  which  it  had  held  up 
to  that  time.  Exports  of  British  Indian  teas  have 
come  to  exceed  the  exports  of  Chinese  teas  in  the 
world's  foreign  trade.  For  the  year  1905,  there 
were  consumed  in  the  British  market  only  6,700,- 
coo  pounds  of  Chinese  tea,  representing  2.5  per 
cent  of  the  total  consumption — indicating  that 
British-grown  teas  had  almost  completely  ousted 
Chinese  teas  in  the  British  markets.  It  is  inter- 
esting to  note  in  this  connection  the  rapid  rise  of 
Java  teas  in  the  tea  world;  Java’s  tea  exports  are 
soon  expected  to  reach  100,000,000  pounds  a year. 
The  displacement  of  Chinese  with  Indian  and 
Ceylon  teas  in  the  Australasian  market  has  been 
even  more  complete. 

Chi.na  Now  Lm PORTING  Tea 
Thus  in  forty  years’  time  Chinese  teas  were 
almost  completely  displaced  in  the  British  tea- 
consuming  markets  by  British-grown  teas. 
Stranger  still,  the  customs  returns  of  traile  from 
China  show  that  between  25.000,000  and  30,000,- 
000  pounds  of  foreign  teas  are  being  imported 
into  China  each  year,  the  bulk  being  from  India 
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and  Ceylon.  This  is  the  result  of  British  enter- 
prise and  business  organization  in  contrast  to  the 
lack  of  such  qualities  on  the  part  of  the  Chinese, 
for,  according  to  tea  experts  and  judges  of  good 
teas,  Chinese  teas  are  superior  in  delicacy  of 
tlavor  to  those  produced  elsewhere. 

The  Chinese  are  apjireciating  the  seriousness 
of  the  situation,  and  there  are  indications  that 
effective  steps  will  he  taken  during  the  next  ten 
or  fifteen  years  to  repopularize  Chinese  teas 
abroad  and  bring  to  the  country  the  tens  of  mil- 
lions of  dollars  that  the  possibilities  in  this  trade 
involve.  Certain  legislation  in  the  United  States 
and  corresponding  sentiment  throughout  the 
world  will  create  plentiful  opportunities  for  bev- 
erages such  as  tea,  so  that  there  will  be  room 
for  continued  expansion  in  Indian  and  Ceylon 
products  even  though  Chinese  teas  should  succeed 
in  doubling  and  tripling  their  consumption  among' 
Western  peoples. 

Cla.sses  and  Qualities  of  Te.\ 

The  different  kinds  of  teas  in  China  have  been 
classihed  as  follows ; 

Black  Teas. — Anhui  Province — Keemun  ; Ki- 
angsi  Province — Ningchow  and  ]\Ioning;  Hupeh 
Province  — Copacks,  Sungyang,  Yungloutung, 
Tongsan,  Ichang  and  Cheongshukai ; Hunan 
Province — Oonahms,  Oanfa,  Tiling,  Xipkasee, 
Wunkai,  Lowyong  and  Shuntam ; Fukien  Prov- 
ince— Congou,  Panyong,  Packlum,  Souchong, 
Soomoo,  Suey  Kuts  and  Oolong.  The  blends  of 
these  are  known  as  Scented  Capers,  Scented 
Orange  Pekoe,  Pouchong,  Kooloo  and  Flowery 
Pekoe. 

Green  Teas. — Anhui  Province — Moyune.  Tien- 
kai  and  Fychow ; Chekiang  Province — Pingsuey, 
Hoochow  and  Wenchow.  These  make  the  blends 
known  as  Sowmee  (also  known  as  “Shanghai 
Packed”),  Gun])owder  (Siaou  Chu,  small  leaf). 
Imperial  (Ta  Chu,  large  leaf),  Hyson,  Young 
Hyson,  Hyson  Skin  and  Twankay. 

The  Oolong  teas  are,  strictly  speaking,  neither 
black  nor  green.  Flowery  pekoes  are  white, 
velvety-tipped  teas  made  only  from  the  tender 
young  buds  that  appear  at  the  beginning  of  the 
season.  The  choicest  Oolong  is  known  as  the 
“silver  tipped,”  which  is  also  made  from  the 
tender  leaves  of  the  early  pickings. 

The  fragrance  of  scented  teas  is  not  natural. 
It  is  imparted  by  firing  with  the  leaves  of  the 
jasmine  or  gardenia  flowers.  The  high-grade 
teas  are  not  artificially  scented.  A true  lover  of 
tea  delights  in  the  natural  aroma  of  high-grade 
teas,  but  tea  is  robbed  of  its  natural  aroma  when 
drunk  with  milk  or  as  ordinarily  prepared  by 
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the  American  housewife  who  has  not  learned  the 
art  of  preparing  tea.  The  Chinaman  in  preparing 
tea  places  a pinch  of  leaves  in  a Chinese  teacup, 
which  is  without  a handle,  pours  boiling  water 
over  them,  and  places  the  co^'er  on  the  cup.  In  a 
few  seconds  the  tea  is  ready  for  drinking;  the 
covered  cup  is  raised  to  the  mouth,  and,  with  the 
fingers  of  the  hand  holding  the  cup,  the  lid  is 
moved  just  sufficiently  to  permit  the  liquid  to 
flow  into  the  mouth  as  the  cup  is  tilted. 

Tea  is  black  or  green  according  to  the  method 
of  preparation  or  manufacture.  The  Oolongs  of 
Formosa  and  Foochow  are  prepared  in  a manner 
quite  distinct  from  that  followed  in  the  prepara- 
tion of  either  green  or  black  teas. 

Culture  and  Foreign  Trade 

In  China  tea  is  not  grown  on  plantations.  The 
individual  farmers  throughout  China  cultivate 
small  pieces  of  ground,  whatever  the  crop  may 
be;  in  fact,  the  agriculturists  of  China  are 
gardeners  rather  than  farmers.  The  tea  leaves 
are  picked  mostly  by  girls  and  women,  with  gen- 
erally three  pickings  a season.  They  are  with- 
ered in  the  sun  after  picking,  after  which  they 
are  fired.  In  the  case  of  green  teas,  the  leaves 
are  roasted  almost  immediately  after  they  are 
picked,  rolled  into  balls  by  hand  to  crack  the 
veins  and  set  the  acids,  and  then  dried  quickly. 
The  black  teas  are  subjected  to  a longer  process 
of  firing  and  drying.  The  Indian  and  Ceylon 
teas  are  machine  rolled.  The  more  delicate  and 
smaller  leaves  of  the  Chinese  teas  are  not  suc- 
cessfully prepared  by  machine  rolling.  This  is 
particularly  true  of  the  Oolongs,  which  require  a 
very  elaborate  process  of  hand  rolling. 

The  principal  ports  of  export  are  Hankow 
and  Kiukiang  for  black  teas,  Hangschow, 
Ningpo,  Kiukiang  and  Santuao  for  green  teas, 
and  Foochow  for  Oolong  and  black  teas.  The 
exports  of  tea  for  the  year  igi7  were  150,000,000 
pounds,  valued  at  30,000,000  taels  ($30,000,000 
gold),  the  lowest  figures  on  record.  Tea  for 
many  years  ranked  first  in  value  in  China’s  ex- 
ports. It  now  ranks  third,  coming  after  silk  and 
beans,  and  is  likely  soon  to  be  surpassed  by  cot- 
ton, hides  and  oils,  unless  more  enterprise  and 
organization  are  imparted  to  the  industry  by  the 
Chinese  themselves,  who,  as  stated,  now  appear 
to  realize  the  seriousness  of  the  situation. 

FREE  TRADE  FOR  COFFEE  IMPORTERS 
Washington,  D.  C.,  Jan.  16,  igiq.—The  War 
Trade  Board  announced  to-day  that  hereafter 
licenses  will  be  issued  to  any  licensee,  where  the 
applications  are  otherwise  in  order,  for  the  im- 
portation of  coffee  from  any  country. 


TEA  DRINKING  IN  SPAIN 

This  Review  of  the  Spanish  Market  Shows  That 
the  Demand  is  Growing  and  Can  Be 
Further  Increased 


By  Edward  J.  Norton 

Malaga,  Spain 

pOR  many  years  the  leading  food  beverage  of 
the  Spanish  people  has  been  chocolate-  in 
1915  Spain  held  the  seventh  place  among ’the 
cocoa-consuming  countries  of  the  world.  Statis- 
tics show  that  the  per  capita  coffee  consumption 
of  Spam  is  very  small  compared  with  that  of 
most  European  countries;  and  the  trade  in  tea 
IS  very  small  indeed.  According  to  official  sta- 
tistics, the  imports  of  tea  (including  substitutes 
and  verba  mate)  into  Spain  during  1915  totaled 
359,853  pounds;  in  1916,  449,193  pounds,  and  in 
1917,  292,722  pounds. 

Notwithstanding  the  limited  volume  of  im- 
ports. it  is  evident  that  the  Spanish  demand  for 
tea  IS  growing.  Malaga  dealers  say  that,  while 
a few  years  ago  their  tea  trade  was  confined  to 
foreigners,  they  now  have  an  increasing  number 
of  Spanish  customers.  An  investigation  of  the 
situation  here  shows  that  the  demand  is  confined 
to  black  (China)  teas.  There  is  little  consump- 
tion of  green  leaf. 

Prices  for  Package  and  Bulk  Goods 

Imports  are  about  equally  divided  between  bulk 
and  package  teas.  In  the  package  trade,  eighth 
and  quarter-pound  packages  are  most  popular; 
dealers  carry  very  little  stock  in  half-pound  and 
pound  sizes.  Retail  prices  for  one  English  brand 
(before  the  war)  ranged  from  the  equivalent  of 
30  cents  American  currency  to  43  cents  per 
eight-pound  package.  Lower  qualities  of  other 
bra-nds  could  be  had  at  35  cents  and  up  to  50 
cents  per  quarter  pound. 

For  teas  in  bulk,  pre-war  retail  prices  ranged 
from  about  $i  to  $1.75  per  kilo  (2.2046  pounds). 
Lately,  Tlue  to  the  difficulty  of  receiving  fresh 
supplies  and  the  fact  that  most  dealers  are  either 
completely  out  of  teas  or  very  short,  prices  have 
risen  to  an  excessive  degree.  A good  quality 
tea  in  bulk  is  now  retailed  at  $4,25,  and  ordinary 
grades  at  about  $2  per  kilo. 

The  sale  and  distribution  throughout  Spain  of 
one  well-known  brand  of  tea  is  in  the  hands  of 
a general  agent  located  at  Bilbao,  who  controls 
a number  of  regional  sub-agencies.  A second 
large  packer  has  a general  selling  agency  at 
Barcelona ; and  a third,  in  the  Malaga  district, 
has  direct  relations  with  local  dealers. 
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The  masses  of  the  people  who  live  in  the  small 
towns  and  villages  of  the  Malaga  consular  dis- 
trict are  unfamiliar  with  tea;  they  have  possibly 
heard  that  such  a product  exists,  but  very  few 
have  ever  tasted  it.  In  the  cities,  however,  tea 
is  generally  known,  although  its  consumption  is 
limited  to  the  middle  and  wealthy  classes.  Span- 
ish consumers  do  not  take  tea  with  meals  as  do 
American  or  English  tea  drinkers.  Here,  in  the 
south  of  Spain,  tea  is  generally  made  to  accom- 
pany light  refreshments  taken  late  in  the  after- 
noon. The  custom  of  serving  afternoon  tea  is 
steadily  gaining  popularity  in  better  class  Malaga 
homes. 

The  leading  hotels  all  serve  tea  in  the  after- 
noon; but  tea  rooms  have  never  been  successful 
in  Malaga.  Only  one  of  the  numerous  cafes  here 
makes  a specialty  of  serving  tea,  and  even  this 
has  been  a moderate  success  only. 

On  the  whole  the  Spanish  market  for  tea  is 
believed  to  be  capable  of  considerable  develop- 
ment. Coffee  and  chocolate  are  both  more  ex- 
pensive beverages  than  tea,  and  a systematic 
advertising  and  demonstrating  campaign  might 
bring  profitable  results.  The  means  and  methods 
of  sale  and  distribution  must  be  carefully  studied. 
Probably  the  best  way  to  develop  the  Spanish 
tea  trade  would  be  through  a general  agency  con- 
trolling sub-agency  and  distributing  depots  at 
the  more  important  cities. 

The  customs  duty  on  tea  is  150  pesetas  per 
TOO  kilos,  equivalent  at  normal  exchange  to  $13.13 
per  100  pounds. 


PARAGUAY’S  YERBA  MATL  TRADE 
[special  correspondence] 

Asuncion,  Paraguay,  Dec.  24,  1918. — It  is 
well  known  that  there  is  a demand  for  a larger 
output  of  yerba  mate  than  is  produced  in  this 
country.  As  most  of  the  yerba  lands  are  owned 
by  foreign  corporations  that  are  content  with  the 
markets  found  in  Argentina  and  other  neigh- 
boring republics,  no  attempt  is  made  to  increase 
the  yield  of  yerba  mate,  nor  to  find  a market  for 
it  in  Europe  and  the  United  States,  where  it 
appears  that  the  product  would  find  acceptance. 


MORE  COFFEE  RESTRICTIONS  OFF 
[from  a staff  correspondent] 
Washington,  D.  C.,  Jan.  21,  1919. — The  War 
Trade  Board  announced  to-day  that  Haitian  and 
Porto  Rican  coffees  are  to  be  removed  from  the 
Export  Conservation  List  beginning  January  24, 
and  that  thereafter  licenses  for  export  will  be 
granted  freely.  Lamm. 


PORTO  RICO  COFFEE  PRICES  UP 

Short  Crops  and  Increased  Domestic  and 
Foreign  Demand  Force  Wholesale 
and  Retail  Prices  Higher 

[from  a staff  correspondent] 

San  Juan,  Porto  Rico,  Jan.  8,  1919. 

Fifty  cents  a pound  and  even  more  is  the 
prediction  that  the  grocers  of  San  Juan  arc 
making  concerning  the  retail  price  of  coffee  in 
the  very  near  future.  It  reached  40  cents  yes- 
terday. That  the  record  for  high  prices  will  in 
a short  time  be  passed  by  a big  margin  seems 
assured.  The  impetus  towards  high  prices  seems 
to  have  good  momentum,  for  in  about  a month 
retail  quotations  have  shot  from  24  to  36  and 
40  cents. 

The  causes  for  the  rise  in  price,  according  to 
the  retailers,  are  the  small  island  crop  and  the 
reviving  exportation  to  European,  principally 
Spanish,  markets.  It  is  generally  conceded  that 
there  is  a scarcity  of  the  article  in  the  island 
coffee  centers. 

Spain  is  taking  a great  quantity  of  coffee  from 
the  island.  Porto  Rico  has  always  shipped  a 
great  part  of  its  coffee  crop  to  the  Spanish  market, 
though  for  some  time  during  the  war  shipments 
were  stopped. 

Porto  Ricans  Are  Fond  of  Coffee 
Though  in  some  parts  of  the  world  it  may  be 
regarded  as  a luxury  or  as  an  unhealthful  stimu- 
lant for  which  substitutes  should  be  advertised 
and  at  which  physiologists  should  rage,  Porto 
Ricans  generally  consider  coffee  a most  necessary 
and  desirable  food,  something  without  which  no 
meal  is  complete  and  which  can  even  be  taken  with 
great  profit  between  meals.  Throughout  the  island 
the  usual  breakfast,  or  “desayuno,”  is  bread  and 
coffee,  and  that  the  second  is  deemed  the  more 
important  part  of  the  combination  is  shown  by  the 
fact  that  the  meal  is  generally  called  “cafe.”  In- 
deed, in  the  country  districts  among  the  country 
laborers  coffee  is  more  than  the  principal  part,  it 
is  the  whole  meal,  cafe  puya  being  the  traditional 
breakfast. 

Naturally  the  rise  in  price  of  the  beverage  will 
be  keenly  felt  by  these  people.  In  San  Juan  yes- 
terday morning  one  of  the  largest  and  best  cafes, 
especially  famous  for  its  coffee,  announced  that 
the  price  had  gone  from  5 to*  10  cents  a cup, 
“Which  means,”  said  a merchant,  “that  my  break- 
fast goes  up  50  per  cent  in  price,  since  cafe  and 
mallorca  now  cost  me  15  cents.” 

Very  little  Brazilian,  “American  coffee”  as  it  is 
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called,  conies  into  the  island.  The  native  Porto 
Rican  and  most  Americans  who  have  lived  on 
this  island  for  some  time  consider  it  far  inferior 
to  island-grown  coffee.  Furthermore,  its  importa- 
tion in  large  quantities  would,  according  to  one 
dealer,  be  hotly  resented  by  press  and  public.  At 
present,  however,  such  importation  would  ap- 
parently afford  little  relief,  since  the  present  sup- 
ply held  by  one  grocery  store  is  selling  at  45  cents 
a pound. 

Porto  Rico  is  consuming  50  per  cent  more  coffee 
to-day  than  she  did  twelve  months  ago,  according 
to  a San  Juan  coffee  dealer.  Since  the  island  went 
“dry"’  the  coffee  habit  has  apparently  taken  an 
even  stronger  hold  upon  the  public  than  before, 
and  it  has  always  been  quite  a habit  here. 

The  grower  has  a short  crop  but  is  getting  high 
prices  outside,  and  if  the  island  wants  to  drink 
local  coffee,  and  more  of  it  than  before,  consumers 
here  will  have  to  pay  the  price.  The  crop  is  large 
enough  to  supply  the  island’s  needs,  but  local  con- 
sumers will  have  to  compete  with  outside  offers 
if  they  want  to  keep  the  coffee  in  the  island.  As 
Porto  Rico  refuses  to  drink  any  but  its  own  cof- 
fee it  is  certain  the  price  will  be  met. 

The  coffee  market  here  began  jumping  a week 
or  two  ago,  and  it  has  been  going  up  ever  since. 

H.xrwood  Hull. 


SWITZERLAND’S  COFFEE  IMPORTS 


The  Government  Will  Control  All  Imports 
and  Has  Taken  a Coffee  Census — Agree- 
ment With  Italy  Already  Made 

[special  correspondence] 

Berne,  Switzerland,  Dec,  15,  1919. 

A S a basis  for  trade  agreements  with  other 
nations,  and  as  a guide  in  controlling  imports 
into  Switzerland,  the  Federal  Council  (as  the 
government  is  called  here)  recently  ordered  a 
census  of  all  the  coffee  held  by  Swiss  wholesale 
and  retail  coffee  dealers.  Every  merchant  was 
required  by  law  to  report  by  registered  letter  on 
or  before  December  5 the  amount  of  coffee  held 
in  store,  whether  roasted  or  not.  They  were  also 
required  to  report  the  source  of  their  supply. 
The  Government  wanted  to  know  where  the  coffee 
came  from,  from  whom  it  was  bought  and  what 
was  paid  for  it.  Any  dealer  failing  to  report  or 
making  false  statements  was  liable  to  be  fined 
20,000  francs  or  imprisoned. 

Coffee  Smugglers  Punished 
At  Zurich  the  other  day  three  merchants  were 
severely  punished  for  exporting  coffee,  presumably 


to  Germany  and  Austria,  although  the  Swiss 
courts  never  mention  any  names  in  such  cases, 
in  order  to  avoid  foreign  complications.  The  ac- 
cused had  exported  459,120  kilograms  of  coffee 
in  violation  of  the  law,  as  it  was  imported  into 
Switzerland  under  the  so-called  S.  S.  S.  clause, 
which  means  that  the  import  of  coffee  into  Switz- 
erland was  permitted  by  the  Allies  under  the  con- 
dition that  it  must  not  be  exported  into  territory 
of  the  Allies’  enemies. 

One  of  the  trio  was  sentenced  to  serve  five 
months  in  jail  and  pay  a fine  of  3,000  francs,  an- 
other received  a sentence  of  three  months  in  jail 
and  a fine  of  3,000  francs,  while  the  third  has  to 
serve  one  month  in  jail  and  pay  1,000  francs. 

Italy  to  Send  Coffee  to  Switzerland 
The  Swiss  Government  ratified  a trade  agree- 
ment with  Italy  the  other  day.  Under  this  treaty 
Italy  is  required  to  export  to  Switzerland  750 
bags  of  coffee  every  month.  Of  course,  coffee 
is  only  one  of  the  necessaries  of  life  thus  ob- 
tained, for  which  Switzerland,  in  exchange,  sends 
cellulose,  wood  pulp  and  dye  stuffs  to  Italy. 

G.  S. 


COFFEE  HOUSES  IN  SWITZERLAND 
[special  correspondence] 

Berne,  Switzerland,  Dec.  15,  1918. — Fifteen 
prizes  were  awarded  in  a recent  competition  at 
Zurich  for  the  most  practical  and  attractive  plan 
for  a municipal  coffee  house.  A Swiss  association 
interested  in  public  welfare  and  an  advocate  of  the 
establishment  of  such  houses  as  public  recreation 
centers  and  reading  rooms  was  behind  the  contest. 

In  all  148  plans  were  submitted.  The  first  prize 
was  awarded  an  architect  in  Lausanne.  All  the 
plans  are  exhibited  at  a public  school,  and  will 
be  taken  to  other  cities  of  Switzerland,  in  their 
turn,  for  exhibition  purposes.  A jury  of  eminent 
scholars,  clergymen,  architects  and  business  men 
selected  the  prize  winners.  It  is  hoped  that  the 
municipal  coffee  house,  if  made  attractive  enough,, 
will  wean  the  rising  generation  from  places  where 
alcoholic  liquors  are  sold  and  served.  G.  S. 

NEW  YORK  BIAS  A NEW'  TEA  ENAMINER 
John  W.  McCormick,  a New  York  tea  broker, 
has  liecn  chosen  by  Supervising  Tea  Examiner 
Mitchell  to  fill  the  post  of  U.  S.  Tea  Examiner  for 
the  port  of  New  York,  to  succeed  A.  J.  Schindler, 
who  resigned  January  i.  Mr.  McCormick  is 
widely  known  in  the  tea  trade,  and  was  connected 
with  Hewlett  & Lee  for  about  twenty  years  pre- 
vious to  embarking  in  the  brokerage  business  on 
his  own  account. 
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JAVA’S  WAR-TIME  TEA  TRADE 

Showing  the  Changes  In  the  Destinations  of 
Shipments  During  the  Past 
Three  Years 


[special  corresponpexce] 

Batavia,  Java.  Nov.  12,  1918. 

COMPARISON  of  the  export  figures  for 
the  first  nine  months  of  1918  with  those  for 
the  corresponding  months  of  1916  and  1917.  dis- 
closes marked  changes  in  the  destination  of  the 
teas  shipped  from  the  Netherlands  East  Indies  to 
foreign  countries,  due  altogether  to  the  war.  Hol- 
land. ordinarily  the  largest  purchaser,  received 
no  Java  teas  during  January-September,  1918. 
and  Russia,  which  previously  took  between  15,- 
000.000  and  20.oco.coo  pounds,  received  less  than 
i.ooo.coo  pounds. 

The  reverse  is  true  of  the  United  States,  which 
in  January-September,  1916,  purchased  606,472 
pounds  (this  total  including  shipments  to  Canada, 
for  which  no  separate  figures  are  available),  and 
in  the  corresponding  months  of  1918,  29,617,352. 
The  United  States  has,  therefore,  become  the 
largest  purchaser  of  Java  teas. 

Exports  bv  Countries  of  Destination 
Details  of  Java’s  tea  exports  during  January- 
September  of  the  last  three  years,  by  countries 
of  destination,  are  given  below  : 

/■ January-September v 


1916 

1917 

1918 

Exported  to 

Pounds 

Pounds 

Pounds 

United  States  } 

Canada  ) 

606,472 

22,000,328 

( 29,617,352 
1 7,248,956 

Holland  

27,797,553 

207,176 

Great  Britain.... 

16,955,403 

3.742,392 

Russia  

19,975,663 

5,024,818 

16,763,624 

Australia  

11,167,668 

5,560.692 

Singapore  

483,277 

222,604 

522,348 

Other  destinations 

5,808,422 

6,689,140 

1,641,980 

Total  

76,651,608 

60,792,932 

45,587,536 

Po.st-\Var  Trade  With  America 
The  question  of  post-war  trade  in  tea  between 
the  Netherlands  East  Indies  and  the  United  States 
is  one  of  great  importance  to  local  growers  and 
exporters,  and,  no  doubt,  a strong  effort  will  be 
made  to  retain  a proportional  share  of  the  Ameri- 
can tea  trade  in  competition  with  Indian,  Japanese 
and  Chinese  teas,  which  have  in  the  past  con- 
trolled the  American  market. 

Criticism  has  been  expressed  here  in  respect 
to  the  reported  overloading  of  the  American  mar- 
ket w'ith  Java  teas,  and  also  in  some  cases  in  re- 
spect to  the  poor  quality  of  leaf  shipped.  It  has 
been  freely  stated  in  the  local  press  that  unless 
some  method  of  control  be  exercised  as  regards 
the  grades  of  teas  sent  to  the  United  States  future 


trade  in  that  market  would  be  lost  and  shipments 
would  drop  to  the  pre-war  level.  E.  A.  C. 


TEA  LAW  UNCHANGED 

Board  of  Experts  Are  Understood  to  Have 
Recommended  to  W^ashington  That  the 
Old  Regulations  Be  Continued 

The  U.  S.  Board  of  Tea  Experts  is  understood 
to  have  recommended  to  ashington,  as  a 
result  of  their  recent  meetings  in  the  New  York 
Appraisers’  Stores,  January  9 to  14.  that  the  tea 
regulations  be  continued  in  force  without  change. 
Herbert  G.  Woodworth  was  re-elected  chairman 
of  the  Board  and  George  F.  IMitchell  secretary. 

The  standards  seleeted  by  the  Tea  Board,  w'hich 
go  into  effect  ^lay  i,  1919,  are  about  the  same  as 
those  now  in  force,  with  the  exception  that  the 
Congou  is  perhaps  a little  higher  in  quality  and 
the  Young  Hyson  and  Indian  contain  few'er 
“floaters”  than  last  year. 

Since  the  Board  met  so  much  earlier  this  year 
than  usual,  it  is  hoped  that  the  standards  will  be 
ready  long  before  the  tea  buyers  leave  for  the  Far 
Easfi  so  that  they  wdll  have  an  opportunity  to 
study  the  new  standards  before  leaving  and  also 
take  a set  wfith  them. 


MORE  GERMAN  TEA  SUBSTITUTES 
Among  the  many  things  which  the  Germans 
have  taken  up  as  substitutes  for  tea  are  the  flowers 
of  lime  or  linden  trees.  During  the  early  summer 
they  gathered  large  quantities  of  the  flowers, 
which  are  now'  well  dried,  and  according  to  con- 
noisseurs are  ready  for  consumption. 

The  stocks  of  linden  tea  must  be  immense,  for 
regiments  of  soldiers  and  school  children  were 
engaged  in  collecting  the  flowers.  Of  course, 
linden  flowers  are  not  the  only  substitutes  for  tea. 
Some  have  been  collecting  stems  of  cherries,  dried 
them  in  a shady  place  and  stored  them  away. 
Now  they  boil  the  dried  stems  and  drink  the  broth 
as  tea.  It  is  claimed  it  is  almost  as  good  as  black 
tea.  At  any  rate,  it  is  just  as  black!  G.  S. 

COFFEE  IN  RED  CROSS  RESCUE  WORK 
Coffee  proved  a valuable  feature  in  the  rescue 
work  of  the  Red  Cross  during  the  landing  of  the 
soldiers  from  the  transimrt  Northern  Pacific, 
which  grounded  on  hire  Island  during  a January 
storm.  Hundreds  of  pounds  of  coffee  were  used 
to  brew  drinks  over  a huge  bonfire  built  on  the 
beach  in  the  open.  The  stocks  of  the  Fire  Island 
merchants  were  quickly  wiped  out. 
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WILD  GINGER  IN  COLOMBIA 


A Government  Official  Discovers  That  It  is 
Indigenous  to  This  South  American 
Country  and  Grows  Wild  There 

INURING  a trip  to  the  Sierra  Nevada  region 
of  Northern  Colombia  recently,  M.  T.  Dawe, 
Director  of  Agriculture  for  the  Republic  of  Co- 
lombia, discovered  that  ginger  grows  wild  on 
extensive  areas  in  the  foothills  of  the  mountains 
and  the  Eastern  Cordillera.  He  says  the  root  is 
indigenous  to  this  South  American  country,  which 
contradicts  the  long-held  belief  that  ginger  was 
originally  a native  of  tropical  Southeast  Africa. 

Speaking  of  the  commercial  importance  of  the 
discovery,  the  discoverer  says  in  “Tropical  Life” 
that  “there  are  extensive  wild  sources  of  a valu- 
able product  which  can  be  immediately  exploited, 
and  a new  local  industry  established  in  the  col- 
lection and  preparation  of  the  roots. 

“Apart  from  the  question  of  the  exploitation  of 
the  wild  product  arises  the  possibility  of  its 
cultivation,  and  the  initiation  of  a new  plantation 
industry  for  this  part  of  Colombia.  Ginger  is  well 
known  to  be  somewhat  fastidious  as  to  soils,  the 
most  valued  root  being  produced  in  Jamaica, 
where  it  was  probaldy  introduced  originally  from 
South  America  and  not  the  East. 

“The  fact  that  ginger  is  indigenous  is  proof  that 
not  only  the  soil,  but  also  the  climate,  is  appro- 
priate; and  it  therefore  only  remains  for  planters 
to  take  up  its  cultivation  as  a plantation  industry. 
I have  noted  that  the  roots  of  cultivated  ginger 
are  generally  double  the  size  of  the  wild  product. 
A word  of  warning  should,  however,  be  given 
regarding  its  curing  and  drying;  whatever  method 
be  employed ‘the  roots  must  be  thoroughly  dried 
and  bleached  before  shipment,  or  it  may  reach  the 
market  in  a mouldy  or  decayed  condition  and 
bring  disappointment  at  the  outset.” 


WHAT  WON  THE  WAR 
A certain  general,  high  up  in  the  United  States 
Army,  recently  stated  that  he  considered  bread, 
bacon  and  coffee  three  essentials  in  winning  a 
war,  this  conclusion  being  based  on  the  experi- 
ence of  the  American  troops  on  the  European 
battlefields. 


RICE  IMPORTS  AGAIN  PROHIBITED 
Rice  has  again  been  added  to  the  War  Trade 
Board’s  list  of  restricted  imports,  and  no  licenses 
will  be  issued  except  to  cover  in-transit  ship- 
ments. 


CHINESE  CASSIA  AND  GINGER 

A Brief  Description  of  How  These  Spices  Are 
Grown,  Manufactured  and  Marketed 


By  JuLE.VN  Arnold 
Peking.  China 

ASSIA  (Cinnomomiini  cassia)  is  a large  and 
^ useful  tree  found  on  the  borders  of  Kwan- 
tung  and  Kwangsi  provinces  and  in  South  China 
generally.  The  bark,  cassia-lignea,  is  stripped  off, 
allowed  to  lie  for  24  hours,  during  which  time 
it  undergoes  a species  of  fermentation,  and  the 
epidermis  is  easily  scraped  off.  It  dries  into  a 
quilled  shape,  in  which  it  comes  to  market.  It  is 
smaller  quilled,  breaks  shorter,  and  is  less  pungent 
and  acrid  than  cinnamon.  During  1916  10,000,000 
pounds  of  the  bark  were  exported  from  Canton 
via  Hongkong. 

Cassia  oil  is  obtained  from  the  leaves  and  the 
twigs  by  distillation  and  is  used  in  medicine.  It  is 
also  used  in  perfumery  and  flavoring  condiments. 
Cassia  buds,  refuse  and  twigs  to  the  extent  of 
6,000,000  pounds  were  exported  during  1917. 

Ginger  and  Galangal 

Ginger  (Zingiber  officinale)  is  grown  in  the 
West  River  and  hilly  districts  of  Northwestern 
Kwangtung,  throughout  Szechwan,  and  in  certain 
central  provinces.  It  is  eaten  to  a considerable 
extent  in  the  green  state  as  a condiment  and  a 
corrective..  The  preserved  ginger  comes  mostly 
from  Canton. 

Galangal  (Alpinia  ofHcinarum)  is  sometimes 
mistaken  for  ginger  proper.  It  belongs  to  the 
ginger  family.  The  root  is  smaller  than  that  of 
the  ginger,  being  usually  about  2 inches  long  and 
half  an  inch  thick.  It  tastes  like  a combination  of 
ginger  and  pepper.  It  is  used  as  a preserve,  like 
ginger,  and  also  medicinally.  A good  deal  of  it 
goes  to  the  United  States  as  ginger.  It  is  culti- 
vated in  the  island  of  Hainan,  off  the  Kwangtung 
coast.  China  exports  about  1,000  tons  of  galangal 
and  5,000  tons  of  ginger  annually. 


NOVEMBER’S  TOTAL  TEA  IMPORTS 
During  November,  1918,  12,278,920  pounds  of 
tea  were  brought  into  the.  United  States,  as  com- 
pared with  17,482,740  pounds  in  the  preceding 
month.  Thie  countries  of  origin  and  the  quanti- 
ties (in  pounds)  sent  from  each  were:  Canada, 

130,310;  China,  1,824,026;  Japanese  China,  37,554: 
British  India,  684,594;  other  British  East  Indies, 
814,406;  Dutch  East  Indies,  1,629,934;  Hongkong, 
52,012;  Japan,  8,106,044;  Australia  and  Tas- 
mania, 40. 
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AMERICAN-GROWN  CHICORY 

When  the  War  Barred  Importations  of  German- 
Grown  Seed  the  United  States  Began 
to  Raise  Its  Own  Seed 

D EFORE  the  mithreak  of  the  Great  War,  the 
^ United  States  was  almost  wholly  dependent 
upon  Germany  for  its  chicory  seed  from  which 
to  grow  the  root  that  some  drinkers  like  to  have 
mixed  with  their  coffee.  With  the  beginning  of 
hostilities  the  supply  from  Germany  was  cut 
off  and  Americans  had  to  rely  entirely  on  their 
own  product.  France,  too,  was  in  the  same  posi- 
tion, depending  quite  altogether  upon  Germany 
for  her  supplies,  although  taking  some  from 
Belgium. 

So  out  of  the  war  there  sprang  up  in  the 
Ihiited  States  another  industry  which,  it  had  been 
thought,  Germany  alone  could  carry  on  success- 
fully. In  discussing  the  post-war  chicory  seed 
situation  in  the  United  States,  E.  *B.  ]\Iuller  & 
Co.,  New  York,  said  that  they  had  been  making 
costly  experiments  and  have  been  successful  in 
producing  sufficient  seed  in  this  country  for  the 
requirements  of  the  United  States. 

In  describing  their  work.  Air.  Muller  had  the 
following  to  say  : 

“Growing  seed,  as  everybody  knows,  is  a pecu- 
liar thing.  In  the  case  of  chicory  the  root  has 
to  be  grown  first  and  special  precaution  must  be 
taken  when  harvesting  it.  After  that  the  suc- 
cessful storing  of  the  root  during  the  winter, 
when  mildew  and  decay  is  liable  to  spoil  the 
entire  stock,  is  of  great  importance.  In  the 
spring  the  roots  are  planted  one  by  one,  leaving 
sufficient  space  for  the  coming  crop ; then  during 
growing  time  cliniatical  • conditions  can  again 
destroy  the  entire  work. 

“We  experimented  for  several  years,  employing 
three^  agriculturists,  who  first  took  care  of  the 
growing  of  the  root;  second,  the  harvesting;  third, 
preserving  of  it  during  the  winter;  fourth,  the 
planting  and  growing  and  harvesting  of  the  seed 
crop,  and,  finally,  the  threshing  and  cleaning  of 
the  seed. 

“We  met  with  little  success  the  iirst  few  years, 
but  finally  succeeded  in  producing  a crop  of  high 
germinating  seed  sufficient  for  the  requirements 
of  the  United  States.” 

In  reference  to  the  recent  refusal  of  the  Gov- 
ernment to  issue  a permit  for  the  importation  of 
a certain  quantity  of  chicory  seed  from  Switzer- 
land, Mr.  Muller  said  the  War  Trade  Board 
refused  permission  evidently  because  there  was 
a very  strong  suspicion  of  the  seed  being  of  Ger- 
man origin,  as  Switzerland  is  not  known  as  a 
chicory  root  or  seed-producing  country.  He 
added  that  France  has  developed  her  seed- 
growing industry  during  the  war,  so  that  now 


there  are  ample  supplies  of  French-grown  seed, 
and  that  in  view  of  the  success  of  the  new  in- 
dustry in  this  country  the  importation  of  any  seed 
of  (juestionable  origin  is  entirely  unwarranted; 
of  course,  the  importation  of  German  seed  is 
absolutely  prohibited  under  the  'I'l-ading  With 
the  Enemy  Act. 


THE  WORLD’S  COFFEE  TRADE 

A Statistical  Record  Showing  What  the  War 
Did  to  Production,  Consumption 
and  Stocks 

T N a recent  review  of  the  world’s  coffee  ])ro- 
duction,  consumption  and  stocks,  F.  Eug. 
Xortz,  of  New  York,  has  the  following  to  say: 


Production  of  Coffee 


Hio  

Santos  

1917-8 

2,958,000 

12,169,000 

1916-7 

2.310.000 

9.803.000 

Bahia  Victoria  

15,127,000 

709,000 

12,113,000 

628,000 

Milds  (other  than  Brazil).. 

15,836,000 

3,011,000 

12.7  41,000 
3,951,000 

World’s  total  production.... 

18,847,000 

16,692,000 

Rio  

1915-6 

3,250,000 

11,747,000 

1914-5 

3.349.000 

9.497.000 

Santos  

Bahia  \ ictoria  

14,997,000 

963,000 

12,846,000 

625,000 

Milds  (other  than  Brazil)... 

15,960,000 

4,801,000 

13,47  1,000 
4,394,000 

World’s  total  production.... 

20,761,000 

17,865,000 

The  records  seem  to 

show  that 

there  is  a 

deficit  in  shipments  of  niilds  from  July  i,  1916, 
to  date,  of  about  2,500,000  bags,  caused  by  the 
war.  According  to  th^  “Havre  Bulletin  de  Cor- 
respondence,” there  are  at  the  present  time  about 
1,500,000  bags  of  coffee  unshipped  in  Java,  which 
would  mean  that  there  is  a balance  of  1,000,000 
bags  of  old-crop  coffee  left  over  in  Central 
America.  Private  information  goes  to  show  that 
this  figure  is  rather  below  than  above  the  truth. 

It  is  evident  also  that  normally  we  should  have 
to  receive  until  the  end  of  the  jiresent  season 
still  3,250,000  bags  of  mild  coffees,  to  which  we 
have  to  add  the  balance  unship])ed  in  these  coun- 
tries, estimated  at  about  2,500,000  bags,  or  a total 
5,750,000  bags  of  mild  coffees,  at  the  (lisjiosal 
of  consumption  as  soon  as  the  necessary  shipping 
can  be  provided. 

As  to  Brazil,  all  we  know  is  that  present  re- 
ceipts in  Rio  and  Santos  jioint  to  total  arrivals 
in  both  ports  until  the  end  of  the  season  of  9,000,- 
000  bags,  in  which  case  we  would  have  still  to 
receive  3,800,000  bags.  There  is  no  doubt  what- 
ever that  there  must  be  large  invisible  stocks  of 
coffee  in  Brazil,  because  there  has  been  no  room 
in  Santos  to  receive  them.  However,  we  take  no 
account  of  them,  but  simjily  mention  them  in 
order  to  leave  a safety  margin  for  our  jiresent 


130 


February,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


demonstration  as  regards  production.  We  find, 
therefore,  as  follows: 


X’isible  su])i)ly  January  I,  1919 8, 300, 000 

CofiFee  in  the  hands  of  the  government  of 

Sao  J’aulo  . 3,070,000 

Coffee  not  comprised  in  tlie  statistics-  Italy, 

Spain,  Holland,  etc 800,000 

To  he  received  at  Rio  and  Santos  until  Inly  1, 

1919  ■ 3,800,000 

from  the  rest  of  Brazil 400,000 

Balance  of  former  crops  and  yield  of  present 

crops  until  July  1st 5,500,000 

Prohahle  available  total  sujjply  from  now  until 

July  1st,  1919 21,870,000 


We  have  lieen  informed  that  the  future  crops 
of  Sao  Paulo  have  suffered  greatly  by  frosts  in 
June;  that  is,  at  a time  when  the  new  sprouts 
had  not  come  out,  and  the  harm  done  must  there- 
fore have  been  smaller  than  if  this  had  happened 
at  a later  period,  as  in  August,  1903,  for  instance. 
At  that  time  it  was  stated  that  the  crops  had  been 
ruined  for  years  to  come,  which  did  not,  how- 
ever, prevent  the  bumper  crop  of  1906-1907  to 
come  forward,  most  of  the  frozen-  trees  having- 
been  cut  at  the  roots  and  having  formed  new 
shoots  in  the  meanwhile. 

The  late  speculative  activities  in  primary  mar- 
kets, especially  in  Brazil,  have  been  mainly  based 
on  unfavorable  crop  prospects  in  the  future.  The 
recent  rise  in  prices  means  that  consuming  coun- 
tries are  expected  to  pay  $150,000,000  to  $200,000,- 
000  a year  more  for  their  coffee  than  before. 

_ The  following  figures  give  a striking  illustra- 
tion of  the  changes  which  have  taken  place  dur- 
ing the  war  in  the  distribution  of  the  world’s 
visible  supply  of  coffee  : 


Stocks 

England  

France  

Germany,  Belgium,  Austria, 
Holland  and  Denmark.  . . . 
Afloat  for  Europe  

Jan.  1,  191  4 
Bags 
205,000 

2.896.000 

4.041.000 

1.068.000 

Jan.  1,  1919 
Bags 
333,105 
189,262 

237,000 

Total  European  supply.... 
United  States — Brazil  coffee. 

Milds  

Afloat  from 
Brazil  .... 

8,210,000 

1,530,000 

179.000 

554.000 

759,967 

508.000 

447.000 

355.000 

2,263,000 

1,310,000 

Rio — Bahia  

508,000 

2,563,000 

1 004.  000 

Santos  . 

Government  of  Sao  Paulo... 

J. , Uu  'i , U '/  U 

5.219.000 

3.073.000 

Total  in  Brazil  

Total  in  Europe  and  U.  S.. 

3,071,000 

10,473,000 

9,296,000 

2,069,967 

Total  W’orld’s  supply 

13,544,000 

11,365,967 

The  Wori.d’.s  Consumption 
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1911-1912.  . 

Bags 

Bags 

Bags 

Bavs 

6,759,000 

9,180,000 

644,000 

871,000 

1912-1913.  . 

6,673,000 

8,745,000 

669,000 

1,036,000 

1913-1914.  . 

7,540,000 

9.379.000 

9.941.000 

914,000 

749,000 

1914-1915.  . 

7,981,000 

2,906,000 

830,000 

1915-1916.  . 

8 849,000 

7.188.000 

4.653.000 

4,360,000 

803,000 

1916-1917.  . 

9,021,000 

1,474,000 

868,000 

1917-1918.  . 

8,595,000 

3,636,000 

1,464,000 

1,138,000 

ALL  COFFEE  RULES  REMOVED 

Food  Administration  \Vithdraws  Its  Regula- 
tions, Granting  Free  Trade  to  Green 
and  Roasted  Coffee  Men 

y\  LL  roasted  and  green  coffee  regulations  im- 
posed by  the  United  States  Food  Adminis- 
tration were  withdrawn  on  January  12,  according 
to  an  announcement  made  public  on  the  following 
day  by  George  W.  Lawrence,  chief  of  the  coffee 
section.  Coffee  licenses  were  also  annulled,  and 
the  trade  permitted  to  carry  on  its  business  as 
before  the  rules  were  instituted  a year  ago. 

Although  momentarily  expected,  the  news 
brought  much  pleasure  to  a sadly  harassed  trade. 
Carl  W.  Brand,  president  of  the  National  Coffee 
Roasters’  Association,  received  word  from  Mr. 
Lawrence  on  Sunday,  January  13,  by  telegraph, 
the  message  saying:  “All  rules  and  regulations 

covering  green  coffee  dealers,  including  licensing, 
withdrawn.”.  President  Brand  immediately  tele- 
graphed the  news  to  every  coffee  roaster  in  the  ' 
United  States  whose  name  he  had  at  hand,  re- 
gardless of  whether  a member  of  the  N.  C.  R.  A. 
or  not. 

In  a formal  association  ci’-cular  that  followed 
later.  President  Brand  said  : 

“This  now  disposes  of  the  entire  coffee  situa- 
tion as  affecting  the  green  and  roasted  coffee 
interests,  and  roasters  are  now  free  to  conduct 
their  business  in  a normal  manner,  basing  their 
selling  prices  on  present  replacement  values,  in  , 
so  far  as  freely  competitive  conditions  allow.  i 

“This  also  allows  wholesale  grocers  to  base 
their  selling  prices  on  standard  brands  on  the 
basis  of  replacement  cost  instead  of  on  actual  cost, 
and  eliminating  the  need  of  averaging  costs  as 
heretofore.  This  eliminates  all  restrictions,  in- 
cluding monthly  reports,  and  eliminates  restric-  ^ 
tions  on  ninety-day  stocks- — roasters  and  re-  ! 
tailers.”  ; 


COFFEE  VTA  MI.SSTSSIPPT  RIVER 
About  the  first  of  the  year,  St.  Louis  received 
the  largest  cargo  of  coffee  ever  brought  up  the 
Mississippi  River  by  barge.  The  shipment 
amounted  to  786,000  pounds  of  Brazil  growths, 
and  was  transported  by  the.  Government  river 
service. 


A VERY  WELCOME  MONTHLY  \HSITOR 
1'.  B.  Brice,  Butte,  Montana,  writes:  “Please  find  en- 

closed draft  for  $10.  Live  years  ago  we  renewed  our  sub- 
scription for  The  Te.\  and  Coffee  Trade  Journal  for 
five  ye.ars.  The  time  has  now  come  when  we  have  the 
pleasure  of  renewing  it  again  for  another  five  years.  In- 
deed, it  is  a very  welcome  monthly  visitor,  and  we  find  it 
both  instructive  and  interesting.’’ 
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NATIONAL  COFFEE  CAMPAIGN 


Joint  Trade  Committee  Decides  to  Start  Pub- 
licity in  Newspapers  in  April  and  in 
Magazines  in  July 

' I 'HE  long  expected  national  advertising  cain- 
paign  on  behalf  of  coffee  will  start  in  news- 
papers in  some  200  or  300  towns  and  cities  on 
April  21,  and  in  a large  number  of  weekly  and 
monthly  general  and  trade  magazines  in  July. 
This  was  decided  upon  at  a meeting  of  the  Joint 
Coffee  Trade  Publicity  Committee  at  their  New 
York  office,  74  Wall  street,  held  on  January  28. 
The  newspaper  campaign  wdl  continue  for  two 
and  half  or  three  months,  and  the  magazine  pub- 
licity will  he  carried  on  continuously  for  one  year, 
subject,  of  course,  to  such  changes  as  later  con- 
ditions may  develop.  In  making  this  announce- 
men  the  committee  said : 

“Funds  for  this  campaign  to  the  extent  of  over 
a million  dollars,  covering  a period  of  four  years, 
have  been  in  process  of  being  gathered  in  Brazil 
for  some  months  past,  and  a large  sum  has  al- 
ready been  placed  at  the  disposal  of  the  com- 
mittee in  New  York,  subject  to  their  use  as  soon 
as  the  campaign  could  he  started. 

"Supplementing  this  Brazilian  fund  the  Joint 
Coffee  Trade  of  the  United  States  have  raised  a 
fund  for  carrying  on  the  incidental  expenses  in 
connection  with  the  campaign  so  as  to  make  it 
complete  in  every  detail  and  still  leave  the  entire 
appropriation  from  Brazil  intact  for  the  purchase 
of  newspaper  and  magazine  space. 

“While  the  committee  is  conducting  the  gen- 
eral campaign,  every  possible  effort  is  going  to 
he  made  to  assist  coffee  roasters  and  wholesale 
grocers,  as  well  as  the  retad  distributing  trade, 
to  understand  the  opportunity  which  is  afforded 
them  to  directly  ‘sell  more  coffee.  Roasters 
throughout  the  country  are  already  laying  plans 
for  this  event,  and  it  is  honed  and  confidently 
expected  that  there  will  he  immediately  develoi)ed 
a great  deal  of  coffee  advertising  throughout  the 
country,  undertaken  by  the  ntany  and  varied  in- 
terests who  have  coffee  to  sell. 

“The  committee  has  been  fortunate  in  securing 
the  services  of  Felix  Coste,  formerly  of  St.  Louis, 
who  will  act  as  secretary-manager  in  the  conduct 
of  this  campaign,  with  offices  at  74  Wall  street. 
Mr.  Coste’s  experience  in  the  coffee  business,  and 
his  acquaintanceship  among  its  personnel,  put 
him  in  a very  favorable  position  to  carry  on  this 
work.  The  Joint  Coffee  Trade  Publicity  Com- 
mittee consists  of  the  following:  Ross  W.  Weir, 

chairman.  Ross  W.  Weir  & Co.,  New  York ; F'.  j! 
Ach,  Canby,  Ach  & Canhy,  Dayton,  Ohio;  George 
S.  Wright,  Dwinell-Wright  & Co.,  Boston,  Mass. ; 
William  Bayne,  Jr.,  William  Bayne  & Co.,  New 
York;  Carl  H.  Stoffregen,  Stein wender,  Stoffre- 
gen  & Co.,  New  York. 

“The  first  three  names  represent  the  roasters  of 
the  United  States,  and  the  latter  two  repre.sent 
the  green  coffee  interests.  This  committee  has 
been  in  existence  for  something  like  four  years. 


and  it  is  through  their  efforts  and  the  co-opera- 
tion of  their  friends  and  representatives  in  Brazil 
that  the  raising  of  so  large  a fund  in  that  country 
was  made  possible. 

“I'he  Sociedade  Promotora  da  Defesa  do 
Cafe  will  also  have  a New  York  office  at  the 
same  address,  and  will  he  represented  in  this 
country  by  Theodor  L.  De  Menezes. 

“With  the  deck  thus  cleared  for  action  and  the 
closest  kind  of  contact  and  co-operation,  there  is 
no  doubt  that  a vigorous  and  successful  campaign 
will  he  prosecuted,  and  the  much  discussed,  long 
heralded  opportunity  of  the  coffee  trade  to  sell 
more  coffee  is  now  at  hand.” 


BRAZIL  ASKS  PAY  EOR  COEEEE 


Peace  Delegate  Wants  $30,000,000  for  Stocks 
Seized  by  Germany  When  War 
Broke  Out 

' j 'PIE  $30,000,000  which  Brazil  asserts  Germany 
owes  her  for  coffee  seized  at  the  beginning 
of  the  war,  came  into  the  discussion  at  the  Peace 
Conference  in  Paris  on  January  31,  when  Dr. 
Epitacio  Pessoa,  head  of  the  Brazilian  delega- 
tion, outlined  this  claim,  and  also  asked  for  a 
decision  about  the  German  ships  which  Brazil 
seized  in  her  harbors  during  the  war.  Mr.  Pes- 
soa said  : 

“When  the  war  began  there  were  two  million 
sacks  of  coffee  belonging  to  a Brazilian  company 
stored  at  Hamburg,  Bremen,  Trieste  and  Ant- 
werp. This  coffee  was  under  contract  between 
the  Brazilian  company  and  FTench,  lUitish  and 
German  hanks.  It  was  commandeered.  Brazil 
protested  energetically,  hut  was  forced  to  sell  the 
coffee  to  Germany  for  120,000,000  marks,  which 
was  deposited  in  the  S.  IBeichroeder  Bank,  in 
Berlin,  under  the  responsibility  of  Germany,  and 
still  remains  there.  Germany  must  pay  this 
money  at  the  rate  of  exchange  obtaining  at  the 
lime  the  coffee  was  re  juisitiom  d and  interest 
from  that  date. 

“After  protesting  many  times  against  unre- 
stricted warfare,  which  caused  her  heavy  losses, 
Brazil  seized  all  German  ships  interned  in  Bra- 
zilian ports,  d here  were  forty-three  of  these 
ships,  thirty  of  which  have  been  loaned  to  FYance. 

“The  Brazilian  Government  does  not  desire  an 
exceptional  settlement  of  these  questions,  hut 
merely  a settlement  which  gives  her  full  justice 
and  in  complete  accord  with  the  decision  of  the 
great  powers  in  the  matter.” 


'File  Brazilian  steamei  Thcrcsina  is  reported  by 
Rio  de  Janeiro  as  having  run  aground  on  h'eh- 
ruary  i.  About  40,000  hags  of  coffee  destined  for 
Havre,  France,  were  jettisoned  and  spoiled. 


John  W.  Hart,  Hills  Pros.,  Los  .\iureles,  Cal.,  writes: 
“Kiiclosed  j)lcase  find  check  in  jjayment  for  my  subscrip- 
tion for  one  year.  Would  say  that  I enjoy  reading  your 
magazine  very  much,  and  find  it  instructive  and  helpful 
in  my  business.” 
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IMPORTS  OF  BRAZIL  COFFEE  AT  NEW  ORLEANS 


From  January  i to  December  31,  1918 


Importer 

J.  Aroii  & Co.,  Inc 

S.  Pfeifer  & Co 

M.  Levy’s  Sons  

Leon  Israel  & Bros 

A.  C.  Israel  

Stewart,  Carnal  & Co..  Ltd 

Steinwender,  Stoffregen  & Co 

Jewel  Tea  Co.,  Inc 

Hard  & Rand  

H.  P.  Coffee  Co 

Durand  & Kasper  

Order  

Meyer  Bros.  Coffee  & Spice  Co... 

Chas.  Dittmann  Co 

Hanley  & Kinsella  C.  & S.  Co 

Swanson  Bros 

A.  J Kasper  Co 

Bell,  Conrad  & Co 

E.  B.  Millar  & Co 

Sherman  Bros.  & Co 

Edw.  Western  Tea  & Spice  Co.... 
las.  H.  Forbes  Tea  & Coffee  Co.  . . 
Produce  & Warrant  Company,  Inc 

Thomson  & Taylor  Spice  Co.. 

Denison  Coffee  Co 

Bloom’s  Son  

Wm.  Schotten  Coffee  Co 

W.  F.  McLaughlin  & Co 

Geo.  Rasmussen  Co.  

S.  H.  Holstad  & Co 

Ridenour-Baker  Grocery  Co 

Fletcher  & Wilson  Coffee  Co 

Roth-Homeyer  Co 

Montgomery  \^'ard  & Co  

Armour  & L o 

W.  K.  Seago  ! ! 

Maury-Cole  Company  

Louis  J.  Bright 

Western  Gro.  Mills  

Caldwell  Importing  Co 

A.  Engelhard  & Sons  Co 

Wap'les-Platter  Grocer  Co 

Nicholas  Bruke  Co 

Sprague,  Warner  & & Co . . 

Steele-Wedeles  Comj)any  

Bieoermann  Bros 

Piston  Coffee  Co 

Phillips-Trawick  Co 

Shear  Co 

Grossfeld  & Roe  Company 

Norwine  Coffee  Company 

Cheek-Neal  Coffee  Co  

Empire  Coffee  Co 

L.  C.  Fallon  & Co 

Ennis-Hanly-Blackburn  Coffee  Co. 

C.  E.  Coe  Coffee  Co 

Puhl-Webb  Co 

McFadden  Coffee  & Spice  Co 

Fletcher  Coffee  & Spice  Co 

Johnson-Layne  Coffee  Co 


(Compilation  by  S.  Jackson,  New  Orleans) 


No.  of  Bags 
. . . 136,311 

98,335 

97.050 
61,218 
60,150 
47,750 

23.400 

21.400 
19,300 

15.000 

14.000 
11,500 
11,350 
11,071 
10,900 

10.000 

9.750 

7.750 

7.750 
7,682 

7.500 
6,850 
6,770 
6,250 
6,250 

6.250 
5,200 

5.000 
3,884 
3,823 
3,664 

3.500 
3,500 

3.500 

3.250 
3,260 

3.050 

3.000 
2,900 
2,817 
2,700 

2.500 
2,500 

2.500 
2,424 

2.250 
2,250 
2,250 
2,250 

2.000 
2,000 
2,000 
2,000 
2.000 

1.750 
1,750 
1,750 

1.500 
1,500 
1,500 


Importer 

Scudders-Gale  Grocer  Uo 

Climax  Coffee  & Baking  i owder  Co 
Wm  McMurray  & Co 

E.  R.  Godfrey  & Sons  Co 

Franklin  Mac  \ eagh  & Co 

Young  Bros.,  Inc 

The  J.  Henry  Koenig  Co.  

C.  F.  Blanke  Tea  & Coffee  Co.... 

G.  E.  Bursley  & Co 

David  G.  Evans  Coffee  Co. 

St.  Louis  Coffee  & Spice  Lo ! ! 

C.  T.  Cheek  & Son 

Atlantic  & Pacific  Tea  Co 

Atheltic  Tea  Co.  

S.  Hamill  Company  

Geo.  H.  Hathaway  & Co 

H.  Jevne  Company  

Nash-S_mith  Tea  & (Toffee  Company. 

Richheimer  Coffee  Company  

Henry  Horner  & Co 

Wm  Hoyt  Co 

Atwood  & Co ’ . * ^ 

H.  T.  Cottam  & Co.,  Ltd 

F.  D.  Wilcox  

Titus  & Martin  Co 

Southern  Coffee  Mills  

Jewett  & Sherman  Co 

American  Coffee  Co 

Rockford  Wholesale  Gro.  Co 

C.  H.  Wittich  Co 

Clark  & Host  Co 

Wm.  Grossman  Co 

Reid-Murdoch  & Co.  

Rust-Parker  Company  

Burkenroad-Goldsmith  Co.,  Ltd 

Corbin  Sons  & Co 


W.  B.  & W.  G.  Jordan  . . . 

Moore-Shenkberg  Co 

Norton-Curd  Co.  

Hulman  & Co.  

Ouerbacher  Coffee  Co 

John  Sexton  & Co 

J.  & M.  Schwabacher,  Ltd, 

Wilson  & Co 

Wm.  Brai'd  & Co 

Dwight  Edwards  Co 

Haas-Lieber  Grocery  Co... 
Plunkett-Jarrell  Gro.  Co.. 
Green  & De  Laittre  Co.  . 
Orr,  Mizell  & Murray  . . . 

Blue  Ribbon,  Ltd 

Donovan  Provision  Co.  . . 


Total  bags  of  coffee 

Shipping  Ports 

From  Santos  

From  Rio  de  Janeiro  

From  Victoria  


No.  of  Bags 
1,500 
1,500 
1,500 
1,500 
1,300 
1,300 
1,300 
1,250 
1,250 
1,250 
1,250 
1,250 

1,250 

1,000 

1,000 

1,000 

1,000 

1,000 

1,000 

1,000 

1,000 

1,000 

1,000 

1,000 

800 

750 

750 

750 

750 

750 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

350 

300 

250 

250 

250 

250 

250 

200 


. . 855,299 

No.  of  Bags 
. . 724.539 

40,500 
90,260 


COFFEE  TRADE  MARK  INFRINGED 
Washington,  D-.  C.,  Jan.  27,  1919— The  Fed- 
eral Trade  Commission  has  charged  J.  Frank 
Bates,  doing  business  here  under  the  name  of  the 
Maizo  Coffee  Company,  with  simulation  of  the 
trade  name  “Mazo,”  under  which  Mazo  Bros, 
have  since  1907  sold  a certain  brand  of  coffee. 
Bates  is  ordered  to  appear  before  the  Commission 
on  March  6.  Lamm. 


855,299 


U.  S.  TEA  EXPORTS  DURING  NOVEMBER 
During  November,  1918,  the  United  States  ex- 
ported 1,233,187  pounds  of  tea,  Chile  taking  the 
largest  quantity,  545.86i  pounds.  Denmark  took 
176,638  pounds,  Argentine  126,748  pounds, 
Canada  90,218  pounds,  Newfoundland  and  Labra- 
dor 82,769  pounds,  Sweden  66,492  pounds,  Brazil 
34,798  pounds,  Peru  21,737  pounds,  Norway  12,- 
846  pounds,  and  British  Honduras  12,473  pounds. 


BAN  OFF  HAYTIAN  COFFEE  EXPORTS 
Haytian  coffee  has  been  removed  from  the  War 
Trade  Board’s  export  conservation  list. 


PORTO  RICO  COFFEE  FOR  EXPORT 
The  War  Trade  Board  has  removed  Porto  Rico 
coffee  from  the  export  conservation  list. 
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ABOUT  COFFEE  PROFITS 


Showing  the  Reaction  of  the  Roasting  and  Dis- 
tributing Trade  to  the  Recent  Record 
Advance  in  Green  Coffee  Prices 


Q TATEMENTS  have  been  made  in  some  quar- 
ters  that  roasters  and  retailers  have  taken 
advantage  of  the  shortage  of  coffees  and  the  in- 
creased first-hand  cost  to  “gouge”  consumers  hy 
charging  unwarranted  prices  for  roasted  coffee. 
The  Tea  and  Coffee  Trade  Journal  has  can- 
vassed the  leading  centers  of  the  country  to  as- 
certain the  facts.  The  results  of  this  investi- 
gation follow : 

Taking  the  cost  of  Santos  4s,  green,  as  a basis 
for  comparison.  New  York  coffee  importers  on 
October  i,  1918,  were  offering  lots  of  250  bags  or 
more  to  wholesalers  at  13^4  cents  a pound.  Dur- 
ing the  past  three  months  primary  prices  have 
advanced  and  coffees  have  been  scarce,  resulting 
in  increases  in  New  York  jobbers’  prices.  At 
about  the  middle  of  January  the  ruling  price  for 
Santos  4s,  green,  wholesale,  was  23  cents  a pound, 
which  shows  an  advance  of  9^  cents,  or  73  per 
cent,  over  the  quotations  of  last  October. 

Inquiry  in  the  New  York  trade  the  last  of 
January  showed  that  wholesalers  were  charging 
retailers  from  30  to  40  per  cent  more  than  last 
October  for  medium  and  high-grade  bulk  and 
package  roasted  coffee,  and  retailers  were  charg- 
ing consumers  a 20  to  30  per  cent  advance  for  the 
same  grades. 

New  England  reported  that  wholesalers’  ])rices 
show  an  average  increase  of  from  8 to  to  cents 
a pound  for  medium  and  high-grade  roasted  bulk 
and  packaged  coffees  bought  in  the  prevailing 
high  market,  an  advance  of  less  than  50  per  cent. 
Retailers  were  selling  medium  grade  coffee  at  28 
to  30  cents  in  bulk  and  35  to  40  cents  in  pack- 
ages; high  grade  at  33  to  38  rents  in  bulk  and  40 
to  45  cents  in  packages. 

Southern  wholesalers  were  quoting  to  retailers 
prices  that  showed  an  average  advance  of  about 
14  cents  a pound.  The  average  Southern  retailer 
at  that  time,  however,  was"  working  on  stocks 
bought  during  October  and  November. 

In  the  Middle  West  wholesale  prices  to  retailers 
showed  an  advance  of  from  30  to  50  per  cent, 
while  the  retailers’  prices  to  consumers  registered 
an  increase  of  from  5 to  10  cents,  the  lower  figure 
being  that  of  those  merchants  who  use  coffee  as 
a leader  or  who  had  -some  stocks  bought  in  a 
low  market  before  coffee  reached  its  high  price 
level. 

In  the  Rocky  Mountain  district  the  wholesalers’ 


quotations  had  advanced  from  8 to  10  cents  a 
pound,  and  the  retailers’  from  10  to  12  cents. 

The  Northwest  Coast  wholesalers  are  charging 
from  2514  to  32^2  cents  per  pound  in  bulk  and 
from  28j4  to  35  cents  in  packages.  Retailers  have 
advanced  their  prices  on  the  average  of  5 cents  a 
pound.  In  telling  about  the  situation  in  Oregon, 
one  wholesaler  said : “There  has  been  in  our 

section  of  the  country  for  a number  of  years  a 
great  deal  of  coffee  sold  on  deal  projects,  so  that 
a great  many  of  our  merchants  have  been  and  are 
loaded  very  heavily  with  coffee  and  have  not  ad- 
vanced their  retail  price,  and  it  has  caused  those 
who  did  not  have  coffee  bought  on  deals  to  sell 
without  profit.  However,  there  is  practically  not 
'a  25-cent  retailer  on  this  market,  and  very  little 
30-cent  retailer.  Coffees  are  selling  mostly  at  35 
and  40  cents.” 


COFFEE  FAMINE  NOT  LIKELY 


New  York  Commission  Merchant  Analyses  the 
World  Situation  and  Finds  That  a Serious 
Shortage  is  Not  Probable 

D ASING  his  prediction  on  a probable  reduced 
^ consumption  of  coffee  to  offset  any  probable 
shortage  in  production,  F.  Eug.  Nortz,  a New 
York  commission  merchant,  says : “There  is  no 

cause  for  fear  of  a coffee  famine  for  a time  to 
come,  nor  any  necessity  for  exorbitant  prices,  as 
producing  countries  would  have  us  believe.” 
Speaking  of  future  coffee  consumption,  Mr. 
Nortz  says  : 

“All  considered,  I do  not  believe  that  the  con- 
sumption of  coffee  during  the.  next  two  years  will 
be  above  16,000,000  bags  annually,  and  perhaps 
even  less,  to  which  we  may  have  to  add  1,000,000 
bags  at  the  utmost  for  the  replenishing  of  the 
invisible  supply  in  consuming  countries.  For  the 
next  six  months  we  probably  exaggerate  in  esti- 
mating consumption  at  1,500,000  bags  monthly,  or 
9,000,000  bags  for  the  rest  of  the  season,  the 
highest  pre-war  figure.  We  find,  therefore,  as 


follows  : 

Hags 

Supplies  from  January  1 to  July  1,  1919....  21,870,000 

Consumption  until  the  end  of  the  season....  9,000,000 


Probable  visible  supply  on  July  1,  1919 12,870,000 


“Keeping  in  mind  that  part  of  this  coffee  may 
come  forward  only  during  the  latter  part  of  this 
year,  we  estimate  supply  and  consumption  for 


the  season  1919-1920  as  follows: 

Hags 

Probable  visible  supply  on  July  1,  1919 12, .'>00, 000 

Next  Santos  croj)  0,000,000 

Next  crop — Kio,  Hahia,  Victoria .3, .500, 000 

Next  croi) — other  kinds  than  Hrazil 4,500,000 

Total  26,500,000 

F’robable  consumption  during  1919-1920 16,500,000 


Estimated  world’s  visible  supply  July  1,  1920.  10,000,000 
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Does  this  mean  that  the  recent  rise  of  values 
has  been  entirely  unwarranted,  and  that  prices 
should  go  down  to  their  former  level?  I do  not 
think  so.  In  the  first  instance,  it  is  but  natural 
that  after  four  years  of  unheard-of  difficulties  the 
producers  of  coffee  should  feel  entitled  to  a cer- 
tain measure  of  recompense  and  compensation, 
and  that  inflation  which  has  affected  the  prices  of 
everything  the  world  over  should  at  last  have 
reached  coffee.  Its  cost  of  producing  has  been 
heavily  increased  through  the  higher  cost  of  labor, 
of  imports  and  of  living.  We  know  also  that 
through  the  high  prices  paid  them  during  the  last 
two  years  for  all  sorts  of  foodstuffs  planters  have 
become  prosperous  and  that  they  are  able  to  re- 
sist lower  prices.  Invisible  supply  is  non-existent 
and  will  need  replenishing.” 


W.  S.  S.  NOT  GOOD  FOR  WAGES 
[special  correspondence] 
Washington,  D.  C.,  January  16,  1919. — Payment 
of  salaries  or  wages  in  part  in  thrift  stamps  or 
War  Saving  Stamps  is  not  approved  by  the 
Treasury  Department.  Whde  those  in  charge 
of  selling  stamps  will  do  everything  possible  to 
encourage  individuals  to  purchase  them,  the  Treas- 
ury wants  the  purchase  to  be  a free  will  action 
on  the  part  of  the  individual  because  he  is  con- 
vinced of  its  benefit  to  him. 

The  Treasury  officials  point  out  that  where 
employers  have  paid  their  help  in  part  in  thrift 
stamps,  many  of  the  workers  regarded  it  as  an 
actual  reduction  in  wages.  Still  others,  although 
they  wished  the  stamps,  nevertheless  regarded 
payment  of  wages  in  other  than  money  as  an 
unwarranted  interference  with  their  rights  and 
the  wage  scale.  Others,  resenting  the  practice,  did 
not  save  the  stamps  and  simply  resold  them,  so 
that  no  lesson  of  thrift  was  taught  and  the  Gov- 
ernment was  not  benefited. 


LAWRENCE  LEAVES  COFFEE  POST 
[from  a staff  correspondent] 
Washington,  D,  C.,  Jan.  20,  1919. — George  W. 
Lawrence,  who  has  been  chief  of  the  Coffee  Sec- 
tion of  the  United  States  Food  Administration 
since  its  organization,  left  Washington  the  latter 
part  of  last  week,  feeling  that  his  presence  here 
is  no  longer  needed.  W.  F.  Blake,  who  has  been 
assisting  Mr.  Lawrence,  left  at  the  same  time,  and 
F.  T.  Nutt,  who  has  also  been  aiding  in  the  coffee 
situation,  left  Washington  some  little  time  ago. 

Lamm. 


MORE  APPRECIATION  FROM  PACIFIC  COAST 
L.  T.  Morgan  507  E.  Fifty-fifth  Street  N.,  Portland, 
Oregon,  writes:  “Enclosed  find  remittance  covering  re- 

newal of  my  subscription.  The  year  just  closing  has  been 
very  good  to  me.  Among  the  best  things  that  it  has  been 
my  privilege  to  enjoy  I gladly  place  the  ‘Journal.’  ’’ 


JAPAN’S  1918  TEA  TRADE 

Shidzuoka  Association  Reports  Excellent  Busi- 
ness and  a Big  Increase  in  Exports 
to  the  United  States 

[special  correspondence] 

Yokohama,  Japan,  Dec.  25,  1918. 

CCORDING  to  a report  issued  by  the  Shid- 
zuoka Tea  Manufacturers’  Association,  just 
given  out,  the  five  months  ended  September  31,  the 
best  time  of  the  year’s  season,  were  comparatively 
active  and  the  business  result  was  excellent. 

During  those  months  31,039,519  pounds  were 
exported,  which  was  an  increase  of  7,387,451 
pounds  over  the  same  time  last  year.  The  lion’s 
share  of  trade  was  done  by  Shimizu,  Yokohama 
and  Kokkaichi  came  next.  Kobe  shipped  almost 
nothing  during  the  season.  As  shown  in  the  fol- 
lowing table  the  scores  of  all  these  ports  are 
bigger  than  in  the  same  period  of  last  year : 


Shipped  From 

Yokohama  

Shimizu  

Yokkaichi  

Kobe  

May-Sept., 
1918 
Pounds 
. . . . 3,524,786 

25,280,792 

2,233,941 

May-Sept., 

1917 

Pounds 

2,533,883 

18,763,540 

1,552,597 

802,048 

Total  pounds  

31,039,519 

23,652,068 

In  the  destinations  of  the  season’s  shipment,  no 
material  change  has  been  witnessed,  but  the  shares 
of  the  different  points  in  the  season’s  purchase  are 
a big  gain  over  last  year.  Chicago  has  been  the 
biggest  l.uyer  of  all,  just  as  in  the  previous  season. 
But  New  York’s  purchase  has  seen  the  biggest 
increase.  The  Canadian  purchase  has  also  wit- 
nessed a fair  increase.  The  shipment  to  the  Pa- 
cific Coast  shows  itself  much  less  expansive.  In 
the  following  the  months’  result  is  listed  ; 


-ocHt.,  iudy-ocpi., 

1918  1917  Increase 

Shipped  to  Pounds  Pounds  Pounds 

New  York 7,217,875  4,252,868  2,965,007 

Chicago 14,916,386  12,887,842  2,028,044 

Pacific  Coast 4,518,253  3,837,408  680,845 

Canada  4,387,005  2,87  3,005  1,714,000 


Another  report  from  the  Shidzuoka  Tea  Manu- 
facturers’ Association  analyses  the  condition  of 
the  business  during  the  present  season.  It  says 
that  before  the  opening  of  the  season  every  one 
expected,  in  view  of  the  sharp  increase  in  freight- 
age on  the  Pacific  and  the  heavy  increase  in  the 
cost  of  production,  to  see  a heavy  reduction  in  the 
profit  of  manufacturers,  supposing  the  price  in  the 
previous  season  would  be  maintained.  Many  of 
them  disposed  of  raw  leaves  rather  than  manu- 
facture them. 

This  expectation  was  not  sustained  on  the  actual 
opening  of  the  season’s  husiness.  The  market 
began  to  display  a good  turn  at  once,  and  in  the 
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middle  of  May  the  activity  was  much  accentuated. 
Hand-made  and  machine-made  all  fetched  prices 
better  than  they  deserved.  ComiKired  with  prices 
at  the  same  time  of  last  year  May's  average  cpio- 
tations  were  30  to  40  per  eent  higher.  In  the  sec- 
ond picking  season,  too,  this  good  turn  was  main- 
tained. Toward  the  close  of  the  third  picking 
season,  however,  the  price  began  to  drop,  partly 
because  of  America’s  strict  control  of  tea  im])orts 
and  partly  on  account  of  over-production. 


N.  C.  R.  A.  APPOINTS  A MANAGER 


Felix  Coste,  of  St.  Louis,  is  Selected  to  Manage 
Association  Office  at  Meeting  of 
Executive  Committee 


jTELIX  COSTE,  lately  of  Steinwender-Stoffre- 
* gen  Cofifee  Company,  St.  Louis,  recently  ap- 
pointed secretary-manager  of  the  Joint  Coffee 
Trade  Publicity  Committee,  was  selected  at  the 
recent  meeting  of  the  National  Coffee  Roasters’ 
Association  executive  committee  in  New'  York 
to  also  act  as  manager  of  the  X.  C.  R.  A.  His 
appointment  was  suggested  by  the  Joint  Coffee 
Trade  Publicity  Committee  and  accepted  w’ithout 
opposition. 


Mr.  Coste  has  been  in  the  wholesale  grocery 
and  coffee  trades  for  many  years,  and  has  been 
identified  with  the  work 
of  the  Xb  C.  R.  A.  ever 
since  it  was  organized. 
He  visited  P>razil  in  1912 
with  other  delegates  un- 
der the  auspices  of  the 
association. 

Mr.  Coste  has  had 
much  experience  in  the 
grocery  field  as  sales- 
man and  executive.  He 
organized  the  firm  of 
Haas,  Lieber  & Coste  in 
1H99,  selling  out  in  1905. 

I'KM.K  Coste  The  next  year  he  w’as 
ajipointed  president  and 
general  manager  of  the  American  Coffee  Com- 
pany, St.  Louis,  which  was  absorbed  in  1913  by 
the  Stein wender-Stoffregen  Coffee  Comjiany,  Mr. 
Coste  taking  charge  of  the  salesmen.  He  re- 
mained with  this  firm  until  his  recent  ajipointment 
as  manager  of  the  N.  C.  R.  A. 


George  W.  Toms,  who  has  been  secretary  of 
the  association  for  several  years,  is  retained,  and 
will  have  his  office  with  Mr.  Coste  at  74  Wall 
street.  New  York,  the  permanent  headquarters  of 
the  association. 


1 he  executive  committee  also  agreed  to  retain 
Hreed,  Abbott  & Morgan,  New  York,  as  general 
counsel  for  the  association,  and  John  F.  McCarron 
as  Washington  representative. 

The  executive  committee  discussed  the  co- 
operation of  the  association  with  the  American 
Spice  Trade  Association,  and  decided  that  in 
view'  of  the  new'  arrangement  between  the  Joint 
Coffee  Trade  Committee  and  the  X.  C.  R.  A.  that 
all  efforts  should  be  devoted  to  coffee  for  the 
time  being,  and  that  at  the  meeting  of  the  Spice 
Grinders’  Section  of  the  A.  S.  T.  A.  no  proposi- 
tion for  co-operation  should  be  presented. 

President  Brand  reiiorted  to  the  committee  that 
the  matter  of  slack-filled  ]\ackages  w'as  being 
actively  taken  uj)  by  the  pure  food  officials  at 
\\  ashington,  and  that  in  view'  of  the  present  high 
prices  of  coffee,  and  the  possibility  that  some 
roasters  w'ould  begin  to  i)ut  out  slack-filled  pack- 
ages, it  was  a matter  that  should  have  the 
attention  of  the  X.  C.  R.  A.  President  Brand 
and  Manager  Coste  were  appointed  a committee 
to  co-operate  with  the  Spice  Grinders’  Section 
in  any  action  they  might  take  at  thfeir  meeting  on 
the  following  day  to  correct  the  situation. 

The  committee  decided  to  hold  the  next  annual 
convention  at  Atlantic  City,  probably  November 
12-14. 

Shortly  after  the  meeting,  which  was  held  on 
January  23,  President  Brand  announced  that  the 
following  had  been  admitted  to  membership  : 

The  Franklin  Coffee  Company,  Columbus,  O. 

The  Moneypenny-Hammond  Company,  Colum- 
bus, O. 

The  Waples-Platter  Grocer  Company,  Denison, 
Tex. 

The  Interstate  Coffee  Company,  Natchez,  Miss. 

Fletcher  & Wilson  Coffee  Comj)any,  Nashville, 
Tenn. 

Phillips-Trawick  Company.  Nashville,  Tenn. 

Hume  Grocer  Company,  Muskegon,  Mich. 

Jos.  .Strong  & Co.,  Terre  Haute,  Ind. 

R.  L.  Gerhart  & Co.,  Lancaster,  Pa. 

Kansas  City  Wholesale  Grocery  Conqiany,  Kan- 
sas City,  Mo. 


U.  S.  NEEDS  TEA,  COFFEE,  ETC. 

I FKOM  A STAFM  COKKKSI’ONDENT  ] 

Washincton,  I).  C.,  lAl).  5,  1919. — Bids  for 
furnishing  tea,  coffee,  sjiices  and  chocolate  to  the 
executive  departments  in  this  city  will  he  opened 
March  12  by  the  General  Supply  Committee,  d'hc 
following  list  shows  the  articles  needed.  The 
cjuantities  given  are  those  purchased  during  the 
jiast  fiscal  year,  and  it  is  taken  for  granted  that 
the  requirements  for  the  coming  year  will  be  no 
less.  The  items  are:  4,566  nounds  of  green  and 

6,035  pounds  of  Oolong  teas;  81,229  pounds  of 
green  and  75,765  pounds  of  roasted  coffee;  623 
pounds  of  black  ground  pepper,  30  pounds  of 
allspice,  148  pounds  of  cinnamon,  270  pounds  of 
sage,  and  1,552  pounds  of  unsweetened  chocolate. 
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WHO’S  WHO  IN  THE  TRADE 

An  Appreciation  of  George  A.  Grossman, 
President  of  the  Wisconsin  Association 
of  Coffee  Roasters  and  Jobbers 

^^EORGE  A.  GROSSMAN  might  1)e  said  to 
have  been  born  and  raised  in  the  coffee  busi- 
ness, which  is  one  reason  why  to-day  he  is  vice- 
president  and  general  manager  of  the  William 
Grossman  Company,  coffee  roaster  and  importer 
of  Milwaukee,  and  president  of  the  Wisconsin 
Association  of  Coffee  Roasters  and  Jobbers. 
Pleasing  personality  and  staunch  loyalty  to 
friends  are  other  outstanding  factors  in  his  suc- 
cessful business  career.  Although  not  yet  34 
years  of  age,  Mr.  Grossman  is  one  of  the  leading 
coffee  men  in  his  section  of  the  country. 

Born  in  Milwuakee,  June  i,  1885,  Mr.  Gross- 
man  early  came  in  contact  vdth  the  coffee  busi- 
ness. His  father,  William  Grossman,  was  head 
of  the  William  Grossman  Company,  one  of  the 
oldest  coffee  houses  in  Milwaukee,  and  after 
school  hours  and  during  vacation  periods  young 
Grossman  studied  the  business  thoroughly,  under 
the  tutelage  of  his  father.  He  served  in  all  de- 
partments after  finishing  his  schooling  in  1902, 
including  eleven  years  as  traveling  salesman 
throughout  Wisconsin  and  l^pper  Michigan.  In 
1914  he.  left  the  road  and  took  charge  of  the  sales 
department.  Two  years  later,  when  the  firm  was 
reorganized,  he  was  chosen  vice-president  and 
general  manager,  and  given  supervision  of  the 
company’s  growing  distribution  throughout  Wis- 
consin, Minnesota,  Iowa  and  Michigan. 

Mr.  Grossman  was  elected  president  of  the 
Wisconsin  Association  of  Coffee  Roasters  and 
Jobbers,  a branch  of  the  National  Coffee  Roast- 
ers' Association,  a yeai  ago 


WELFARE  SOCIETY’S  XMAS  GIFTS 
Some  of  the  trade  boys  on  foreign  service  who 
received  $5  Christmas  checks  from  the  Soldiers’ 
and  Sailors’  Welfare  Society  of  the  Green  Coffee 
Trade  have  written  their  thanks.  Twenty-six 
checks  were  mailed  abroad,  and  more  would  have 
been  sent  if  the  society  had  been  reasonably  cer- 
tain of  the  addresses  of  other  tea  and  coffee  men, 
both  in  this  country  and  abroad: 

Over  $300  had  been  contributed  by  about  thirty 
individuals  and  firms  in  the  trade,  and  it  is  pro- 
posed to  spend  the  balance  to  entertain  all  the 
boys  at  a dinner  and  theater  party  when  they  have 
all  returned  home.  It  is  expected  that  more 
money  will  be  contributed  to  make  the  occasion 
a gala  affair. 


TRADE  BOYS  BACK  FROM  WAR 

Many  Tea  and  Coffee  Men  Are  Being  Hon- 
orably Discharged  and  Returning 
to  Civil  Life 

QURING  the  month  a number  of  men  who 
gave  up  their  occupations  in  the  tea,  coffee, 
spice  and  fine  grocery  trades  to  don  the  uniform 
of  the  United  States  Army  or  Navy  have  been 
mustered  out  of  service  and  returned  to  their 
former  occupations. 

Alex.  Owens,  Lieutenant,  who  last  was  located 
near  Washington,  D.  C.,  has  returned  to  civilian 
life  and  resumed  his  work  with  Williams,  Russell 
& Co.,  New  York. 

James  Gordon  Phyfe,  Sergeant  in  the  Marine 
Corps,  is  back  in  New  York.  He  is  son  of -James 
Phyfe,  New  York  coffee  broker. 

George  A.  Mitchell,  lieutenant,  is  back  with 
Mitchell  Bros.,  New  York. 

Walter  Keilt,  who  has  been  in  aviation  service 
at  Mineola,  N.  Y.,  is  back  on  the  job  with  C.  A. 
Mackey,  coffee  broker  in  New  York. 

Arthur  Harnilton  has  been  released  from  army 
service,  and  is  working  with  Edward  Bleecker, 
Chicago. 

Harry  F.  Thomson,  sales  manager  of  the  Provi- 
dent Chemical  Works,  St.  Louis,  has  been  dis- 
charged^ from  active  service  as  electrical  officer 
and  assistant  engineer  officer  on  the  U.  S.  S. 
Missouri,  and  is  now  managing  sales  work  for  his 
company. 

Willard  S.  Eastty  and  Frederick  D.  Eastty,  sons 
of  Frank  S.  Eastty,  of  the  G.  Washington  Sales 
Company,  .New  York,  have  been  discharged  from 
army  service. 

Major  Charles  R,  Coffin,  personnel  officer  at- 
tached to  General  March’s  staff,  visited  New  York 
the  last  of  January  while  en  route  to  Camp  Upton 
and  Camp  Devons  to  assist  in  demobolizing 
troops.  Major  Coffin  has  not  decided  whether  to 
stay  in  service  or  return  to  civilian  life.  He  was 
formerly  with  A.  C.  Israel,  New  York. 

Letters  from  France 

Letters  from  coffee  trade  boys  still  in  Europe 
on  army  service,  show  that  they  are  looking  for- 
ward to  returning  to  the  United  States  with  eager- 
ness. Pending  that  happy  event  they  seem  to  be 
having  a good  time,  as  is  witnessed  by  the  letter 
from  Milton  Schwartz,  formerly  with  J,  Aron  & 
Co.,  New  York,  and  now  a Sergeant  in  the  Motor 
Transport,  stationed  at  Bar-sur-Aube,  France. 
Writing  to  the  Welfare  Society  of  the  Green  Cof- 
fee Trade  to  thank  them  for  his  $5  Christmas 
check,  he  also  tells  of  having  a fourteen-day  leave 
in  which  he  went  to  Paris,  Nice,  Monte  Carlo, 
Italy,  Lyon,  Marseilles  (where  he  saw  Gaby  Des- 
leys  and  Jack  Pilcher  in  the  Grand  Casino,  Paris, 
and  back  to  duty  at  Bar-sur-Aube.  He  says,  “I 
had  a wonderful  time.” 

Sergeant  Robert  P.  Lewis,  with  Company  G, 
113th  Infantry,  in  his  letter  expresses  a desire  to 
return  to  New  York  and  Front  street  as  early 
as  possible.  He  tells  of  the  fine  time  he  and  his 
buddies  had  Christmas.  Speaking  about  the 
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dinner,  he  said  it  was  the  best  he  had  since  joining 
the  army.  “Dan  Enright’s  coffee  was  there  on  the 
job,  and  the  boys  all  expressed  their  satisfaction 
at  having  a cup  of  Java  with  real  milk  and  sugar.” 

A.  C.  Poth,  with  the  Traffic  Branch.  Q.  ^1.  C., 
Paris,  writes  : ‘Tt  seems  strange  that  after  several 
months’  duty,  on  being  transferred  to  Paris  I 
should  find  in  the  same  organization  several  men 
from  the  coffee  business.  Alfred  Levy,  of  A.  C. 
Israel,  a ist  Lieutenant;  Wiener,  an  employee  of 
J.  -\ron  & Co.,  a Sergeant,  and  Weston,  of  P.  C. 
Meehan  & Co.,  are  all  here.”  Mr.  Poth  expected 
to  be  in  the  I’nited  States  late  in  January. 

Herman  Weiner,  Sergeant,  Chief  Purchasing 
Office.  Q.  M.  C..  Paris,  is  well  quartered  in  a first- 
class  hotel,  and  is  content  to  stay  in  France  a 
while  longer.  He  was  in  Paris  when  the  armis- 
tice was  signed  and  took  part  in  the  Grande  Fete. 
“The  inhabitants  sure  did  celebrate,”  adds  Ser- 
geant Weiner,  who  went  overseas  in  the  1281 
Coffee  Blenders’  Detachment,  and  was  a member 
of  the  Coffee  Roasting  Unit  No.  i for  week,  when 
he  was  transferred  to  the  Q.  M.  C.,  Food  Manu- 
facturing Branch. 


INCOME  TAX  PAYERS  WARNED 

A Government  Official  Cautions  Against  Taking 
the  Advice  of  So-called  Tax 
Experts 

T XCOME  taxpayers  should  be  careful  about  tak- 
ing the  advice  of  so-called  tax  experts,  unless 
they  are  assuredly  men  of  repute  and  responsi- 
bility, says  Collector  Eisner,  of  the  Third  District, 
New  York.  The  collector  declared  that  the  tax- 
payer risks  his  reputation  and  takes  a chance  of 
prosecution  if  he  misrepresents  his  income, 
whether  on  the  advice  of  experts  or  not. 

The  most  dangerous  class  of  advisers  on  the 
income  tax,  the  collector  asserted,  are  those  who 
offer  to  revise  the  return  of  a taxpayer  for  a com- 
pensation based  on  the  percentage  of  tax  which  is 
saved  by  his  suggestions.  Mr.  Eisner  said  that 
some  of  the  circulars  which  had  come  into  his 
possession  would  indicate  that  certain  corpora- 
tions offering  advice  on  this  subject  were  in  reality 
soliciting  law  practice.  Cases  of  this  type,  he  said, 
would  be  turned  over  to  the  Bar  Association.  Mr. 
Eisner  made  public  the  following  statement  from 
the  Treasury  Department.: 

“The  Bureau  is  arranging  to  furnish  for  the 
benefit  of  income  taxpayers  in  every  city  and  town 
in  the  country  a free  advisory  service  by  trained 
collectors,  agents,  inspectors  and  deputies.  At  the 
offices  of  collectors  and  their  deputies,  and  at 
other  central  points,  free  information  and  advice 
with  respect  to  filing  retimns  under  the  new 
revenue  bill  may  be  had  up  to  the  final  date  for 
filing  such  returns,” 


SPICES  AND  EXTRACTS 

^ News  items  of  interest  to  spice  im- 
porters, grinders  and  dealers,  and  to 
manufacturers  of  flavoring  extracts,  per- 
fumes and  toilet  preparations. 


SPICE  GRINDERS’  ELECTION 


The  New  Manufacturers’  Unit  of  the  Spice 
Trade  Association  Holds  First  Meeting 
and  Chooses  N.  L.  Schmid  Chairman 


HE  Spice  Grinders’  Section  of  the  American 
Spice  Trade  Association  held  its  organization 
meeting  on  January  24  in  New  York,  and  elected 
X.  L.  Schmid  chairman  of  the  unit.  This  section 
consists  of  those  memljers  of  A.  S.  T.  A.  who  are 
manufacturers  and  grinders  of  spices,  as  distin- 
guished from  the  importing  and  jobbing  elements 
in  the  association.  Although  the  National  Coffee 
Roasters’  Association  at  its  recent  convention  ap- 
proved the  proposal  to  create  a section  to  emlmace 
the  spice  grinders,  the  plan  has  since  been  changed, 
the  section  becoming  a part  of  the  Spice  Trade 
Association,  whose  by-laws  were  amended  on 
November  7,  1918,  to  include  the  unit. 

The  grinders  also  elected  the  following  execu- 
tive committee:  George  H.  Carter,  of  the  D.  & 

L.  Slade  Company,  Boston ; Jacob  Frank,  of  the 
Frank  Tea  & Spice  Company,  Cincinnati;  W.  M. 
McCormick,  of  McCormick  & Co.,  Baltimore; 
F.  E.  Stillman,  of  the  James  H,  Forbes  Tea  & 
Coffee  Company,  St.  Louis,  and  N.  L.  Schmid,  of 
the  W’oolson  Spice  Company,  Toledo. 

Slack-filled  spice  packages  were  the  subject  of 
one  of  the  most  important  discussions  of  the 
meeting,  and  the  following  resolution  regarding 
them  was  adopted  ; 

\\  HEKKAS,  During  the  war  tliere  lias  gradually  grown 
up  a universal  i^ractice  among  spice  packers  of  packing 
slack-filled  packages,  as  a result  of  high  prices  or  raw 
materials,  and  in  the  desire  of  the  trade  to  maintain 
standard  five  and  ten  cent  retail  packages,  similar  to  pre- 
war practice,  and. 

Whereas,  This  inactice  has  gone  to  such  an  extreme 
that  it  is  against  the  best  interests  of  both  consumers  and 
the  spice  trade;  therefore  be  it 

Resolved,  Tlnat  it  is  the  sense  of  the  American  Spice 
Trade  As.‘'ociation  that  all  packages  should  be  reasonably 
full;  therefore,  be  it  further 

Resolved,  'I'hat  the  chainnan  of  the  Spice  (Grinders  Sec- 
tion of  the  American  Spice  Trade  Association  appoint  a 
committee  of  three  to  jiroceed  to  Washington  to  confer 
with  the  United  States  Department  of  Agriculture,  re- 
(|uesting  that  seizures  made  now,  in  view  of  the  long  non- 
enforcement by  the  Pure  Food  authorities,  would  be  un- 
fair, and  further  retiuesting  that  definite  regulations  be 
liromulgated  and  disseminated  to  the  spice  grinders,  pack- 
ers, jobbers  ami  Crocers,  through  the  various  trade  asso- 
ciations, that  at  some  future  date  some  standard  prac- 
tice regarding  spice  packages  may  be  adopted  and  en- 
forced. 
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ABOUT  ALCOHOLIC  EXTRACTS 

How  the  Internal  Revenue  Department  Regards 
the  Use  of  Non-Beverage  Alcohol 
by  Manufacturers 

T N one  of  the  late  bulletins  issued  by  the  Flavor- 
^ ing  Extract  Manufacturers’  Association,  Presi- 
dent F.  P.  Beers  tells  about  the  position  taken 
by  the  Internal  Revenue  Department  in  regard  to 
the  use  of  non-beverage  alcohol  in  flavoring 
extract  manufacture.  His  remarks  are  based  on 
findings  of  Association  Attorney  Lannen. 

To  secure  the  right  to  use  non-beverage  alcohol 
in  their  products  it  is  necessary  for  manufac- 
turers to  be  able  to  file  an  affidavit  covering  cer- 
tain facts,  preferably  an  affidavit  like  the  model 
shown  in  the  bulletin.  The  affidavit  should  certify 
that  the  products  conform  to  standards  of  the 
Secretary  of  Agriculture,  the  U.  S.  Pharmacoepia 
or  the  National  Formulary.  The  percentage  of 
alcohol  by  volume  used  in  products  that  do  not 
conform  to  the  foregoing  standards  should  be 
shown  in  detail. 

The  Department  bars  sub-standard  lemon  ex- 
tract, permitting  only  flavors  or  extracts  that  are 
standard  lemon  or  turpeneless  lemon,  containing 
not  less  than  two-tenths  per  cent  of  citral. 

With  regard  to  vanilla,  etc.,  the  Department 
takes  the  position  that  some  consumers  prefer 
certain  compounds  of  vanilla  and  vanillin,  or 
vanillin  and  cumarin,  etc.,  and  therefore  these 
compounds  are  permissible. 

Extracts  must  not  contain  more  alcohol  than 
is  necessary  to  produce  the  product,  and  objection 
is  taken  to  using  too  little,  because  the  products 
precipitate  their  ingredients  and  become  more 
potable  than  if  the  necessary  amount  of  alcohol 
were  used. 

The  Department  also  says  that  it  is  not  legal  to 
manufacture  a sub-standard  extract  of  Jamaica 
ginger,  peppermint,  etc. 

Specifications  for  Navy  Extracts 
In  another  bulletin,  President  Beers  tells  of 
efforts  to  have  the  U.  S.  Navy  use  the  following 
specifications  for  lemon  extract:  “To  be  a mix- 

ture consisting  of  80  per  cent  (by  volume)  of 
oil  of  lemon,  U.  S.  P.  standard,  and  20  per  cent 
alcohol  (containing  gy]/2  to  98  per  cent  of  abso- 
lute alcohol).  Finished  mixture  to  be  clear  and 
free  from  sediment”;  or  “to  be  a mixture  con- 
sisting of  80  per  cent  (by  volume)  of  oil  of 
lemon,  U.  S.  P.  standard,  not  less  than  19.5  per 
cent  alcohol  and  the  remainder  water.  Finished 
mixture  to  be  clear  and  free  from  sedimefit.” 

In  regard  to  vanilla  sugar,  the  association  offers 


the  following  suggestion:  “Vanilla  sugar  for  the 
navy  be  prepared  by  extracting  vanilla  beans. 
(Mexican,  Bourbon  or  South  American  or  a blend 
of  these)  of  good  quality,  with  an  alcoholic  men- 
strum  of  not  less  than  40  per  cent  alcohol  and 
all  of  the  flavoring  and  aromatic  principles  of  ten 
grams  of  vanilla  beans  in  each  100  C.  C.  of  the 
finished  extract.” 


SLACK  SPICE  PACKAGES  DISCUSSED 
[from  a staff  correspondent] 

• Washington,  D.  C.,  Jan.  30,  1919.— Carl  W. 
Brand,  helix  Coste  and  N.  L.  Schmid  had  a con- 
ference here  yesterday  with  Dr.  Carl  Alsberg, 
chief  of  the  Bureau  of  Chemistry,  Department  of 
Agriculture,  relative  to  the  “slack-filled”  spice 
package  situation.  Mr.  Brand  called  attention  to 
the  so-called  “slack”  filling  of  spice  packages, 
which  practice,  Mr.  Brand  stated,  had  started 
since  the  war  owing  to  the  shortage  of  materials. 
Speaking  in  behalf  of  the  Spice  Grinders’  Sec- 
tion of  the  American  Spice  Trade  Association, 
Mr.  Brand  said  that  the  section  had  passed  reso- 
lutions condemning  the  practice,  and  he  asked  that 
the  Bureau  of  Chemistry  give  the  trade  time  to 
fill  the  packages  rather  than  start  any  prosecu- 
tion. Mr.  Brand  also  asked  that  Dr.  Alsberg 
grant  a hearing  to  the  trade  If  such  a confer- 
ence is  held,  it  will  probably  be  in  this  city. 


SLACK-FILLED  SPICE  SEIZURE 
[special  correspondence] 

Chicago,  Feb.  7,  1919. — One  of  the  most  im- 
portant pure  food  libels  of  the  year  is  likely  to 
develop  from  the  seizure  of  15,000  packages  of 
spices  shipped  to  a local  wholesaler  by  a Mid- 
West  spice  grinding  concern,  which  claims  it  is 
being  made  the  goat  in  a movement  that  is  being 
started  by  the  Federal  authorities  to  clean  up 
the  slack-filled  spice  package  abuse  that  men  in 
the  trade  say  has  been  one  of  the  most  glaring 
scandals  of  the  war.  Assistant  District  Attorney 
Dickenson  says  the  Bureau  of  Chemistry  test 
shows  not  alone  adulteration  with  sand  and  ash, 
but  that  some  of  the  cartons  contained  less  than 
75  per  cent  of  their  normal  spice  contents,  and 
that  this  was  a device  adopted  to  defeat  one  of 
the  objects  of  the  Pure  Food  and  Drugs  Act. 

Friends  of  the  accused  grinder  here  say  spice 
grinders  generally  have  been  putting  out  slack- 
filled  packages  for  years,  and  it  isn’t  fair  to  make 
any  one  house  the  scapegoat,  particularly  this 
one,  which  is  said  to  have  urged  that  the  practice 
be  stopped  but  was  unable  to  get  competitor  co- 
operation. C.  C. 
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GROCERY  TRADE  DIGEST 

€ The  most  important  news  happenings 
of  the  month  boiled  down  for  busy 
readers. 


Profit  Margin  Restrictions  Removed 
Removal  of  all  restrictions  on  margins  of 
profits  on  foodstuffs,  except  cottonseed  prod- 
ucts and  eggs,  and  cancellation  of  most  license 
requirements  on  importers  and  distributors,  ef- 
fective February  i,  bas  been  announced  by  tbe 
I’.  S.  Food  Administration  on  authority  of  a 
proclamation  signed  by  President  Wilson  at  Paris. 
The  following  only  remain  under  license : Im- 

porters and  distributors  of  wheat,  corn,  rye,  oats, 
barley,  and  elevators  and  warehouses  storing 
these  grains,  and  rice;  importers,  manufacturers, 
and  distributors  of  fresh,  canned  or  cured  beef, 
pork  or  mutton,  cottonseed,  cottonseed  products, 
lard,  butter  and  eggs,  and  sugar : importers  and 
manufacturers  of  rice,  rice  flour,  wheat  flour  and 
wheat  mill  feeds,  and  cold  storage  warehousemen. 


Look  for  Big  Food  Export  Movement 
The  Government's  announcement  of  reduced 
ocean  freight  rates,  made  recently,  developed  the 
opinion  among  leading  grocers  that  a great  vol- 
ume of  foodstuffs  will  soon  be  on  the  way  to 
Europe.  Arthur  P.  Williams,  chairman  of  tbe 
export  committee  of  tbe  National  Wholesale 
Grocers'  Association,  said  that  food  exporters 
have  been  buying  for  export  for  some  time  past, 
and  have  been  waiting  for  a favorable  moment  to 
begin  shipments. 


Complaint  Against  Baking  Powder  Maker 
Alleging  that  it  has  reason  to  believe  tbe  con- 
cern has  for  more  than  two  years  past  refused, 
and  is  still  refusing,  to  sell  its-  products  to  cus- 
tomers or  dealers  who  will  not  agree  to  main- 
tain specified  standard  resale  prices  so  fixed  and 
determined  by  the  concern,  the  Federal  Trade 
Commission  has  issued  formal  complaint  against 
the  General  Chemical  Company,  of  New  York 
City,  manufacturer  of  “Ryzon”  baking  powder. 
The  concern  was  cited  to  appear  before  the  Com- 
mission in  Washington  on  February  26. 


The  Tri-.State  Convkntio.n 
I’e  t’li^t  entb  annual  convention  of  tbe  Tri- 
State  Wholesale-  (irocers’  Association  has  been 
announced  to  be  held  at  the.  Bellevue-Stratford 
Hotel,  Philadelphia,  on  March  12-1.^. 


Chicago  Specialty  Men  Elect 
At  the  recent  convention  of  the  Chicago  aux- 
iliary of  the  American  Specialty  Manufacturers’ 
Association,  held  January  7,  Frank  Morse,  of  the 
b'oulds  Milling  Company,  was  elected  president; 
J.  11.  Stephenson,  of  Pels  & Co.,  first  vice-presi- 
dent; James  D.  Swan,  of  the  Pennsylvania  Salt 
Company,  second  vice-president ; F.  W,  Kastner, 
of  the  Welch  Grape  Juice  Company,  secretary, 
and  F.  Z.  Favor,  of  the  Enoch  Morgan  Sons 
Company,  treasurer. 


Jelly  and  Jam  Men  Organize 
More  than  half  of  the  manufacturers  of  jelly, 
jam  and  marmalade  of  the  United  States  have 
formed  the  National  Preserves  and  Fruit  Pro- 
ducers’ Association,  with  headquarters  at  414 
Maryland  building,  Washington,  D.  C.  The  fol- 
lowing officers  have  been  chosen : ^larcus  Blake- 

more.  of  Curd  & Blakemore  Company,  Louis- 
ville, president;  R.  U.  Delapenha,  of  R.  U,  Dela- 
penha  & Co.,  Inc.,  Poughkeepsie,  N.  Y.,  first  vice- 
president  ; A.  Rupert,  of  A.  Rupert  & Co.,  Port- 
land, Ore.,  second  vice-president;  Oscar  T. 
Sewell,  of  Gibbs  Preserving  Company,  Baltimore, 
Md.,  secretary  and  treasurer. 


iMoRE  About  the  Me.\t  Packers 
At  the  thirty-first  annual  convention  of  the 
New  York  State  Wholesale  Grocers’  Association, 
held  in  New  York  City  in  January,  the  meat 
packers’  entry  into  the  grocery  field  formed  an 
important  part  of  the  discussions.  Edward 
Cumpson,  of  Buffalo,  who  was  elected  president 
of  the  association  to  succeed  Sylvan  L.  Stix, 
said:  ‘This  condition  is'one  of  the  largest  prob- 

lems which  grocers  will  have  to  cope  with.  Be- 
sides owning  and  operating  food-canning  fac- 
tories, grape  juice  bottling  works,  and  various 
factories  closely  connected  with  the  packing  in- 
dustry, the  meat  packers  are  now  entering  the 
field  of  cereal  production  to  a large  extent.  Re- 
cently they  were  the  only  dealers  able  to  furnisb 
rice  to  the  trade.” 


A New  Food  Bill  in  the  Senate 
Senator  Fletcher,  of  Florida,  recently  intro- 
duced in  the  United  States  Senate  a bill  “To 
authorize  the  Department  of  Commerce,  by  the 
National  IFireau  of  .Standards,  to  examine  and 
test  manufactured  articles  (>r  products  for  the 
owner  thereof,  to  issue  a certificate  as  to  the 
nature  and  quality  of  such  manufactured  articles 
or  products,  and  to  prevent  illegal  use  of  such 
certificate.”  The  bill  ba.'-’  been  referred  to  the 
Committee  on  Commerce. 
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PATENT  OFFICE  RECORD 

Patents  Granted,  Trade  Mark  Applications, 
Certfificates  Issued  and  Labels  and  Prints 
Registered  During  the  Month 

[staff  correspondence] 
Washington,  D’.  C.,  Jan.  31,  1919. 
TJERE  follows  a complete  record  of  the  latest 
activities  of  the  United  States  Patent  Office, 
in  so  far  as  they  apply  to  the  tea,  coffee,  spice  and 
general  grocery  trades  : 


Patents  Granted 

Percolator— Charvat,  Jr.,  Chicago,  111. 
(No.  1,285,621.)  In  a percolator,  a substantially 


cylindrical  foraminoiis  body,  attaching  eyes  ro- 
tatably connected  to  each  end  of  the  body  at  its 
central  axis,  flexible  suspending  means  connected 
to  said  attaching  means  to  support  said  body  in  a 
horizontal  position  within  a container,  to  permit 
the  body  to  swing  within  the  container,  the  con- 
nection between  said  attaching  eyes  and  said  body 
allowing  the  body  to  rotate  about  a horizontal 
axis.  (Illustrated.) 


^ Baking  P owder  and  a process  of  making  same— 
Frederick  C.  Atkinson,  Indianapolis,  Ind.  (No. 
1,286,904.)  A Ijakinp-  powder  having  the  particles 
of  an  active  element  thereof,  coated  with  melted 
hydrogenated  corn  oil.  The  process  of  forming 
a baking  powder,  which  consists  in  mixing  an  ac- 
tive baking  powder  constituent  with  a fat  in 


molten  state  and  then  spraying  the  mixture  and 
cooling  the  spray  as  it  falls  to  form  the  powder. 

PprcD/a^or-Philip  Malcamp,  New  Orleans,  La. 
(No.  I 287,378.)  In  combination,  a heater  having 
normally  operative  means  for  extinguishing  the 
same,  a vertically  movable  rod  controlling  said 
means  and  extending  above  the  heater,  a perco- 
lator comprising  a body  having  a transverse  parti- 
tion provided  with  a central  opening,  a percolator 
tube  adapted  to  extend  through  the  opening  and 
carrying  a closure  for  closing  the  opening,  a 
coffee  holder  fitting  within  the  top  of  the  body 
through  which_  the  tube  extends,  the  body  having 
a vertical  partition  at  one  side  of  the  center  and 
ot  the  percolator  tube,  and  stopping  short  of  the 
transverse  partition,  said  body  having  supporting 
legs  arranged  in  a line  diametrically  thereof,  and 
having  a third  leg  at  the  side  of  the  body  remote 
from  the  vertical  partition,  the  controlling  rod 
tor  the  heater  being  adapted  to  engage  the  bottom 
ot  the  percolator  body  when  the  percolator  is 
seated  on  the  heater  at  the  opp  opposite  side  from 
the  third  leg  to  hold  the  extinguishing  means  in 
inoperative  position  and  to  engage  the  percolator 
at  the  side  adjacent  to  the  third  leg  when  the 
percolator  is  reversed  on  the  heater  to  cause  the 
percolator  to  release  the  rod  when  the  coffee  has 
been  made.  (Illustrated.) 


Coffee  Percolator  with  flexible  coupling — Jacon 
B.  Bleichrode,  assignor  to  the  Crystal  Percolator 
Company,  Inc.,  New  York.  (No.  1,288,376.)  In 
combination,  a lower  bulb,  an  upper  buib  having 
an  opening  at  its  bottom  adapted  to  fit  into  said 
lower  bulb  and  a gasket  connecting  said  bulbs, 
said  gasket  being  made  of  flexible  material  com- 
prising a body  portion,  and  projecting  parts 
vertically  spaced  from  each  other  and  projecting 
inwardly  from  said  body  portion  toward  the  cen- 
tral axis  of  the  gasket.  (Illustrated.) 

Coffee  Substitute — Severin  Sorensen,  Dazey, 
N.  D.  (No.  1,288,727.)  A base  for  a beverage 
comprising  a mixture  of  a cereal,  molasses  and 
the  whites  and  yolks  of  eggs,  which  base  is 
roasted  and  ground,  and  a plant  product  consist- 
ing of  the  leaves  of  plants  such  as  alfalfa  and 
clover,  dried  and  ground. 


Trade  Marks  Registered 

Here  is  a list  of  marks  which  have  been  regis- 
tered and  for  which  certificates  have  been  issued  : 

“Simny  BoyT  (123,545.)  The  Brundage  Bros. 
Co.,  Toledo,  Ohio.  Coffee,  tea,  salted  peanuts, 
peanut  oil  and  peanut  butter.  First  use  Mav  i 
1917.  ’ 

“Valley  Rose.”  (123,580.)  Eldridge,  Baker 
Co.,  Boston,  Mass.  Tea  and  coffee.  First  use 
May  4,  1916. 

“Beecffiuit.”  (123,604.)  Helen  J.  Johnson, 
1 oledo,  Ohio.  Coffee.  First  use.  May  24,  1916 

“Fragroma.”  (123,615.)  McCormick  & Co., 
Baltimore,  Md.  Flood  flavoring  extracts!  First 
use,  June  i,  1918. 

“Our  Mill.”  (123,631.)  The  Nesho  Grocery 
Co.,  Nesho,  Mo.  Canned  fruits  and  vegetables, 
rolled  oats,  rice  and  tea.  First  use,  January,  1913. 
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"Sicola."  (12,^651.)  Sea  IsUiiul  Cotton  Oil 
Co..  Charleston.  S.  C.  reanut  oil.  First  use, 
January  25.  1918.  Registered  Nov.  19.  191S. 

"Defco."  ( 123.697.')  The  Deis-I'ertig  Co.. 
Dover.  Ohio.  Canned  vegetables,  spices  aiul  to- 
mato catsup.  First  use,  Nov.  1,  1917. 

“.Admiration.”  (123,701.)  Duncan  Coffee  Co., 
Houston,  d'ex.  Coffee  in  cans,  h'irst  use,  July  28, 
1918. 

"Nut- Brown.”  (123.740.)  E.  B.  Millar  & Co., 
Chicago.  Ill,  Coffee.  First  use,  April  26,  1918. 

Registered  Dec.  3,  1918. 


“Vanity.”  (123.908.)  .\.  Kickhusch  Grocery 

Co..  Wausau.  Wis.  For  coffee.  First  use.  May  21, 
1918.  Registered  Dec.  17,  1918. 


L.vrkls  Reoisteked 

This  is  a record  of  labels  which  have  been  reg- 
istered and  for  which  certihcates  have  been  is- 
sued : 


an  Indian.  (105,581.)  Pennsylvania  Chocolate 
Co.,  Pittsburg,  Iki.  Chocolate,  chocolate  candy 
and  sweetened  cocoa. 


Week  h'NDiNc  November  26,  1918 
“Jecko.”  (ii3,58<). ) John  1C  King  Coffee  Co., 
Detroit,  Mich.  Coffee. 

“Blue  Goose”  and  figure  of  a goose,  (i  13,359.) 
riie  Shear  Co.,  Waco,  Tex.  Roasted  coffee. 

“'I'ank”  and  ligure  of  a tank.  (i  13.359.)  Irwin- 
Harrison  & Crosfield,  Inc.,  New  York.  d>a. 


Week  Ending  December  3,  1918 
”C  W.”  (113,686.)  The  Wildar  Co.,  Cleveland, 
Ohio.  Coffee. 

“Peep  O’  Day.”  (113,843.)  The  Weideman  Co., 
Cleveland,  Ohio.  Coffee. 

“Swansdown.”  (113,654.)  James  Mc.Ateer  & 
Sons,  Inc.,  Pittsburgh,  Pa,  Coffee  and  tea. 

“Blue  Bell.”  (113,305.)  Park  & Tilford,  New 
York.  Tea. 

“Empire.”  (86,470.)  Berdan  & Co.,  Toledo, 


Tr.ade  .M.xrks  Pending 


“Thrift.”  (21,054.)  Duncan  Coffee  Co.,  Hous- 
ton, Tex.  Coffee  cans. 

“Admiration.”  (21,055.)  Duncan  Coffee  Co., 
Houston,  Tex.  Coffee  in  cans. 

“Ol-iv-Xut.”  (21,059.)  John  G.  Neumeister 
Co.,  Chicago,  111.  Blended  olive  and  iieanut  oils. 

“Her  Majesty’s  Blend,  Ridgeway’s  Tea.”  (21,- 
080.)  Ridgeway,  Inc.,  New  York. 

Registered  December  24,  1918. 


TRADE  MARKS  PENDING 
1 he  following  marks  have  been  favorably  acted 
upon.  .Any  person  who  believes  he  would  he 
damaged  by  the  registration  of  a mark  nriy  within 
thirty  days  enter  opposition  to  prevent  the  pro- 
posed registration.  .All  imiuirics  should  he  ad- 
dressed to  d iiE  'I'e.v  .\nd  Coffee  d'RADF  Joi-rn.m., 
79  Wall  street.  .New  ^’ork  : 

Week  Ending  November  19.  1918 
“Miss  Zatek,’’  little  girl  (head  of ) dressed  as 


Ohi6.  Assignor  to  The  Berdan  Co.,  d'oledo,  Ohio. 
Tea,  coffee  and  rice. 

“Sunbeam  A N CO.”  (98,073.)  Austin  Nichols 
& Co.,  Inc,,  Brooklyn,  N.  Ah,  and  New  A^ork.  Cer- 
tain food  products. 

Week  Ending  December  10,  1918 
“Carmelo”  (113,340.)  Austin  Nichols  & Co., 
Inc.,  New  A’^ork.  Canned  artichokes,  pickles, 
mincemeat,  prepared  mustard,  cheese,  canned 
herring  roe,  canned  sardines,  vanilla  food  flavor- 
ing extracts,  canned  chow-chow. 


Week  Ending  Dexember  17,  1918 
“Signature  of  John  11.  Wilkins,”  one  of  the 
officers  of  the  corporation.  (109,820.)  John  II. 
Wilkins  Co.,  Washington,  1).  C.  Coffee. 

“Amherola.”  (112,632.)  Herman  Kienzler  Co., 
New  A^ork.  Cotton  seed  salad  oil. 

“Ann  Hathway,”  ligure  of  a home.  (113,968.) 
George  II.  Hathway,  Chicago,  111.  Coffee,  tea, 
spices  and  cocoa. 


TEA  AND  COFFEE  RESEARCH  BUREAU 

lilt  scientific  research  under  the  editors’  direction  in  which 

will  be  found  short,  popularized  reviews  of  current  and  older  works  of  a nhv- 

S^the  ^“Sitive  paragraphs,  references  and  articles  deriing 

with  the  history,  pharmacology  and  technology  of  tea,  coffee  and  spices  ^ 


MORE  ABOUT  BOILED  COFFEE 

Boiling  Ruins  the  Flavor,  Impairs  the  Digestion 
and  Causes  Constipation — A 
Word  for  Filtration 


1^  R.  WILLIAM  BRADY  wrote  the  following 
about  boiled  coffee  in  a recent  issue  of  the 
“Brooklyn  Daily  Eagle”:  ‘ When  either  tea  or 

coffee  is  boiled,  even  for  a few  seconds,  the  tan- 
nin (tannic  acid)  is  extracted  from  the  leaves 
or  berries,  and  dissolved  in  water.  Tannin  is 
good  for  curing  shoe  leather,  etc.,  but  not  for 
the  alimentary  tract.  Boiling  ruins  the  flavor  of 
tea  or  coffee.  Boiled  tea  or  coffee  impairs  di- 
gestion and  produces  constipation.  Pour  cold 
water  over  the  coffee  grounds;  stir  in  a little  egg 
albumin;  then  put  on  the  fire  and  watch  the  pot, 
and  remove  it  just  before  the  boiling  point  is 
reached.  Slowly  heating  up  from  cold  extracts 
the  good  flavor  but  not  the  hitter  tannin.  Much 
of  the  senseless  prejudice  against  coffee,  the  most 
wholesome  of  beverages  for  adults,  is,  no  doubt, 
due  to  boiling  the  pot  in  crude  lumber  camp  fash- 
ion. Most  of  the  coffee — so-called — served  in 
restaurants,  dining  cars  and  hotels  is  a wicked 
solution  of  tannin  unfit  to  drink.” 

One  of  the  contributing  editors  to  this  depart- 
ment, who  has  made  some  exhaustive  coffee  re- 
searches, makes  the  following  comments  on  the 
foregoing : 

I agree  with  Dr.  Brady  that  boiling  ruins  the 
flavor  of  tea  or  coffee.  However,  I must  take 
exception  to  his  statements  regarding  tannin  in 
coffee.  The  existence  of  tannic  acid  (tannin)  in 
green  coffee  is  very  doubtful.  But  even  if  it 
should  be  present  in  the  green  bean  it  could  not 
withstand  the  temperature  of  roasting  (approxi- 
mately 200  degrees  C).  Accordingly,  the  non- 
existence of  tannin  in  an  infusion  of  roasted  cof- 
fee, made  under  any  conditions,  may  he  taken  as 
a fact,  unless  proven  otherwise. 

^ “Regarding  the  relative  solubility  of  the  va- 
rious constituents  of  the  roasted  coffee  bean.  Dr. 
Wiley  reports  that  ‘tannic  acid’  is  the  most 
soluble.  Tliis^  only  goes  to  show  the  further 
need  of  a revision  of  the  nomenclature  used  at 
present  in  designating  the  constituents  of  coffee. 
The  average  chemist  who  has  ever  made  analyses 


of  coffee  will  agree  with  me  that  the  official 
method  of  caffetannic  acid  analysis  is  not  reliable 
and  IS  meaningless,  as  it  purports  to  determine 
the.  percentage  of  a compound  in  roasted  coffee 
which  does  not  exist  there  at  all. 

Covering  of  ground  coffee  with  cold  water 
and  slowly  bringing  the  mass  to  a temperature 
just  below  boiling,  will  result  in  a large  retention 
of  the  caffeol  and  no  production  of  bitterness. 
Bitterness  is  produced  on  boiling  probably  by 
hydrolysis  of  some  of  the  constituents  of  the 
grounds  together  with  the  attendant  extraction 
of  the  substances  produced;  but  it  may  not  be 
attributed  to  the  extraction  of  tannin. 

Why  bother  with  the  best  way  to  make  coffee 
in  an  old-fashioned  coffee  pot  when  the  filtration 
methods  give  such  a superior  brew  ?”— T.  C.  W 


SOLUBLE  COFFEE  ANALYSIS 

Some  Comments  on  Soluble  Coffees  in  General 
and  One  of  the  Newer  Products 
in  Particular 

of  the  latest  soluble  coffees  to  appear  on 
the  market  is  manufactured  by  the  Charles 
E.  Hires  Company,  Philadelphia,  the  well-known 
manufacturer  of  root  beer.  A sample  was  re- 
cently sent  to  one  of  the  chemists  connected  with 
our  Research  Department,  and  his  report  con- 
cerning it  is  as  follows  : 

“I  have  examined  the  can  of  the  Charles  E. 
Hires  Company’s  soluble  coffee,  and  find  the 
product  to  be  the  dried  extract  of  a fair  grade  of 
coffee.  There  is  no  mixture  with  any  other  sub- 
stance. The  flavor  is  fa*-  below  the  G.  Wash- 
ington Coffee,  but  compares  favorably  with  that 
made  hy  the  Blanke  Company,  and  known  as 
‘Eaust  Soluble  Coffee.’ 

“The  process  used  for  making  this  soluble  cof- 
fee (Hires)  is  the  conventional  one,  as  there  are 
no  outstanding  qualities  whAh  would  rate  this 
product  above  the  average. 

“No  soluble  coffee  extract  could  possibly  have 
the  flavor  of  regular  coffee,  as  the  life  of  the 
substance  is  lost  in  the  process.  As  at  present 
made,  coffee  is  extracted  with  water,  and  in 
making  “coffee”  from  the  dried  product  water  is 
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added  again.  This  is  similar  to  twice  heating 
coffee. 

“Unless  someone  discovers  a method  of  re- 
moving the  soluble  constituents  of  the  coffee 
bean  without  the  aid  of  water  tjiere  is  no  likeli- 
hood that  the  soluble  extract  will  ever  supplant 
the  coffee  made  in  the  old-fashioned  way. 

A.  (i. 

ANOTHER  COFFEE  SUBSTITUTE 


A Beverage  Brewed  From  the  Ordinary  Lupiiius 
Plant  is  Said  to  Taste  Somewhat 
Like  Coffee 


^ ERM.\X  scientists  claim  to  have  made  a new 
discovery  in  coffee  substitute  research.  At 
the  annual  convention  of  the  Association  for  Ap- 
plied Botany,  held  in  Berlin  the  other  day.  mem- 
bers told  of  their  experiments  in  this  held.  One 
of  them.  Professor  Dr.  Thoms,  who  was  a Privy 
Councillor  before  the  revolution,  reported  success 
in  extracting  out  of  the  lupinus  ])lant  a substance 
which  he  considered  a good  substitute  for  coffee. 
After  the  session.  Professor  Thoms  invited  his 
colleagues  to  partake  of  a dinner  consisting  partly 
of  lupinus  dishes  and  concluding  with  a demitasse 
of  lupinous  coffee.  It  is  said  the  scientists  present 
liked  the  coffee  substitute  very  well,  but  this  testi- 
mony does  not  carry  so  much  weight  when  you 
consider  that  Germany  has  not  tasted  any  real 
coffee  for  a long  time. 

However,  scientists,  led  by  Professor  Thoms, 
see  a bright  future  in  store  for  lupinus,  which  is 
rather  an  ordinary  plant  of  the  common  garden 
variety.  Lupinus,  literally  translated,  means 
wolfish.  The  name  is  an  allusion  to  the  plant’s 
voracity  in  destroying  or  exhausting  land.  It 
is  a very  extensive  genus  of  hardy,  annual,  peren- 
nial and  half-shrubby  plants,  some  of  which  are 
commonly  cultivated  in  the  gardens  for  the  sake 
of  their  gaily  colored  flowers,  the  lupines.  Thus, 
if  you  like  lupinus  coffee.  you  may  grow  it  in  your 
back  yard.  You  may  enjoy  an  ornament  to  your 
garden  and  an  aromatic  after-dinner  beverage  at 
the  same  time. 

I he  lupinus  belongs  to  the  nat.  orcler  Legumi- 
nosje,  which  grow  in  Europe,  the  temperate  parts 
of  North  and  South  America,  a few  annual  spe- 
cies being  found  in  the  Mediterranean  region. 
The  leaves  are  simple,  digitate,  or  composed  of 
HTany  leaflets.  The  flowers  are  usually  blue,  violet 
or  variegated,  more  rarely  pink,  yellow  or  white, 
in  terminal  racemes.  So  there  is  no  lack  of  va- 
riety as  to  colors.  Let  us  hope  there  is  a similar 
variety  as  to  aromas  of  the  lupine  coffee.  G.  S. 


TEA  SEED  OIL  AND  CAKE 


These  Two  Products  of  a Near  Relative  of 
C.  Thea  Are  Useful  for  Soap  and  Ver- 
micide Manufacture  and  Lubrication 


A W RITER  in  the  “Bulletin  of  the  Imperial 
Institute"  (London)  gives  the  following- 
analysis  of  tea  seed  oil  and  tea  seed  cake,  and 
describes  their  uses  in  commerce : 

These  materials  are  obtained  from  the  seeds  of 
Camellia  Sasa)iqua,  a near  relative  of  the  tea 
plant,  ('.  Tlica.  C.  Sasanqua  is  grown  by  the 
Chinese  mainh'  for  the  sake  of  its  seeds,  from 
which  the  oil  is  expressed  and  used  as  an  illumi- 
nant.  The  cake  left  after  expressing  the  oil  is 
used  as  a substitute  for  soap.  'The  possibility  of 
using  it  in  this  way  ks  no  doubt  due  to  the  large 
amount  of  saponin  in  the  cake.  (See  below.) 

The  oil  and  cake  now  reported  on  were  received 
from  Hong  Kong. 

Tea  Seed  Oil 

This  was  a yellowish-brown,  slightly  opalescent 
oil,  said  to  be  imported  to  Hong  Kong  from 
WTichow,  on  the  West  River,  Kwangsi  Province. 

On  analysis  it  gave  the  following  results  ; 

15.5°  C 

Specific  gravity  at  0.918 

15.5°  C 

Acid  value*  9-1 

Sauonification  value'"  198.4 

Iodine  value,  per  cent  , 87.5 

* Milligrams  of  potassium  hydroxide  per  gram  of  oil. 

The  oil  was  submitted  to  a firm  of  soap  makers, 
who  stated  that  it  made  a*  softer  soap  than  cotton- 
seed oil,  and  would  therefore  be  worth  about  £\ 
per  ton  less  than  the  latter,  the  current  price  of 
which  was  £22  2s.  6d.  per  ton  in  Hull. 

This  oil  would  find  a market  in  the  United 
Kingdom  for  lubricating  and  soap-making  pur- 
poses. The  ])resence  of  saponin  in  the  seeds,  and 
sometimes  in  the  oil,  would,  however,  ]irobably 
render  the  latter  unsuitable  for  edible  use. 


Tea  Seed  Cake 


This  material  consists  of  the  cake  left  on  ex- 
pressing the  tea  seed  oil  described  above  from  the 
seeds  of  C.  Sasatiqiia. 

The  sani])le  examined  was  in  the  form  of  hard, 
firm,  circular  cakes  about  i inch  in  thickness. 
It  was  dark  brown,  and  possessed  an  unpleasant, 
pungent,  bitter  taste. 

On  examination  it  gave  the  ff)llowing  results; 


Per  ('ent 


Pat  1.31 

.Starch,  etc 43.24 

Pihre  37.43 

Ash  3.20 


Per  Cent 

Moisture  8.33 

('rude  imoteins  ....  0.49 

True  proteins  ...  0.13 

Other  nitrogenous 

substances  ....  0.30 


By  Herbert  S.  Houston 

Member  of  the  Committee  of  the  Chamber  of  Commerce 
of  the  United  States  on  Economic  Results  of  the  War* 


/^NE  apparently  strong  and  valid  argument  to 
be  brought  against  the  use  of  economic  pres- 
sure is  that  it  would  bring  great  loss  to  a nation 
applying  it.  And  that  is  true.  But  it  is  equally 
true  that  this  loss  would  be  far  less  than  the 
loss  brought  by  war.  The  appropriations  of  the 
United  States  for  war  purposes  in  1915,  a year 
after  the  great  war  broke,  4^ut  two  years  before 
we  entered  it  ourselves,  were  $158,000,000.  For 
.the  year  1918,  the  war  appropriations  have  already 
reached  the  great  total  of  $7,527,338,716.  This 
vast  sum,  fifty  times  greater  than  the  sum  ap- 
propriated in  1915,  represents  the  war  cost  for 
only  a single  nation.  The  annual  cost  of  the 
war  of  all  the  nations  engaged  in  it  is  many  times 
that  sum.  And  the  total  cost  of  the  war  from 
the  beginning  represents  a sum  equal,  undoubt- 
edly, to  the  value  of  all  the  products  of  all  the 
belligerents  for  a generation.  At  the  beginning 
of  1918  it  was  estimated,  after  careful  computa- 
tions, that  the  cost  of  the  war  to  Germany  repre- 
sented one-third  of  the  total  wealth  which  the 
German  Empire  had  built  up  through  centuries. 
And  the  cost  to  the  other  nations  is  relatively  as 
great.  In  comparison  to  the  staggering  sums  in- 
volved, the  loss  to  commerce  from  the  applica- 
tion of  economic  pressure  would  be  extremely 
small.  This  would  be  true  even  if  the  entire 
export  and  import  trade  of  all  the  belligerent 
nations  should  be  sacrificed. 

In  1912  the  imports  of  France  amounted  to 
$1,588,553,000  and  the  exports  to  $1,295,528,000. 
The  imports  of  Germany  for  the  same  year  were 
$2,544,557,000  and  the  exports  $2,131,718,000.  The 
imports  of  Austria-Hungary  were  $722,030,000 
and  the  exports  $554,973,000.  For  the  United 
Kingdom  the  imports  were  $3,623,794,000  and  the 
exports  $2,371,073,000.  Italy’s  imports  were 
$714,471,000  and  exports  $462,607,000.  Japan’s 
imports  were  $308,258,000  and  exports  $261,258,- 
00o._  The  United  States  had  imports  of  $1,653,- 
265,000  and  exports  of  $2,170,320,000. 

These  great  totals  represent  much  less  than  the 
yearly  cost  of  the  war  to  each  of  the  belligerents 
The  official  figures  issued  by  the  United  States 
ITeasury  Department,  giving  the  cost  of  the 
huiropean  war  up  to  August  i,  1917,  showed  that 
the  expenditures  of  the  United  Kingdom  ag- 
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gregated  $26,705,000,000,  and  that  the  daily  war 
cost  was  $25,000,000  . For  France  the  total  ex- 
penditures had  been  $16,530,000,  with  a daily  war 
cost  of  $18,500,000.  For  Italy  the  aggregate  cost 
was  $5,050,000,000,  with  a daily  expenditure  of 
$7,000,000.  With  the  Central  Powers,  Germany 
had  made  aggregate  expenditure  reaching  $19,- 
750,000,000,  with  a daily  cost  of  $25,000,000,  the 
same  daily  cost  as  that  of  Great  Britain.  Austria- 
Hungary  had  war  expenditures  that  equaled 
$9,700,000,000,  with  a daily  war  cost  of  $13,000,- 
000.  As  1918  opened,  the  daily  cost  of  war  to  the 
United  States  had  mounted  to  the  same  great 
total  of  $25,000,000. 

The  statement  of  these  figures  makes  clear  the 
wide  disproportion  between  the  cost  of  war  and 
the  cost  of  preventing  war  through  the  use  of 
economic  pressure.  But,  manifestly,  it  is  a false 
assumption  to  say  that  the  nations  in  a league 
would  have  all  their  outgoing  and  incoming  com- 
merce destroyed  when  they  joined  in  applying 
economic  pressure  to  a recalcitrant  member.  The 
most  that  could  happen  would  be  the  total  loss 
of  trade  which  each  nation  in  the  League  had 
with  the  nation  against  which  economic  force  was 
being  directed.  To  some  degree  this  loss  would 
be  met  by  increased  trade  among  the  nations  of 
the  League  with  each  other,  but  for  the  purposes 
of  a comparison  we  shall  give  to  war  the  benefit 
of  every  possible  doubt,  and  assume  that  the 
entire  volume  of  trade  which  the  recalcitrant  na- 
tions had  with  the  other  members-  of  the  League 
would  represent  a complete  loss.  Even  on  this 
basis  it  is  apparent  that  the  cost  of  a war  that 
might  possibly  be  avoided  is  very  greatly  in  ex- 
cess of  any  conceivable  loss  that  might  be  en- 
tailed through  the  application  of  economic  pres- 
sure. 

The  trial  balance  that  is  being  considered  is  of 
commerce  alone,  and  no  account  is  being  taken  of 
the  destruction  of  life  and  the  other  great  human 
losses  that  come  with  war.  But  this  strict  com- 
mercial accounting  shows  a heavy  debit  against 
war. 

A criticism  has  been  made  of  the  use  of  eco- 
nomic pressure  by  Mr.  Hamilton  Holt,  the  able 
editor  of  “The  Independent,”  and  by  others,  to 
the  effect  that  the  burden,  in  applying  economic 
pressure,  would  be  borne  unequally  by  the  signa- 
tory nations.  It  has  been  pointed  out  that  a small 
nation,  in  a given  case,  might  suffer  a greater 
trade  loss  than  a large  nation,  and  this  is  possible. 
But  this  inequality  can  be  met  by  making  the 
share  of  the  total  loss  of  trade  which  each  nation 
would  bear  directly  proportionate  to  the  amount 
of  its  foreign  trade.  By  thus  pro-rating  the  loss 
on  the  basis  of  the  ability  of  each  nation  to  bear 


February,  1919 


THE  TEA  AND  COEFEE  TRADE  JOURNAL 


145  . 


it.  absolute  fairness  would  be  secured.  The 
League  of  Nations,  which  would  apply  the  eco- 
nomic pressure,  could  equitably  determine  the 
amount  of  the  resulting  loss  which  each  nation 
should  assume.  Even  if  this  were  not  done  the 
loss  to  each  nation  would  he  far  less  than  the 
loss  which  would  be  entailed  by  war;  so,  it  is 
reasonable  to  expect,  few  controversies  would 
arise  from  the  distrihution  of  the  loss  suffered  in 
preventing  the  dajnage  and  destruction  of  war. 

Wo.MEX,  Children  .\nd  Emb.\ttled  N.vtions 

In  addition  to  the  loss  that  would  be  suffered 
by  the  nations  applying  economic  pressure,  the 
objection  most  strongly  urged  against  its  adoption 
by  a league  of  nations  is  that  its  effect  would 
be  heaviest  on  non-combatants.  -This  objection 
will  not  stand  before  analysis.  For,  as  the  less 
cannot  exceed  the  greater,  economic  pressure 
alone,  as  a preliminary  force  to  prevent  war,  will 
never  be  so  hard  on  women  and  children  and  other 
non-combatants  as  economic  pressure  in  time  of 
war,  reinforced  and  intensified  by  all  the  other 
rigors  of  war. 

Belgium  and  Northern  France,  Serbia  and 
Rumania,  every  country  that  has  been  occupied 
by  an  enemy  in  this  war,  offers  pathetic  and  over- 
whelming proof  of  the  suffering  which  war  brings 
to  non-combatants.  In  many  ways  it  is  suffering 
with  a sharper  edge  than  that  borne  by  soldiers 
on  the  fighting  line.  War  as  it  has  been  wag'ed 
by  Germany  is  no  respecter  of  persons.  The 
Bryce  report  presents  damning  evidence  of  the 
grievous  wrongs  done  the  women  and  children 
and  old  men  of  Belgium,  wrongs  that  have  gone 
to  the  point  of  bearing  many  of  them  away  to 
servitude.  And  this  record  has  been  matched  in 
Poland,  Armenia,  Serbia  and  Rumania,  at  least 
as  far  as  physical  suffering  is  concerned. 

The  strikes  which  broke  out  in  Berlin  and 
Vienna  early  in  1918  were  due  largely  to  the 
sufferings  which  war  had  brought  to  workers 
and  their  families,  far  behind  the  battle  lines. 
The  blockade  had  hemmed  Germany  in  com- 
pletely from  the  sea,  and  pressure  through  lack  of 
food  and  other  supplies  was  greater  on  civilians 
than  on  the  soldiers  and  sailors.  This  has  been 
due  to  the  fact  that  the  latter  are  being  looked 
after  by  all  the  belligerents  even  before  the  needs 
of  women  and  children  are  considered.  For  such 
is  the  imperious  rigor  of  war  that  nothing  is 
permitted  to  stand  in  its  way.  The  case  is  Lilly 
established  by  this  war  that  economic  pressure 
affects  non-combatants  quite  as  much  as  it  does 
combatants,  and  that,  in  addition,  they  have  to 
bear  many  losses  and  dangers  that  are  peculiar 
to  war. 

This  objection,  moreover,  seems  to  wholly 
overlook  the  fact  that  economic  pressure  is  pro- 
posed as  a sanction  to  put  behind  international 
courts  so  that  their  use  will  be  compelled  in  the 
settlement  of  differences  between  nations  and  law 
be  substituted  in  the  place  of  war.  If  economic 
pressure  against  a nation  succeeds  in  a given  case, 
and  war  is  avoided,  it  is  clear  that  that  nation  has 
escaped  contending  with  the  military  forces  of 
the  other  nations,  as  well  as  with  their  economic 
forces.  In  all  wars  the  first,  indeed  the  immediate 
result,  is  commercial  non-intercourse,  which  is 
economic  pressure  in  the  most  complete  and  hos- 


tile form.  So  it  is  plain  that  a nation  at  war 
. suffers,  both  through  its  combatants  and  its  non- 
combatants,  from  all  the  losses  and  ravages  of 
war,  including  economic  pressure. 

But  there  is  even  a broader  argument  to  bring 
against  this  stock  ohjectron.  The  present  war  has 
shown  for  all  the  world  and  for  all  time  that  the 
old  distinctions  between  combatants  and  - non- 
combatants  have  largely  disappeared.  Wars  are 
no  longer  limited  to  the  fighters  on  sea  and  land. 
Embattled  nations  arc  drawn  up  on  continental 
battle  lines.  Industries  fight.  Women  and  children 
and  old  men  make  munitions.  Railways  and 
steamship  lines  are  organized  and  devoted  to  war 
uses.  Everything  and  everybody  is  mobilized. 
The  Red  Cross  forms  children  and  women,  as 
well  as  men,  into  a great  army  of  mercy  behind 
the  lines,  drawn  from  every  village  in  so  vast  a 
country  as  the  United  States.  Hoover,  through 
the  I'ood  Administration,  outlines  menus  which 
an  opinionated  and  self-reliant  democracy  accepts 
with  scarcely  a protest.  Garfield  specifics  the 
number  of  shovels  of  coal  that  can  be  fed  to  the 
furnace,  and  marks  the  temperature  the  house- 
hold thermometer  should  register.  And  when  the 
President  issues  an  order  taking  over  all  the 
railroads,  a country  that  has  been  grounded  in 
the  sacred  right  of  property  and  always  believed 
that  individual  initiative  was  the  American’s 
birthright,  does  little  more  than  mark  the  day. 
All  of  this  means  simply  that  we  perceive,  as 
England  and  France  and  Germany  and  all  the 
belligerents  have  perceived,  that  war  to-day  is  a 
surging,  resistless  struggle  of  all  the  human  and 
industrial  and  financial  power  of  every  nation 
engaged. 

It  is  the  overwhelming  consciousness  of  this 
all-inclusive  nature  of  modern  war  that  has  de- 
veloped the  strongest  argument  that  has  ever 
been  presented  in  favor  of  abolishing  war.  In  a 
truer  way  than  we  are  apt  to  grasp,  war  is  de- 
stroying war.  This  is  not  a pacifist  idea,  but  one 
that  is  based  on  nature’s  primal  law  and  need  of 
self-preservation.  Men  see  that  the-  enginery  of 
war  which  they  have  created,  largely  in  the  last 
generation,  will  destroy  themselves.  The  sub- 
marine, the  airship,  the  poisonous  gases,  the  cur- 
tains of  fire,  the  tanks,  the  great  gun.s — they  have 
been  loosed  from  the  brain  of  man,  and  arc  run- 
ning wild  in  the  world  like  beasts  of  the  jungle, 
seeking  whom  they  may  devour — and  they  have 
found  man,  their  creator.  Not  only  are  they 
destroying  him,  but  they  are  destroying  also  the 
civilization  he  has  slowly  reared  through  the  cen- 
turies. It  is  this  hideous,  hydra-headed  monster 
of  war  which  the  democratic  nations  are  con- 
vinced that  Germany  is  responsible  for,  and  they 
are  determined  to  slay  it,  for  the  jirotection  both 
of  Germany  and  of  themselves. 

“The  Power  of  the  Purse” 

For  centuries  nations  have  used  economic  pres- 
sure for  accomiilishing  the  most  fundamental 
reforms  in  their  own  governments.  It  has  been 
steadily  operating  in  Germany  to  produce  results 
that  are  almost  revolutionary.  Von  Bethmann- 
Hollweg  resigned  as  the  Imperial  Chancellor  of 
Germany  in  July,  1917.  There  was  much  discus- 
sion as  to  the  reasons  for  the  resignation,  but 
there  was  no  mistaking  the  fact  that  the  force 
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which  compelled  it  was  “the  power  of  the  purse,’’ 
exerted  in  the  refusal  of  the  Reichstag  to  pass 
t le  war  credi^  asked  for.  So  powerful  a min- 
ister as  the  Chancellor,  who  had  been  able  to 
stand  against  Von  Tirpi^  and  the  Junkers  on  a 
number  of  vital  questions,  and  who  had  the  sup- 
port of  the  Kaiser,  could  not  resist  the  economic 
pressure  applied  by  the  Reichstag.  And  when  the 
Kaiser  named  Dr.  Michaelis  as  his  successor, 
without  consulting  his  parliament,  he  created  so 
many  difficulties  for  him  that  he  could  not  last 
the  year  out.  Having  in  its  control  the  power 
before  which  Von  Bethmann-Hollweg  had  to 
bend  and  break,  the  Reichstag  was  able  to  exact 
from  the  new  Chancellor  a pledge  that  it  would 
be  consulted  on  all  important  questions  of  foreign 
policy ; and  it  forthwith  put  the  agreement  to  the 
test  by  committing  Dr.  Michaelis  to  its  formula 
of  a peace  without  annexations,  and  in  the  reply 
to  the  note  of  Pope  Benedict  it  enforced  the  in- 
clusion of  Its  own  peace  resolution  embodying  this 
formula. _ But  although  this  second  Chancellor 
was  willing  to  bend  under  pressure,  he  incurred 
the  ill  will  of  the  Reichstag  on  a number  of  his 
acts,  especially  in  his  indifference  or  tacit  ap- 
proval  toward  the  propaganda  Von  Tirpitz  and 
the  hatherland  party  spread  through  the  army, 
and  he  had  to  go.  Then  an  unprecedented  event 
occurred,  one  fraught  with  promise  for  a demo- 
cratic Germany,  or,  at  least,  for  a Germany  in 
which  the  people  will  have  larger  control  of 
their  government.  Count  von  Hertling,  called  to 
the  Chancellorship  by  the  Kaiser,  delayed  his 
acceptance  until  he  had  consulted  leaders  in  the 
Reichstag  and  been  convinced  that  he  could  secure 
a majority  support.  This  was  equivalent,  prac- 
tically, to  confinuation  by  the  Reichstag,  much  the 
same,  at  least  in  effect,  as  the  confirmation  of  the 
appointees  of  the  President  of  the  United  States 
by  the  Senate,  or  to  the  vote  of  confidence  in  a 
new  French  ministry  by  the  Chamber  of  Deputies 
So  here  is  responsible  government  finally  taking 
form  in  Germany,  in  the  stress  of  war,  through 
'the  power  of  the  purse.”  If  Germany  can  em- 
ploy economic  pressure  to  make  her  own  auto- 
cratic government,  supported  by  an  archaic  con- 
stitution, responsive  to  the  people  in  a much 
greater  degree  than  ever  before,  Germany  could 
assuredly  _ employ  economic  pressure  as  a force 
to  maintain  world  peace,  as  a member  of  a league 
of  nations.  And  Germany,  with  a responsible 
government  controlled  by  the  people,  has  been 
considered  at  all  times  as  a nation  qualified  for 
membership  in  such  a league  by  President  Wil- 
son, ex-President  Taft  and  other  leading  states- 
men^ among  the  Entente  Allies.  It  would  be  a 
significant  and  impressive  illustration  of  the  ef- 
fectiveness of  economic  pressure  if,  largely 
through  its  power,  Germany  was  able  to  accom- 
plish such  reforms  within,  that  it  could  become 
part  of  a league  that  would  employ  economic 
pressure  to  secure  and  maintain  peace  through- 
out the  world.  But  such  an  illustration  would  be 
but  one^  of  many  repetitions  of  history.  The 
contest  in  Germany,  between  autocratic  power, 
represented  by  the  Emperor  and  his  ministers' 
and  the  Reichstag,  representing  the  people,  is 
strangely  similar  to  the  long  contest  of  three  cen- 
turies ago  between  the  King  and  Parliament  in 
England.  And  the  two  contests  for  responsible 


government,  to  be  controlled  by  the  people,  are 
identical^  in  the  force  employed  by  the  people  to 
gain  their  ends.  In  both  cases  that  force  was 
;the  power  of  the  purse,”  a phrase  first  coined 
m the  bitter  struggle  against  the  English  Crown 
led  by  Hampden  and  Pym  in  the  Commons. 

A force  that  produced  results  favorable  to  the 
people  ^in  England  and  in  Germany,  and  in  many 
other  countries  as  well,  would  appear  to  be  fash- 
ioned  for  effective  use  by  a league  of  nations. 
And  economic  pressure  applied  against  a single 
nation  by  a league  of  nations  would  be  much 
more  powerful  and  much  quicker  in  producing 
results  than  it  has  proved  to  be  when  applied 
by  part  of  the  people  of  a country — it  is  never 
all  of  them,  but  only  a majority — against  their 
government. 

The  English  Minister  of  Blockade,  Lord  Robert 
Cecil,  has  presented  some  extremely  interesting 
data  from  English  history  that  bears  on  this 
point.  In  a statement  issued  early  in  1918  he 
said  he  was  convinced  that  the  economic  weapon 
would  prove  a most  useful  arm  for  the  enforce- 
ment of  the  League’s  decrees.  "Every  student 
of  the  League  of  Nations  idea,”  he  said,  "finds 
certain  difficulties  at  the  outset.  One  of  these  is 
how  the  decrees  of  such  a league  can  be  en- 
forced. It  is  natural  to  draw  an  analogy  between 
the  growth  of  international  law  and  order  and 
the  growth  of  law  and  order  within  an  individual 
country,  and,  while  I admit  that  such  an  analogy 
must  not  be  carried  too  far,  I find  much  that  is 
instructive  in  the  development  of  our  English 
Commonwealth  from  the  state  of  anarchy  that 
existed  over  a long  period  after  the  War  of  the 
Roses.  How  did  a strong  English  King  finally 
gain  ascendency  and  control  over  the  warring 
barons?  He  instituted  a central  body  which  en- 
forced decrees  on  the  barons  largely  by  economic 
means.  I arfi  convinced  that  that  is  the  line  upon 
which  a league  of  nations  may  hope  to  proceed 
effectively.  My  experience  in  the  present  war 
has  taught  me  the  great  power  of  an  economic 
weapon.  How  would  a league  of  nations  use  it? 
Well,  for  example,  if  any  nation  went  to  war 
with  another  without  submitting  its  dispute  to 
international  consideration,  it  would  forthwith 
be  cut  off  from  commercial  intercourse  with 
every  member  of  the  League.  That  would  be  a 
tremendous  weapon,  and  and  one  that  few'  if  any 
nations  would  care  to  defy.” 

Removing  the  Causes  of  War 
The_  causes  of  war  are  often  commercial.  And 
there  is  good  ground  for  the  view  that  the  causes 
of  war  must  be  removed,  or  at  least  greatly  re- 
duced, if  there  is  to  be  a just  and  durable  peace 
in  the  world.  For  international  courts  will  avail 
little,  it  is  strongly  urged  by  some,  unless  the 
danger  of  war  is  overcome.  Of  course,  the  quick 
and  manifest  rejoinder  is,  to  a criticism  so  super- 
ficial, that  just  as  courts  within  nations  are  not 
set  up  to  remove  the  causes  of  crime  but  to  pun- 
ish criminals,  so  international  courts  would  be 
established,  not  to  remove  all  causes  of  war,  but 
to  settle  the  disputes  between  nations  that  might 
lead  to  war.  Still  there  is  a deep-seated  feeling 
in  the  world  that  wars  will  recur,  in  some  way, 
unless  they  can  be  controlled  at  their  source. 

{To  he  continued) 
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IN  THE  EDITOR’S  MAIL  BAG 

Here  Will  Be  Found  Letters  from  Readers 
Who  Say  Something  Worth  While 

XLV  letters  are  published  in  this  column 
which  deal  with  subjects  of  general  trade  in- 
terest. Readers  should  remember  whenever  they 
write  us  they  can  best  serve  themselves  and  us 
by  being  brief.  We  find  it  impossible  to  print 
many  letters  because  of  their  length. 

Food  Official  Sends  a Bouqf'et 

The  following  letter  is  evidence  that  the  work 
of  The  Tea  and  Coffee  Trade  Journal  in 
spreading  the  food  conservation  gospel  among 
retailers  has  been  appreciated  by  one  Federal 
Government  official : 

Washington,  D'.  C.,  Jan.  6,  1919. 
W.  H.  Ukers,  Editor,  The  Tea  and  Coffee 
Trade  Journal,  New  York  City. 

Dear  Sir: 

With  the  closing  of  the  work  of  the  Retail 
Section  of  the  United  States  Food  Administra- 
tion, the  writer  wishes  to  express  the  thanks  of 
the  Administration  to  you,  as  well  as  his  personal 
appreciation  for  your  co-operation  and  aid  in  the 
work  of  the  Administration  and  sending  us  regu- 
larly a copy  of  your  publication. 

Yours  very  truly, 

L'nited  States  Food  Administration. 

By  G.  E.  Eighty, 
Chief,  Retail  Section. 


About  Cup  Testing  Methods 

This  writer  comments  on  the  trade  practice  of 
testing  coffee  in  the  cup. 

Philadelphia,  Pa.,  Jan.  ii,  1919. 
W.  H.  Ukers,  Editor,  The  Tea  and  Coffee 
Trade  Journal,  New  York  City. 

Dear  Sir  : 

In  New  York  some  time  this  year  of  our 
Lord  I saw  a well-known  merchant  testing  coffee 
with  grounds  in  the  cup  ! This  to  my  thinking  is 
as  old  style  a way  of  ascertaining  values  and 
effects  as  any  in  the  year  1816.  My  testing  table 
has  pint  drip  pots.  C.  M.  R. 

Answering  C.  M.  R.’s  comment  a coffee  ex- 
pert has  the  following  to  say  in  regards  to  cup 
testing: 

“The  method  of  testing  coffee  by  pouring  boil- 
ing water  upon  fine  grounds,  held  in  a cup,  is  a 
common  trade  custom,  which  is  the  nearest  pos- 
sible to  drip-method  results,  considering  the  cer- 
tain expedient  circumstances  involved. 

“It  is,  of  course,  more  expeditious  in  trade 
testing,  where  a large  number  of  samples  are 
tried,  and  often  in  some  baste,  than  the  drip 
method,  which  requires  some  equipment,  simple 
enough,  but  adding  detail. 

“Another  expediency  reason  for  the  cup 


method  is  that  it  utilizes  a very  small  weight  of 
grounds  which  cannot  easily  be  dripped,  in 
identical  action,  with  a number  of  samples. 

"From  the  rising  fragrance,  as  the  water  is 
poured  on,  and  by  tbe  unswallowed  sips,  certain 
indications  are  compared  and  estimated,  but 
these  are  more  thoroughly  and  exactly  confirmed 
by  a drip  test. 

"In  my  office  tbe  ultimate  valuation  is  by  the 
drip  method,  the  apparatus  for  which  is  as  much 
a part  of  the  table  as  the  cups  and  scale. 

“The  main  trade  inconsistency  has  been,  and 
in  some  cases  even  now  is,  where  firms  place 
boiled  coffee  recipes  on  their  packages  while  never 
practicing  such  crudity  in  their  own  testing. 

“Indications  are  estimated  by  the  skilled  tester 
by  the  cup  method  described,  but  for  a full  real- 
ization and  appreciation  of  drinking  quality,  both 
trade  tester  and  consumer  are  dependent  upon 
the  drip  method,  correctly  used.  For  perfect 
results  there  is  no  other  way.” 


THE  UPLIFT  CORNER 


Helpful  Thoughts  and  Verses  that  Make 
for  Self-Reliance  and  Freedom,  in 
Blending  Sentiment  with 
Business 


THE  ROOSEVELT  WATCHWORD 

The  leader  for  the  time  being,  whoever  he  may 
be,  is  but  an  instrument,  to  be  used  until  broken 
and  then  to  be  cast  aside ; and  if  he  is  worth  his 
salt  he  will  care  no  more  when  he  is  broken  than 
a soldier  cares  when  he  is  sent  where  his  life  is 
forfeit  in  order  that  the  victory  may  be  won.  In 
the  long  fight  for  righteousness  the  watchword  for 
all  of  us  is,  spend  and  be  spent.  It  is  a little  matter 
whether  any  one  man  fails  or  succeeds ; but  the 
cause  shall  not  fail,  for  it  is  the  cause  of  man- 
kind. We,  here  in  America,  bold  in  our  hands  the 
hope  of  the  world,  the  fate  of  the  coming  years ; 
and  shame  and  disgrace  will  be  ours  if  in  our 
eyes  the  light  of  high  resolve  is  dimmed,  if  we 
trail  in  the  dust  the  golden  hopes  of  men.  If  on 
this  new  continent  we  merely  build  another 
country  of  great  but  unjustly  divided  material 
prosperity,  we  shall  have  done  nothing;  and  we 
shall  do  as  little  if  we  merely  set  the  greed  of 
envy  against  the  greed  of  arrogance,  and  thereby 
destroy  the  material  well-being  of  all  of  us. — 
From  a speech  by  Theodore  Roosevelt,  March  20, 
1912. 

ROMANCE 

How  you  begin,  not  bow  you  end,  is  the  thing 
that  matters.  It  is  not  Safety  nor  Success,  but 
Romance  that  makes  for  happiness.  Success  is 
the  abstract  philosophy  of  life;  Romance  is  the 
concrete  enjoyment  of  living — R.  L.  Stevenson. 
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OUR  BUSINESS  CREED 

We  believe  the  basic  principle  on  which  a trade  paper  should  build  is  SERVICE — service  to  readers  and  service  to 
advertisers,  in  a way  to  promote  the  welfare  of  the  general  public. 

We  believe  in  the  application  of  the  TRUTH  to  the  editorial,  news  and  advertising  columns. 

We  believe  in  the  utmost  frankness  regarding  circulation. 

We  believe  the  highest  efficiency  can  be  secured  through  a CIRCULATION  OF  QUALITY  rather  than  of  quantity — 
that  character  and  not  mere  numbers,  should  be  the  criterion  by  which  the  value  of  a publication  should  be  judged. 

We  do  not  publish  free  reading  notices  or  paid  write  ups.” 
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JOIN  A TRADE  ASSOCIATION 

The  U.  S.  Chamber  of  Commerce  points  out  that  the  experience  of  the  war  has 
clearly  demonstrated  the  value  of  national  trade  organizations  and  their  service  to  the 
country  as  well  as  to  industry.  It  urges  dealers,  jobbers  and  manufacturers  to  join  the 
national  associations  in  their  respective  fields.  If  you  are  not  a member  of  some  repre- 
sentative body  in  this  trade  you  ought  to  be.  Look  about  you  now  and  join  the  one 
whose  work  you  feel  you  can  most  cordially  support  and  for  whose  ideals  you  have  the 

keenest  sympathy. 

MEAT  PACKER  COFFEE  COMPETITION 

If  it  is  true,  as  alleged,  that  the  “Big  Five”  in  the  meat  packing  business  are  as- 
suming a position  in  the  grocery  trade  which  is  comparable  only  to  that  of  the  Oil  Trust 
before  it  was  curbed,  then  it  behooves  the  coffee  packers  to  be  up  and  doing,  for  already 
the  meat  packers’  coffees  are  on  the  market. 

Now  the  coffee  trade  does  not  fear  legitimate  competition.  If  any  meat  packer 
can  buy,  pack  and  distribute  to  the  people  a meritorious  package  of  coffee,  and  render 
a service  in  the  doing  of  it  which  is  better  than  that  of  any  coffee  specialist,  he  should 
he  welcomed  as  an  horonable  competitor  in  the  trade ; provided,  always,  there  is 
nothing  in  his  buying  and  sales  methods  that  is  against  public  policy  or  that  smacks  of 
unfair  competition. 

d'he  coffee  men  are  charging  that,  judging  by  its  behavior  in  other  fields,  there  is 
apparently  no  reason  why  the  “Big  hdve”  shouldn’t  monopolize  the  coffee  business  within 
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the  next  ten  years  if  it  continues  its  present  tactics  iinchecke<l.  Chairman  Colvei%  of  the 
Federal  Trade  Commission,  says  in  effect  that  the  wliolesale  grocer  lias  but  five  years 
to  live,  and  the  independent  grocer  but  ten  years,  unless  something  is  <lone  to 
control  the  FockI  Trust  menace. 

Is  Chairman  Colver  right?  Is  the  coffee  trade  in  danger?  What  is  being  done 
about  it  by  the  National  Coffee  Roasters’  .\ssociation  ? .Wasn’t  there  a committee  ap- 
pointed at  the  Cleveland  Convention  to  look  into  this  matter?  In  the  interest  of  the 
subscribers  of  this  paper  we  pro])ose  to  examine  into  the  charges  made  against  the 
“Big  F'ive”  and  to  print  the  truth  as  we  find  it.  If  it  is  a fact  that  the  advent  of  the 
meat  packers  in  the  grocery  trade  is  to  the  detriment  of  the  legitimate  business,  then, 
indeed,  it  is  time  to  call  a halt. — \\b  G. 


ABOUT  COLORED  JAPANS 

It  doesn’t  become  our  Japanese  friends  to  make  propaganda  for  their  teas  by 
slamming  other  teas.  What  is  evidently  an  inspired  newspaper  “write-up”  has  been 
going  the  rounds  advertising  Japan  teas  as  “the  best,”  and  concluding  with  the  state- 
ment, "Japanese  teas  have  never  been  artificially  colored  as  have  been  teas  from  some 
other  countries.” 

There  is  no  occasion  for  the  Japanese  tea  growers  to  assume  any  such  “holier  than 
thou”  attitude.  While  it  undoubtedly  is  true  that  extreme  care  is  now  being  observed 
in  the  manufacture  of  Japan  teas,  to  have  them  conform  to  American  reciuirements,  it 
was  not  always  so.  Nearly  20,000  pounds  of  Japan  teas  were  rejected  for  color  in 
1913,  and  over  2,000  pounds  in  1914.  There  were  also  some  rejections  for  color  in 
1915  and  1916.  The  figures  given  do  not  include  Japanese  teas  rejected  for  quality. 
The  law  forbidding  the  importation  of  colored  teas  has  been  in  force  since  1911. 

W.  G. 

ABOLISH  THE  SLACK-FILLED  SPICE  PACKAGE 

The  slack-filled  spice  package  is  unfair  to  the  customer  and  an  unfortunate  reilec- 
tion  upon  the  spice  trade.  It  is  too  bad  that  the  spice  men  should  not  be  able  to  ])ut  their 
own  house  in  order  but  should  have  to  call  on  the  Government  to  do  it  for  them.  It  is 
admitted,  on  what  amounts  to  unimpeachable  authority,  that  spice  grinders  generally 
have  been  putting  out  slack-filled  five  and  ten  cent  spice  containers  for  about  two  years 
past.  The  exi)lanation  given  is  that  raw  material  and  manufacturing  costs  have  a<l- 
vanced,  and  that  rather  than  raise  the  price  to  the  consumer  the  spice  grinders  pre- 
ferred to  decrease  the  contents.  The  practice  raj^idly  (leveloi)ed  into  such  an  abuse 
that  the  standard  five  and  ten  cent  packages  in  some  j)arts  of  the  country  contained  as 
low  as  twenty-five  per  cent  of  the  normal  capacity  of  the  container.  Comi)etition-  is  so 
keen  in  the  spice  business  that  no  one  was  willing  to  take  the  initiative  and  ])ut  out 
smaller  packages  for  five  and  ten  cents,  although  there  was,  and  is,  an  evident  waste  of 
containers  where,  for  example,  grinders  are  using  as  many  as  four  expensive  packages 
to  pack  two  ounces  of  spice,  the  quantity  usually  sold  in  one  five  cent  i)ackage. 

Some  of  the  leaders  in  the  Spice  Trade  Association  took  the  matter  up  with  the 
Food  Administration  officials,  being  really  anxious  to  have  the  practice  stoi)ped.  d'he 
Food  Administration  had  just  issued  orders  that  ground  sj)ice  was  not  to  be  ])acked  in 
packages  holding  less  than  two  ounces,  and  that  all  packages  must  be  well  filled,  when 
the  armistice  came  and  the  regulations  were  withdrawn.  Since  then  the  slack-filled 
package  abuse  has  grown  until  the  Spice  Grinders’  Section  of  the  American  Spice 
Trade  Association,  at  a meeting  held  on  January  24,  was  finally  forced  to  declare  it 
against  the  best  interests  of  both  the  consumer  and  the  trade  and  to  call  upon  the 
Government  to  ])romulgate  such  regulations  as  would  stamp  it  out  altogether.  Mean- 
while there  has  been  a belated  seizure  by  the  Pure  F'ood  authorities,  and  one  of  the 
oldest  and  most  honortal  houses  in  the  business  finds  itself  facing  .some  un])leasant 
charges.  And  all  because  no  one  had  such  courage  of  his  convictions  as  would  have  led 
him  to  do  the  most  obvious  ethical  thing  in  the  world,  namely,  cut  df)wn  the  size  and 
change  the  character  of  his  containers,  and  increase  bis  price,  if  necessary,  to  meel 
the  increasing  war  time  costs,  d'rue,  he  might  have  lost  money,  but  wouldn’t  it  have 
been  a better  thing  for  him  and  for  the  tra<le  as  a whole,  in  the  long  run  ? — U. 


MISCELLANEOUS  TRADE  NEWS 

A Department  Covering  the  Activities  and  Developments  of  the  Manu- 
faeturing  Tea,  Coffee,  Spice  and  Fine  Grocery  Interests  and  the  Supply  Trades 


CASH  REGISTER  MEN  MEET 

Gathering  of  N.  C.  R.  Salesmen  at  Dayton 
Develops  Much  Optimism — Good 
Business  Year  Predicted 


A BOUT  250  sales  agents  and  salesmen  of  the 
Central  Sales  Division  of  the  National  Cash 
Register  Company  met  in  convention  at  Dayton, 
January  27-31.  This  was  the  last  of  a series  of 
meetings  of  representatives  of  this  progressive 
company  held  in  different  sections  of  the  country 
during,  the  past  few  weeks. 

Because  the  National  Cash  Register  Company 
maintains  a country-wide  organization,  selling  all 
class  of  merchants,  its  volume  of  sales  is  a good 
barometer  as  to  business  conditions  in  general. 
In  pleasing  contrast  with  the  pessimistic  pre- 
dictions that  have  been  current  of  late,  was  the 
enthusiasm  shown  by  the  cash  register  salesmen 
regarding  the  prospects  for  a continuance  of  pros- 
perity in  this  country.  Reports  from  every  sec- 
tion indicate  that  conditions  during  1919  will  be 
most  favorable. 

Merchants  generally  have  more  money  than 
ever  before,  and  they  are  going  to  put  some  of 
it  into  improved  store  and  factory  equipment. 
Labor  and  capital  are  gradually  adjusting  them- 
selves to  the  new  order  of  things,  and  the  small 
disturbing  element  among  the  laboring  classes 
is  being  held  in  check.  These  are  some  of  the 
notes  of  optimism  coming  from  N.  C.  R.  men 
actively  engaged  on  the  business  firing  line 
throughout  the  country. 

Prohibition  Will  Hflp  Business 
A good  indication  of  trade  prospects  is  Gen- 
eral Sales  Manager  Steffey’s  statement  that  the 
sales  of  National  cash  registers  during  January, 
1919.  exceeded  that  of  any  previous  January  in 
the  history  of  the  firm,  the  increase  amounting  to 
72  per  cent. 

Those  who  are  dubious  about  the  effects  of 
prohibition  on  luisiness  should  find  comfort  in 
Mr.  Steffy’s  statement  that  the  National  Cash 
Register  Company’s  experience  has  demonstrated 


that  sales  and  collections  have  invariably  im- 
proved in  dry  States,  and  also  that  in  his  opinion 
national  prohibition  will  be  a boon  for  the  busi- 
ness interests  of  the  country.  This  statement  is 
particularly  interesting  when  one  realizes  that 
the  saloon  has  always  been  a large  user  of  cash 
registers.  As  an  offset  to  the  loss  of  this  busi- 
ness more  attention  will  be  given  to  the  retail 
grocer  in  the  future  in  an  effort  to  help  him  solve 
his  cash  accounting  problems. 

The  Coffee  Shop  and  Cash  Registers 

Cash  register  men  are  watching  developments 
in  the  coffee  trade.  They  are  familiar  with  the 
plans  for  a co-operative  coffee  advertising  cam- 
paign. They  are  aware  that  it  will  doubtless  seek 
to  capitalize  prohibition.  They  are  also  alive  to 
the  possibility  of  the  coffee  shop  or  saloon  sup- 
planting the  “gin-mill.”  They  realize  that  this 
coffee  shop  movement  will  not  only  create  a good 
market  for  cash  registers  but  that  it  may  prove 
a big  factor  in  maintaining  the  morale  of  the 
people.  They  are  ready  to  co-operate  with  the 
trade  in  the  furthering  of  the  coffee  shop  idea. 

N.  C.  R.  sales  conventions  are  nothing  new. 
They  have  served  as  a pattern  for  similar  meet- 
ings everywhere.  President  John  H.  Patterson, 
although  more  than  70  years  of  age,  continues 
to  be  active  in  the  carrying  out  of  his  far- 
sighted sales  and  manufacturing  policies.  He  is 
a firm  believer  in  the  value  of  get-together  meet- 
ings. At  the  recent  convention  he  referred  to 
the  auditorium,  or  N.  C.  R,  school  house,  as  a 
“power  house” — the  “power  house”  that  furnishes 
increased  mental  stimulus  and  enthusiasm  to  both 
salesmen  and  factory  workers.  Every  noon  the 
school  house  is  the  gathering  place  for  the  em- 
ployees, where  they  may  listen  to  speakers  of  note 
and  enjoy  motion  pictures.  This  is  only  one 
phase  of  the  N.  C.  R.  welfare  work  by  means  of 
which  President  Patterson  seeks  to  make  good 
men  and  women  as  well  as  good  cash  registers. 

Factory  and  Sales  Force  Co-operate 
,^n  interesting  feature  of  this  year’s  conven- 
tion, and  one  that  can  well  be  copied  by  other 
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maiuifacturers,  was  the  attempt  to  bring  the  fac- 
tory worker  and  salesman  closer  together— to 
give  each  a better  understanding  of  the  import- 
ance of  the  other's  work.  This  was  accomplished 
by  holding  general  meetings,  where  representa- 
tives of  each  voiced  appreciation  of  the  other's 
work,  also  by  trips  through  the  factory  and  mo- 
tion pictures  of  the  manufacturing  process. 

It  is  not  generally  known  that  the  National 
Cash  Register  Company  was  extremely  active  in 
war  work  in  1917-18.  During  this  period  the 
making  of  cash  registers  »was  greatly  curtailed, 
and  entire  huildings  were  given  over  to  the 
manufacture  of  aeroplane  parts,  extremely  com- 
plicated instruments  of  precision  used  on  large 
puns.  etc.  Shortly  before  the  armistice  was 
signed  the  company  received  a contract  for 
500.000  Colt.  .45  automatic  pistols,  requiring  a 
I)roduction  of  3.000  per  day.  The  salesmen  were 
shown  motion  pictures  depicting  the  many  phases 
of  the  company's  war  work  programme,  in  order 
that  they  might  better  appreciate  the  handic'aps 
under  which  the  company  labored  during  the  war 
period. 

‘‘Publicity  is  iMoKALiTv'’ 

One  of  the  most  inspiring  speeches  of  the  con- 
vention was  made  by  Col.  Phillipe  Bunau-Varilla, 
of  the  French  army,  a veteran  of  the  Great  War. 
In  the  course  of  his  remarks  he  paid  a fine  tribute 
to  the  cash  register  and  incidentally  to  all  forms 
of  publicity.  He  said,  “The  cash  register  is  a 
thing  of  publicity.  Publicity  is  morality.” 

The  sales  convention  idea  is  not  in  high  favor 
with  some  sales  managers.  As  conducted  by  the 
National  Cash  Register  Company,  however, 
periodical  meetings  of  salesmen  can  be  made  a 
wonderful  source  of  instruction  and  inspiration. 
John  H.  Patterson  is  a great  believer  in  the  value 
of  concrete  sales  demonstrations,  and  these  form 
an  important  part  of  the  convention  programme. 

The  National  Cash  Register  Company  has 
turned  out  some  of  the  most  capable  salesmen 
in  the  United  States,  and  meetings  such  as  the 
one  recently  held  at  Dayton  have  without  doubt 
contributed  much  to  the  efficiency  of  this  re- 
markable organization. 


NEW  YEAR’S  CARDS  FROM  BRAZIL 
Theodor  Langgaard  de  Menezes,  who  came  to 
this  country  about  a year  ago  as  representative 
of  the  Sociedade  Promotora  da  Defesa  do  Cafe, 
and  returned  to  Brazil  on  November  26,  remem- 
bered many  of  the  men  in  the  New  York  trade 
with  New  Year’s  cards. 


COFFEE  SALESMEN  CONVENE 


Southwestern  Representatives  of  Arbuckle  Bros. 
Meet  in  Dallas,  Tex.,  in  Their  Eourth 
Annual  Convention 


Wb'NTY-FOUR  salesmen  belonging  to  the 
Southwestern  Sales  Division  of  Arbuckle 
Bros,  assembled  in  Dallas,  Tex.,  on  January  13 
for  a three-day  comention,  which  turned  out  to 
l)e  one  of  the  most  notalile  ever  held  by  this  or- 
ganization. 

This  was  the  fourth  annual  event,  and  the 
delegates  came  from  Arkansas,  Texas,  New 
Mexico,  Colorado,  Arizona,  California  and 
Louisiana.  New  York  was  represented  by  Ar- 
thur W.  Clark,  division  sales  manager  at  the 
home  office.  David  F.  Lowey,  of  the  Dallas 
branch,  was  chairman  of  the  convention. 

fhe  delegates  were  unanimous  that  this  year's 
convention  was  the  most  instructive  and  con- 
structive any  of  them  had  attended.  The  papers 
read  at  each  session  were  equal  to  a course  in  a 
training  school  for  correct  selling  and  adver- 
tising. 

Some  of  the  papers  and  their  authors  were : 
“Selling  the  Retailer,”  by  E.  O,  Arnold,  Bates- 
ville.  Ark. ; “Securing  the  Co-operation  of  the 
Retail  Grocers’  Clerk,”  by  R,  H.  Leeson,  Shreve- 
port, La.;  “How  to  Secure  Distribution  in  Hard 
Towns,”  by  J.  C.  Levens,  Phoenix,  Ariz. ; “The 
Necessity  of  Having  Greater  Jobbing  Co-opera- 
tion of  the  Jobbers’  Salesmen,”  by  C.  A.  King,  of 
San  Antonio,  and  C.  C.  Day,  of  Stamford,  Tex.; 
“Our  Future  Work,”  by  D,  IL  Lowey,  Dallas ; 
“This  Year’s  Problems,”  by  E.  IL  Cosgrove,  El 
Paso;  “Independent  Retail  Sales  Work,”  by 
R.  M.  Klein,  of  Fort  Worth,  and  J.  A.  Wear,  of 
Ballinier,  Tex.;  “Working  With  the  Jobbers’ 
Salesmen,”  by  W.  Akers,  of  Sherman,  Tex.,  and 
1 1.  Brower,  of  Houston  ; “Our  Work  in  the  West,” 
l)y  If.  J.  Mut,  of  Denver,  and  W.  R.  McKinney, 
of  Los  .Angeles;  “Observations  on  the  Tea  and 
Coffee  Peddler  Ifvil,”  by  J.  L.  Coats,  Little  Rock, 
•\rk. ; “iligh  Grade  Coffees,”  by  J.  R.  Dewey, 
Albuquerque,  N.  M. ; “Building  Up  a Trade  on 
.Arbuckle’s  Breakfast,”  by  H.  Dessauer,  Austin, 
Tex.;  “The  Sixty-Day  Booking  Privilege,”  by 
D.  E.  Bell,  Waco,  Tex.;  “The  Advantages  of  a 
Delivered  Price,”  by  I).  b'.  Morris,  Fort  .Smith, 
Ark.;  “Our  Future  Advertising  Work,”  by  A.  W. 
Clark,  New  York;  “d'he  Necessity  of  Increased 
Advertising  Activity,”  by  H.  N.  Garretson, 
Dallas. 
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COFFEE  EXCHANGE  ELECTION 

At  One  of  the  Most  Exciting  Annual  Meetings 
Ever  Held,  Clarence  A.  Fairchild 
Was  Chosen  President 

^MIS  year’s  election  of  officers  and  managers 
of  the  New  York  Coffee  and  Sugar  Exchange 
was  not  the  cut-and-dried  affair  of  the  past.  For 
the  first  time  in  many  years  an  independent  ticket 
was  put  up  to  compete  with  the  candidates  chosen 
iiy  the  nominating  committee.  The  'independents 
accepted  the  choice  of  the  nominating  committee 
for  president,  vice-president  and  treasurer,  but 
named  their  own  board  of  managers.  The  tickets 
were  : 

Regulars— President,  Clarence  A.  Fairchild; 
vice-president,  A.  Schierenberg;  treasurer,  C.  H. 
Middendorf.  Board  of  managers,  to  serve  for 
two  years— Benjamin  B.  Peabody,  T.  L.  Lueder, 
Leon  Israel,  William  Bayne,  Jr.,  George  H.  Fin- 
lay and  Franklin  W.  Hopkins;  one  year,  C.  B. 
Davison. 

The  independent  ticket  follows— President, 
Clarence  A.  Fairchild  ; vice-president,  A.  Schieren- 
berg; treasurer,  C.  H.  Middendorf.  Board  of 
managers— Franklin  W.  Hopkins,  Arthur  H. 
Lamborn,  Frank  C.  Russell,  John  Henry  W'indels 
and  Leon  Israel;  one  year,  J.  H.  Walter  Lemkau. 

The  regular  ticket  was  elected  with  the  excep- 
tion of  William  Bayne,  Jr^,  after  an  exciting 
contest. 

One  of  the  independents  explained  the  reason 
for  nominating  an  “insurgent”  ticket  as  follows  : 

“In  offering  an  independent  ticket  to  be  voted 
for  on  January  i6,  its  advocates  have  no  reasons 
of  a personal  nature  whatever.  The  idea  is  to 
unite  in  the  board  of  managers  representatives 
of  all  shades  of  the  coffee  and  sugar  trades.  For 
this  purpose  the  strongest  men  available  have 
been  selected.  On  the  independent  ticket  there  is 
a coffee  roaster,  a coffee  importer,  a coffee  broker 
and  a sugar  merchant.  The  independent  ticket  in- 
dorses the  regular  nomination  for  president,  vice- 
president  and  treasurer,  and  the  re-nomination  of 
a prominent  sugar  broker,  also  the  nomination  of 
a local  coffee  importer.  The  ambition  of  the  op- 
position is  to  establish  the  foundation  for  large, 
legitimate  and  safe  trading  on  the  Coffee  and 
Sugar  Exchange.” 


NEW  COFFEE  EXCHANGE  MEMBERS 
S.  A.  Schronbrunn,  of  S.  A.  Schonbrunn  & Co.; 
O.  J.  Delfs,  of  M.  Levy’s  Sons;  Thomas  J. 
Woods,  of  Woods,  Ehrhard  & Co.,  and  Walter  S. 
Force,  of  Walter  S.  Force  & Co.,  all  of  New 
^ ork,  were  elected  members  of  the  New  York 
Coffee  and  Sugar  Exchange  on  January  9.  In 
connection  with  his  election,  Mr.  Schonbrunn  said 
he  had  bought  a seat  from  A.  Lueder,  of  New 


York,  which  corrects  the  press  report  last  month 
that  he  had  sold  a seat  to  Mr.  Lueder. 


August  Haeussler  has  sold  his  seat  on  the  New 
York  Coffee  and  Sugar  Exchange  to  J.  Herbert 
Ware  for  $5,850.  The  previous  sale  brought 
$6,000. 


STUDY  BANKRUPTCY  LAWS 
The  executive  committee  of  the  National 
Wholesale  Grocers’  Association  has  agreed  to  the 
formation  of  a special  committee  to  study  the 
present  bankruptcy  laws  with  a view  to  bettering 
them.  The  committee  comprises  Edward  Cump- 
son,  Buffalo,  chairman;  O.  B.  McGlasson,  Chi- 
cago; Fred  R.  Drake,  Easton,  Pa.;  Arthur  P. 
Williams,  New  York;  Homer  T.  Green,  Minne- 
apolis. 


WISCONSIN  ROASTERS  HOLD  BANQUET 
The  Wisconsin  Association  of  Coffee  Roasters 
and  Jobbers  held  their  annual  banquet  at  the  Mil- 
waukee Athletic  Club  on  January  14.  Carl  W. 
Brand,  president  of  the  National  Coffee  Roasters’ 
Association,  attended  as  an  honorary  guest.  A.  S. 
Brasen  also  attended  as  representative  of  the 
Chicago  branch. 

The  following  Wisconsin  firms  were  repre- 
sented at  the  banquet : Clark  & Host  Co. ; John 

Hoffman  & Sons  Company;  Roundy,  Peckham  & 
Dexter  Company;  Tindall,  Kolbe  & McDowell 
Company ; Koehler-Clemens  Company ; O.  R. 
Pieper  Company;  O.  C.  Knell  Company;  E.  R. 
Godfrey  & Sons  Company;  Jewett  & Sherman 
Company,  and  William  Grossman  Company. 


U.  S.  COFFEE  IN  PRIZE  COURT 
The  London  Prize  Court  recently  condemned 
a shipment  of  coffee  valued  at  $i8o,coo,  sent  from 
Costa  Rica  in  1915  to  C.  A.  Hoek  & Co.,  in 
Sweden,  but  said  to  be  intended  for  Germany. 
During  the  course  of  the  trial  W.  R.  Grace  & Co. 
were  charged  with  being  interested  in  the  trans- 
action through  their  German  agents  who  managed 
the  affair. 


COFFEE  AND  SUGAR  FREIGHT  RATES 
[from  a staff  correspondent] 
Washington,  D.  C,  Jan.  31,  1919.— The  Inter- 
state Commerce  Commission  to-day  dismissed  a 
green  coffee  and  sugar  complaint  brought  by  the 
Chamber  of  Commerce  of  Houston,  Tex.,  against 
Morgan’s  Louisiana  & Texas  Railroad  & Steam- 
ship Company  et  al.  The  Commissioners  said : 
“Rates  on  sugar  and  green  coffee,  in  carloads, 
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We  take  pleasure  in  announcing  the  opening,  on  February  first,  of  our  new  build- 
ing at  98  Wall  Street,  where  we  are  now  fully  equipped  to  carry  on  a tea  brokerage 
business. 

Buyers  will  find  our  private  tea  rooms  on  different  floors  the  finest  and  most 
up-to-date  in  the  country.  Our  long  experience  as  Importers,  Brokers  and  Tea 
Experts,  together  with  our  special  sources  of  information  concerning  both  domestic 
and  foreign  market  conditions,  will  be  at  the  service  of  our  customers. 

Importers  and  Merchants  will  find  our  large  acquaintance  with  buyers  and  our 
exceptionally  efficient  sales  organization  of  great  assistance. 

We  aim  to  give  both  buyers  and  sellers  a service  not  yet  attained  in  this  country, 
and  believe  we  have  the  facilities  for  doing  it. 
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from  New  Orleans  and  other  producing-  points  in 
Louisiana  to  Houston,  Tex.  not  shown  to  have 
been  unreasonable.  Alleged  undue  prejudice  has 
been  removed.  Present  rates  not  considered,  as 
the  Director  General  of  Railroads  is  not  a party 
defendant.  Complaint  dismissed.” 

The  rates  in  question  were  17  cents  per  100 
pounds  on  sugar  and  i6j4  cents  per  100  pounds 
on  green  coffee  in  carloads,  from  ship  side.  New 
Orleans,  and  20^  cents  per  100  pounds  on  green 
coffee  in  carloads  from  New  Orleans  proper. 


“S.  & H.”  ENLARGES  BUSINESS  PLANS 
George  B.  Caldwell,  president  of  the  Sperry  & 
Hutchinson  Company,  has  announced  the  ap- 
pointment of  William  Woodhead  as  director  of 
advertising  and  publicity.  The  business  of  the 
Sperry  & Hutchinson  Company  has  shown  good 
progress  during  1918  in  spite  of  the  uncertain 
and  confusing  conditions  in  the  retail  field,  and 
Its  present  plans  justify  a more  intensive  selling 
campaign  and  the  enlargement  of  its  advertising 
and  publicity  department. 

Mr.  Woodhead  published  ‘^Sunset  Magazine” 
in  San  Erancisco ‘for  several  years,  and  is  well 
known  among  advertising  men  all  over  the  coun- 
try, having  served  as  president  of  the  Associated 
Advertising  Clubs  of  the  World  for  two  terms. 
Miss  J.  J.  Martin,  president  of  the  League  of 
Advertising  Women  of  New  York,  will  continue 
as  advertising  manager. 


BICKFORD  COMPANY’S  BIG  SALES 
In  a recent  trade  circular,  dated  from  the  San 
Francisco  office  of  C.  E.  Bickford  & Co.,  appears 
the  statement  that  during  1918  the  combined  Bick- 
ford offices  sold  approximately  40  per  cent  of  all 
the  coffee  consumed  in  the  United  States,  or  about 
15  per  cent  of  the  whole  world’s  production.  The 
sales  for  the  year  reached  2,864,470  1)ags,  900,000 
of  which  were  first-hand  Central  American 
growths,  and  were  distributed  throueh  San 
Francisco. 


MINNESOTA  ROASTERS  MEET 
A great  many  trade  abuses  were  discussed  at 
the  meeting  of  the  Minnesota  Coffee  Roasters’ 
Association,  held  in  St.  Paul  on  January  15,  which 
President  Brand,  of  the  national  organization, 
attended  as  a guest  of  honor.  These  member  firms 
were  represented:  Foley  Bros.  Grocery  Com- 

pany, J.  H.  Allen  & Co.,  Griggs-Cooper  Com- 
pany, William  McMurray  & Co.,  all  of  St.  Paul ; 
Stone-Ordean-Wells  Company  and  Andersen- 
Ryan  Company,  of  Duluth;  Green  & De  Laittre 


Company,  Winston,  Fisher  Company,  Atwood  & 
Co.,  S.  H.  Holstad  & Co.,  Caldwell  Importing 
Company,  and  W.  B.  & W.  G.  Jordan,  all  of  Min- 
neapolis. 


TO  INVESTIGATE  TRADING  STAMPS 
[from  a staff  correspondent] 
Washington,  D.  C.,  Jan.  17,  1919, — While 
officials  of  the  Federal  Trade  Commission  refused 
to  discuss  the  situation  at  this  time,  it  is  under- 
stood that  an  investigation  of  trading  stamps, 
coupons,  etc.,  is  being  considered.  The  use  of 
stamps,  etc.,  first  came  to  the  attention  of  the 
Commission,  it  is  believed,  in  some  of  the  recent 
coffee  cases  which  it  has  had  under  consideration. 

Lamm. 


GROHENS  HEADS  LAMBERT  COMPANY 
A.  P.  Grohens,  who  has  been  secretary  of  the 
Lambert  Adachine  Company,  Marshall,  Mich., 
nearly  eighteen  years,  was  elected  at  the  last 
annual  meeting  to  the  presidency  of  the  company. 
He  continues  as  general  manager,  a position  he 
has  held  continuously  since  1908. 


INFORMATION  FOR  BUYERS 

Pithy  Suggestions  as  to  Where  and  How 
to  Buy  to  the  Best  Advantage 


jD  UYERS  in  all  branches  of  the  tea,  coffee  and 
grocery  business  will  find  it  to  their  advan- 
tage to  read  this  department  every  month.  Only 
items  of  legitimate  trade  news  intended  to  be  'in- 
formative and  helpful  to  buyers,  and  all  carefully 
edited,  wijl  be  published  here. 


Private  Label  Salad  Dressing 
This  is  salad  dressing  season.  There  is  a 
growing  demand  for  this  product,  and  it  will  pay 
every  grocer  and  tea  and  coffee  distributor  to 
cater  to  it;  A satisfactory  salad  dressing  is  an 
almost  sure  repeater,  but  good  ones  are  not  easily 
made. 

The  Widlar  Company,  Cleveland,  Ohio,  is  a big- 
factor  in  the  manufacture  of  salad  dressing-,  op- 
erating a plant  with  a capacity  of  12,000  bottles 
per  day.  This  concern  is  prepared  to  put  up 
high-grade  salad  dressing  under  either  its  own 
brand  or  private  label.  The  Widlar  Company 
guarantees  that  its  product  will  not  separate, 
also  that  it  is  exceedingly  smooth,  not  too  pun- 
gent, and  thick  enough  so  that  cream  can  be 
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A CRACK  A JACK 
SALAD  DRESSING 


WILL  OFTEN  START  AN  ORDER 


Our  laboratory  has  de- 
veloped one  which  . has 
added  prestige  to  our 
line  by  consumer  approval 


Now  available  under  your 
private  brand  in 
quantities 


WRITE  TO 


THE  WIDLAR  COMPANY 

MANUFACTURING  DEPT.  CLEVELAND,  OHIO 


PRIVATE  BRAND— EXTRACTS- SPICES 
SALAD  DRESSING  OUR  SPECIALTY 
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added  if  desired.  It  is  packed  in  best  quality, 
wide-mouthed  white  glass  bottles,  one  or  two 
dozen  to  the  case. 


Trade  Coffee  Roasting 
1 he  1 rade  Coffee  Roasting  Company,  83  Pine 
street,  New  York,  has  been  organized  to  conduct 
an  exclusively  trade  coffee  roasting  business.  The 
plant  is  complete,  including  roasting,  cooling, 
separating  and  milling  machinery.  Thomas  E. 
Rittscher,  manager  of  the  company,  was  for 
twelve  years  identified  with  one  of  the  largest 
coffee  plantations  in  Sao  Paulo,  Brazil. 


Private  Label  Soli^ble  Coffee 
The  Soluble  Coffee  Company  of  America,  Inc., 
97  Water  street,  New  York,  which  was  organized 
to  manufacture  soluble  coffee  for  the  army,  is 
now  turning  out  this  product  under  private  labels. 
This  firm  announces  that  its  policy  is  to  repro- 
duce trade  blends,  and  that  it  does  not  sell  under 
its  own  label.  The  management  states  that  it  is 
equipped  to  take  care  of  a large  volume  of  busi- 
ness. It  anticipates  that  the  demand  for  soluble 
coffee,  in  view  of  its  convenient  form,  will  be 
greatly  stimulated,  as  a result  of  national  pro- 
hibition. 


OBITUARY 


Shunzo  Takaki 

Shunzo  Takaki,  a member  of  the  firm  of  Mitsui 
& Co.,  Ltd.,  New  York,  died  January  29  in  New 
^ ork  City,  age  36  years.  Mr*  Takaki  was  born  in 
Tokio,  the  son  of  Baron  Kanchiro  Takaki,  and 
came  to  this  country  to  study  at  the  University  of 
Pennsylvania,  from  which  he  was  graduated  in 
1909.  Soon  after  graduation  he  returned  to  Japan 
and  married  Miss  Tatsuo  Mitsui,  who  was  reputed 
to  be  the  wealthiest  woman  in  Japan.  Mr.  Takaki 
was  an  important  factor  in  the  New  York  branch 
of  Mitsui  & Co. 


Frederick  Wiemann 

Frederick  Wiemann,  a pioneer  in  the  coffee 
business  in  New  York,  and  uncle  of  Geo.  F.,  Fred 
J.  and  Albert  B.  Wiemann,  of  the  George  F.  Wie- 
mann Company,  New  York  coffee  firm,  died  Janu- 
ary 19  at  his  New  York  home  in  his  66th  year. 


Mr.  Wiemann  was  born  in  Bramsche,  Germany, 
coming  to  New  York  with  his  parents  in  1866.  At 
the  age  of  13  he  entered  the  employ  of  Pupke, 
Reid  & Phelps,  the  old-time  “Globe  Mills,”  and 
in  1883  had  advanced  himself  to^a  partnership  in 
the  business.  He  retired  in  1905,  a highly  re- 
spected coffee  merchant. 


Clifford  A.  Rttssell 

Clifford  A.  Russell,  proprietor  of  Russell  & Co., 
vanilla  bean  house,  New  York,  died  January  16 
in  his  44th  year.  Mr.  Russell  was  born  in  Daven- 
port. la.,  coming  to  New  York  soon  after  reaching 
maturity.  After  a successful  career  with  other 
well-known  firms  in  his  trade,  he  established 
Russell  & Co.  in  1917. 

William  T.  Jones 

William  T.  Jones,  who  was  made  head  of  the 
New  Orleans  Coffee  Company  last  October,  died 
on  January  3 in  his  6ist  year.  Mr.  Jones  had  a 
wide  acquaintance  in  coffee  circles  of  -this  country 
and  was  prominent  in  the  National  Coffee  Roast- 
ers’ Association.  He  was  born  in  Keokuk,  la., 
moving  to  New  Orleans  in  1890,  where  he  engaged 
in  the  coffee  roasting  business,  soon  joining  the 
New  Orleans  Coffee  Company.  Mr.  Jones  is  sur- 
vived by  his  wife  and  a stepdaughter. 


Henry  D.  Yerxa 

Henry  D.  Yerxa,  president  of  the  Cobb,  Bates 
& Yerxa  Company,  wholesale  and  retail  grocery 
firm,  Boston,  died  January  21  at  his  home  in 
Cambridge,  Mass.,  in  his  726  year.  Mr.  Yerxa 
was  born  in  York  County,  New  Brunswick, 
Canada,  in  1847.  He  went  to  Boston  at  the  age 
of  19,  and  at  23  years  of  age  had  become  a part- 
ner of  the  Cobb,  Bates  & Yerxa  Company.  Mr. 
Yerxa  is  survived  by  a son.  Herbert  E.  Yerxa, 
treasurer  of  the  Cobb,  Bates  & Yerxa  Company, 
and  three  daughters. 

William  J.  Green 

William  J.  Green,  for  several  years  with  the 
Davies  & Sullivan  Company,  New  York  coffee 
importing  and  jobbing  concern,  died  February 
I at  Poughkeepsie,  N.  Y.,  in  his  37th  year.  Mr. 
Green  lived  formerly  in  Brooklyn,  N.  Y.,  and  was 
well  known  in  the  coffee  trade. 


NEW  EQUAL  VALUE  ASSORTMENTS 

Puritan  China  will  delight  your  most  discriminating  patrons.  Ask  for  samples 
and  details — there’s  no  obligation. 

THE  I.IMOGES  CHINA  CO.  w.  i.  gahris,  Pres.  SEBRINC,  OHIO 
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HARVEST  BRAND 

Trade  Mark  Reg.  U.  S.  Pat.  Off. 


Cocoa  and  Chocolate  Products 

Sweetened  Cocoa,  1 lb.  tins,  100  lbs.  to  case. 

''It  pays  to  invest  in  Hootons  HARVEST.  ” 

Breakfast  Cocoa,  lb.  tins,  100  lbs.  to  case. 

“ The  Ilooton  Factories  do  produce — The  finest  Cocoas  put  to  use.'' 

Premium  Chocolate,  3^  lb.  cakes,  100  lbs.  to  case. 

“ To  best  the  rest  it  is  designed — 'Tis  II ooton' s famous  'Premiuni  kind.  ” 

Sweet  Chocolate,  Y2  1^.  cakes,  50  and  100  lb.  cases. 

" Hooto7t  is  a Mark  in  Trade — That  signifies  surpassing  grade.  ” 

All  Harvest  Brand  Products  are  of  highest  quality  and  are  packed 
expressly  for  the  Tea  and  Coffee  Trade. 


We  also  pack  Cocoa  Powder  and  Chocolate  under  DEALERvS’ 
BRANDvS  for  Tea  and  Coffee  Distributers,  Wholesale  Grocers  and 
vSpecialty  Houses. 

Cocoa  powder  in  bulk,  packed  in  barrels,  100,  50  and  25  lb.  drums, 
Natural  and  Dutch  Process. 

Write  for  samples  and  prices. 

Hooton  Cocoa  Company 

Newark,  New  Jersey. 
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MARKETS  OF  THE  WORLD 

Latest  News  Letters  from  Staff  and 
Special  Correspondents  in  Foreign 
and  Domestic  Trade  Centers 


OUR  LONDON  LETTER 


The  Latest  News  From  Mincing  Lane  and  the 
Continental  Trade  Centers 

Office  of  The  Tea  and  Coffee  Trade  Journal, 
34  Cranbonrn  Street,  London,  W.  C.  2, 
London,  Jan.  2,  1919. 

T UNDERSTAND  that  strong  attempts  are 
about  to  be  made  to  resume  the  British  export 
trade  in  tea  which  has  been  shut  down  during  the 
war.  The  attempt  will  have  its  first  visible  sign 
at  the  auctions  in  Mincing  Lane  on  January  8. 

American  firms  are  already  in  the  field.  Imme- 
diately the  armistice  was  concluded,  American 
firms  solicited  and  secured  orders,  especially  in 
connection  with  the  Scandinavian  trade.  The 
feeling  in  the  British  trade  is  not  one  of  pique 
but  of  admiration  for  enterprise,  and  the  only 
extra  wish  is  that  the  trade  here  be  permitted  by 
the  British  authorities  to  go  and  do  likewise. 

In  view  of  the  extraordinarily  large  stocks  of 
tea  in  this  country,  dealers  have  for  some  time 
past  been  urging  the  Ministry  of  Food  to  permit 
a certain  amount  of  tea  to  be  offered  to  foreign 
buyers.  The  Ministry  is  now  allowing  a modest 
million  pounds  to  Ije  put  iqj  for  auction  next 
week,  subject  to  the  issue  of  licenses  for  export 
by  the  Foreign  Trade  Department  of  the  Foreign 
Office.  Should  this  experiment  prove  successful, 
the  intention  is  to  offer  a further  million  pounds, 
or  a larger  quantity,  a week  later. 

It  is  perceived  here  that  the  United  States  is 
now  in  a strong  position  to  meet  the  tea  re- 
quirements of  foreign  countries.  During  the  war, 
while  exports  to  this  country  of  China  and  Java 
tea  were  prohibited,  Japanese  steamers  were 
pouring  supplies  into  the  United  States  from  these 
countries,  as  well  as  from  India  and  Ceylon,  at 
low  prices.  Stocks  there  are  large.  The  United 


States,  with  her  new  ships,  should  therefore  be 
able  to  deliver  tea  very  cheaply  in  Europe,  and 
the  present  view  of  the  London  trade  seems 
strongly  to  be  that,  if  the  Ministry  of  Food  at- 
tempts to  maintain  the  price  on  the  basis  of  the 
high  scale  at  present  charged  to  consumers  in  this 
country,  the  forthcoming  aiwtion  might  as  well 
not  be  held.  The  minimum  b’mit  of  price  is  to  be 
fixed  by  the  Ministry,  and  upon  this  price  much 
will  depend.  Although  Scandinavia  seems  to 
have  been  already  catered  for  by  the  United 
States,  there  are  other  countries  which  should  be 
in  need  of  supplies,  and  the  v’ew  of  dealers  is  that 
it  would  be  folly  at  this  critical  moment  to  divert 
further  trade  into  other  channels  from  which  it 
might  never  return. 

Why  the  retail  price  of  tea  is  still  maintained  in 
this  country  at  64  cents  a pound  (including  the 
duty  of  24  cents  a pound)  is  to  dealers  a mystery. 
Stocks  were  never  so  large  (they  amounted  at 
the  end  of  November  to  138,000,000  pounds,  as 
compared  with  37,000,000  pounds  at  the  cor- 
responding period  of  the  previous  year,  and  the 
December  figures  are  expected  to  show  a further 
increase),  and  it  is  quite  contrary  to  the  ideas 
of  the  trade  that  high  prices  should  synchronize 
with  abnormally  large  stocks.  The  public  shows 
no  anxiety  to  increase  its  purchases.  The  public, 
which  at  periods  of  the  war  had  the  alternative 
of  obtaining  none,  or  very  low  grades,  has  now 
temporarily  lost  part  of  its  taste  for  tea,  and  has 
acquired  a_  liking  for  other  beverages.  With, 
however,  a reduction  in  the  price  of  tea,  which 
dealers  believe  cannot  long  be  delayed,  a revival 
in  the  demand  is  confidently  anticipated. 

Edmund  Burke,  chairman  of  Peek  Bros.  & 
Winch,  Ltd.,  reported  at  the  general  meeting  on 
December  30  sales  amounting  to  $15,000,000  dur- 
ing the  year,  with  profits  of  $450,000. 

As  the  year  1918  ended  the  coffee  market  be- 
came dull  and  uninteresting,  buyers  showing  no 
desire  to  operate.  Prices,  however,  continue  on 
a comparatively  high  level,  but  since  there  are 
definite  signs  of  shipments  being  made  (and 
these  signs  are  apparently  nearer  than  were  for- 
merly expected)  a return  to  lower  values  is  highly 
probable.  The  total  landings  of  coffee  in  Lon- 
don up  to  within  a week  o»*  two  at  the  end  of 
1918  amounted  only  to  10,479  tons,  as  against 
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SOLUBLE  COFFEE 

Under  — 

YOUR  OWN  LABEL 


Sell  Your  Own  Instant  Coffee 


Owning  all  patents  issued  by  the  United  States  Government  on  dry  con- 
centrate of  coffee,  we  are  in  a position  to  license  the  process  to  you  or  to  reduce 
your  blend  at  our  plants,  and  guarantee  it  against  deterioration. 

Send  us  ten  bags  or  more  of  your  blend,  mixed  green.  We  will  reduce  it 
to  the  soluble  form  and  pack  it  under  your  label.  The  reduction  process  will 
cost  only  ten  cents  for  each  pound  of  green  coffee. 

The  coffee  will  be  shipped  to  you  in  1 or  1 3^  or  ounce  tins,  packed  in 
corrugated  shipping  cases,  one  dozen  or  more  to  a case. 

Soluble  coffee  dissolves  like  sugar,  in  hot  or  cold  water.  It  simplifies  the 
coffee  brewing  process. 

We  own  coffee  bought  very  low  to  fill  army  contracts. 

Name  your  blend  and  we  will  submit  an  attractive  price  on  it“solublized,” 
from  our  coffee,  labeled  and  ready  for  your  trade. 

LETS  GET  STARTED  FOR  BIG  FUTURE  BUSINESS 

Ship  your  coffee  to  us  in  care  of  New  York  Dock  Co.,  Baltic  Terminal,  Brooklyn,  N.  Y. 
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37,240  tons  in  the  corresponding  period  of  1917. 
Deliveries  for  home  consumption  were,  however, 
24,145  tons,  as  against  22,900  tons  in  1917.  The 
stocks  of  coffee  in  London  on  December  31,  T918, 
were  down  to  19,860  tons,  as  against  stocks  at 
the  same  date  in  1917  of  39,945  tons. 

Thomas  Reece. 


PORTO  RICO’S  COFFEE  CROP 


_ This  was  bad  enough  in  itself,  but  brought 
with  It  other  ills— insufficient  cultivation  and 
lessened  production.  Many  growers,  for  lack  of 
funds  were  obliged  to  reduce  their  cultivation  in 
and  effort  to  save  expense,  and  this  lack  of  atten- 
tion to  the  coffee  lands  is  now  being  felt  in  one 
ot  the  worst  crops  we  have  had  in  many  years, 
and  due  to  which  the  growers  can  now  only  par- 
ticipate to  a limited  extent  in  the  present  high 
P^»ces."  Harwood  Hull. 


Growers  Estimate  That  the  Flarvest  Just 
Gathered  is  About  70  Per  Cent 
Less  Than  Last  Year 


[from  a staff  correspondent] 


GUAYAQUIL  CACAO  AND  COFEEE 

Since  the  Ending  of  the  War  Some  of  the 
Obstacles  Hindering  Exports  Have 
Disappeared 


San  Juan,  P.  R.,  Jan.  28,  1919. 
13  EPORl  S from  the  coffee  districts  throughout 
the  island  indicate  that  the  crop  just  gathered 
will  not  reach  more  than  25  to  30  per  cent  of 
last  season’s  production. 

That  the  war  is  largely  to  blame  for  the  short- 
age is  the  opinion  expressed  in  an  editorial  in  the 
“Coffee  Review,”  the  official  organ  of  the  Na- 
tional Coffee  Producers’  Association  of  Porto 
Rico,  in  which  it  is  stated  that  when  the  outbreak 
of  hostilities  in  1914  closed  the  coffee  markets, 
growers  here  soon  began  to  lessen  cultivation 
and  to  cut  down  expenses  in  every  manner,  the 
results  of  which  are  now  being  felt  in  one  of  the 
worst  coffee  crops  in  many  years. 

The  present  situation,  however,  is  not  without 
possibilities,  if  growers  here  will  learn  the  les- 
sons offered  by  their  recent  experiences.  The 
“Coffee  Review”  says  : 

With  the  close  of  the  war  there  has  com- 
menced an  era  full  of  possibilities  and  the  coffee 
growers  of  the  world  can  profit  by  the  experi- 
ences of  the  past. 

“For  mgre  than  four  years — throughout  the 
war — coffee  producers  evervwhere  have  had  a 
hard  time.  It  can  be  said' that  here  in  Porto 
Rico  the  coffee  producer  was  the  only  agricultur- 
ist really  injured  by  the  European  conflict.  After 
the  big  cyclone  of  San  Ciriaco  and  the  loss  of  the 
Spanish  market  our  coffee  industry  had  been 
gradually  recovering,  until  a few  years  before  the 
war  it  began  to  enjoy  satisfactory  prices.  But  as 
soon  as  the  war  began  all  the  advantages  it  had 
bepn  to  enjoy  were  rapidly  lost;  the  markets 
failed,  and  for  lack  of  purchasers  prices  fell  so 
low  that  there  was  no  profit  for  the  grower. 


[special  correspondence] 

Guayaquil,  Ecuador,  Dec.  10,  1919. 
^^ITH  the  cessation  of  hostilities  in  Europe, 
the  difficulties  that  have,  been  hindering  the 
exportation  of  Ecuadorean  products  commenced 
to  disappear.  England  has  opened  its  ports  to  the 
introduction  of  cacao,  and  the  United  States  is 
issuing  licenses.  Nevertheless,  the  scarcity  of 
shipping  still  exists  and  prohibits  commerce  from 
taking  full  advantage  of  improved  conditions. 

November  opened  with  cacao  prices  at  $7.41', 
$7  and  $6.59  for  Arriba,  Balao  and  Machala,  re- 
spectively,-but  during  the  month  the  association 
raised  the  price  $1.64  for  each  grade,  thereby 
making  the  closing  prices  $0.05,  $8,64  and  $8.23. 
In  view  of  the  sales  that  are  being  made,  it  is 
believed  tliat  prices  will  continue  to  rise. 

Shipments  for  the  month  totaled  7,764,045 
pounds  (46,326  sacks),  and  went  to  the  following 
countries  : Colombia,  97>668  pounds  ; Mexico,  84,- 
602  pounds;  Panama,  i8,oco : Spain,  279,600,  and 
the  United  States,  7,284,175  pounds.  Of  this 
quantity  3,651,006  pounds  were  shipped  by  the 
Asociacion  de  Agricultores  and  4,113,039  pounds 
by  the  exporters. 

The  activity  in  the  coffee  market  noted  in  the 
previous  month  continued  during  November,  with 
prices  rising.  First-grade  coffee  was  quoted  at 
$10.70,  and  second-grade  at  $10.08.  Exports  for 
the  month  consisted  of  3,310  sacks,  weighing 
680,337  pounds,  of  which  Chile  took  12,322  pounds 
and  the  United  States  all  the  remainder. 

F.  W.  G. 


_ _ . — ^ — _ ■ 

AND  BEST  BAKING  POWDERS 

Cream  of  Taitar  and  Pure  Phosphate 

Buyers  Private  Brands  at  Attractive  Prices 

^ Grade  Cocoas  under  Private  Brands 
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Your  Bag  Can  Increase  Your  Sales 


Indications  are  multiplying  that  the  early  future  will  witness  a stimu- 
lation of  business  such  as  this  country  has  never  known. 

Farsighted  business  houses  are  preparing  now  to  do  their  share  to  help 
along  the  great  prosperity  that  is  on  its  way. 

What  more  logical  step  can  be  taken  than  to  complement  the  larger 
sales  effort,  or  to  increase  sales  directly,  by  a package  that  is  so  attractive 
and  has  such  strong  advertising  value  as  to  produce  business  itself? 

Associated  with  the  indications  of  a great  prosperity  and  the  increased 
sales  efforts  that  they  assure,  are  factors  which  will  dictate  the  need  of 
practicing  many  economies. 

Both  sets  of  conditions  are  met  by  ^he  UNION  DUPLEX  BAG, 
which  can  be  had  at  economical  “bag  prices,”  and  which  can  be  printed 
with  a design  of  great  beauty  and  productive  sales  appeal. 

^he  UNION  DUPLEX  BAG,  as  made  and  printed  by  our  experts, 
is  the  combination  of  as  good  a bag  and  as  fine  bag-printing  as  can  be 
secured  anywhere. 

The  gratuitous  help  of  our  Sales  Specialists  and  Art  Department  is  sub- 
ject to  your  call  at  all  times. 

UNION  BAG  & PAPER  CORPORATION 

{Name  of  the  Nearest  Selling  Agent  upon  request) 

PRINCIPAL  OFFICES  - WOOLWORTH  BUILDING  - NEW  YORK  CITY 
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JAVA’S  TEA  AND  COFFEE  MARKETS 

Batavia  Reports  Little  Business  in  Leaf  and 
Broken  Grades,  While  Soerabaja  Tells 
of  Coffee  Holding  Firm 

[•SPECIAL  correspondence] 

Batavia,  Java,  Oct.  lo,  1918, 

\ / ERY  little  tea  business  has  be^i  done  in 
either  leaf  or  broken  grades  throughout 
September.  The  Australian  Government  have 
withdrawn  their  decision  to  permit  unlimited  im- 
ports of  Java  teas,  substituting  a new  regulation 
restricting  the  quantity.  Particulars  of  the  new 
regulation  are  set  forth  in  the  following  cable 
received  by  the  British  Consulate  at  Batavia  from 
the  Government  of  Australia,  viz. : 

Proclamation  issued  reimposing  emljargo  on 
importation  non-British  tea  unless  with  consent 
Minister  of  Trade  and  Customs,  who  has  decided 
permit  importation  such  teas  during  twelve 
months  commencing  fifth  instant,  to  extent  twenty 
per  cent  of  total  quantity  tea,  both  British  and 
foreign,  imported  by  each  importer  during  period 
July,  1917,  to  June,  1918,  or  at  option  importer, 
twenty  per  cent  of  average  his  importations  dur- 
ing corresponding  periods  1915-16,  1916-17,  and 
1917-18.  Shipments  now  on  water  also  those  in 
execution  firm  orders  placed  before  fifth  Sep- 
tember _ and  delivered  by  thirty-first  December 
next  will  be  admitted  but  reckoned  against  each 
importer’s  allowance.” 

It  is  estimated  that  it  will  now  be  possible  to 
import  about  8,oco,ooo  pounds,  of  which  some 
3,50o,oco  pounds  has  already  been  shipped.  The 
balance,  about  4,500,000  pounds,  has  evidently 
already  been  contracted  for  some  time  ago,  judg- 
ing by  the  lack  of  support  the  market  has  experi- 
enced since  the  above  announcement. 

In  the  absence  of  any  official  confirmation  re- 
garding a preferential  duty  being  imposed,  it  is 
presumed  that  the  idea  has  been  abandoned  in 
favor  of  the  new  regulation. 


The  tone  of  the  coffee  market  at  Soerabaja  has 
been  very  strong  throughout  the  month,  and  prices 
advanced  from  f 19.—  to  / 23.—  During  the  last 
week  the  demand  slackened;  however,  sellers  are 
scarce  and  small  ready  parcels  find  buyers  at 
f 23.— 

It  is  very  difficult  to  forecast  the  position  of  this 
market,  more  especially  as  coffee  is  a favorite 
product  amongst  the  Chinese  for  speculative  op- 
erations, and  it  is  quite  possible  that  prices  will 
still  further  advance. 

There  has  been  very  little  offering  of  Liberian 
grades,  but  we  hear  of  transactions  for  old  crop 
at  f 32. — , and  new  crop  at  / 2. — higher. 

The  inquiry  for  Kroe  has  been  small.  Sales 
have  been  made  at  prices  rising  to  f 34. — , which 
can  be  taken  as  the  closing  quotation  for  the 
month.  D p.  c. 


GERMAN  COFFEE  MEN  ORGANIZE- 


The  New  Hamburg  Importers’  Association  Will 
Be  Under  the  Direct  Control  of  the 
Chancellor’s  Office 

[from  a staff  correspondent] 

Washington,  D.  C.,  Jan.,  1919. 
y\  RECENT  report  on  the  economic  conditions 
in  Germany  and  other  enemy  countries,  re-  ■ 
ceived  the  other  day  from  an  American  consul 
in  Europe  by  the  Department  of  Commerce,  con-  ' 
tains  an  interesting  passage  about  the  formation  ^ 
of  the  new  Hamburg  coffee  importers’  association  i 
which  our  Copenhagen  correspondent  wrote  about  ' 
in  the  January  number  of  The  Tea  and 'Coffee  v 
Trade  Journal.  The  consul  had  the  following  to'^' 
say  about  the  coffee  association : , 

‘‘The  coffee  importers  of  Hamburg  have  or-  • 
ganized  an  association  known  as  the  ‘Koffeein-  | 
fuhrverein,’  whose  aim  it  will  be  to  combine  the  | 
efforts  of  all  the  coffee  importers  of  the  country  ^ 

i 


NEW  YORK  BAKING  POWDER  CO.,  Inc.  (of  Delaware)  ALBANY,  N.  Y. 

MANUFACTURERS  OF  HIGH  GRADE  BAKING  POWDERS 
PACKERS  of  Cocoa,  Corn  Starch,  and  Soda 
PRIVATE  BRANDS  OUR  SPECIALITY.  Largest  assortment  of  Stock  Labels. 


BLACK  DI AIVIOIMD  BRAND 
PICKLING  SPICES 

SEVENTEEN  VARIETIES  OF  THE  BEST  QUALITY  OF  WHOLE  MIXED  SPICES  AND  SEEDS  SO 
PROPORTIONED  AS  TO  PRODUCE  A FLAVOR  UNEQUALLED  FOR  ALL 
PICKLING  PURPOStS.  BULK  OR  CARFONS. 

ARCHIBALD  & LEWIS  COMPANY  NEW  YORK 


February,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


163 


THE  SIGN  OF 
BETTER  CANS 


AMERICAN  CAN  COMPANY 


\Vh«n  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 


164 


THE  TEA  AND  COEFEE  TRADE  JOURNAL 


February,  1919 


during  the  period  of  the  transition  following  the 
war.  Negotiations  have  been  going  on  for  some 
time  past  with  the  competent  government  author- 
ities at  Berlin,  and,  it  is  said,  the  association  will 
have  the  full  support  of  the  government. 

The  new  association  will  only  accept  members 
who  were  engaged  in  the  coffee  import  business 
prior  to  August  i,  1914.  The  association  will  not 
carry  on  any  business  for  its  own  account,  but 
will  merely  exercise  a sort  of  supervisory  control 
over  the  distribution  among  dealers  of  all  importa- 
tions. The  association  is  subject  to  the  control 
of  the  German  Chancellor’s  office.  All  coffee  im- 
porters must  carry  on  their  business  subject  to 
the  supervision  of  the  association.  The  govern- 
ment will  regulate  and  control  the  price  at  which 
all  coffee  shall  be  sold  throughout  the  Empire.” 


CHICAGO  NEWS  LETTER 


GUADELOUPE’S  VANILLA  CROP 
[special  correspondence] 

Guadeloupe,  F.  W.  L,  Dec.  10,  1919. — In  the 
opinion  of  experienced  planters  and  buyers  the 
crop  of  vanilla  which  is  about  to  be  harvested  in 
Guadeloupe  will  lie  below  the  average  annual 
production  of  50,000  pounds.  It  is  said  that  the 
extraordinary  harvest  of  1917  exhausted  the  vines, 
and  that  only  one-third  of  the  customary  number 
of  flowers  appeared  during  the  1918  blossoming 
season.  The  beans  which  are  reaching  maturity, 
however,  are  of  very  good  size,  and  therefore  it 
is  expected  that  the  total  quantity  of  cured  beans 
will  be  in  the  neighborhood  of  40,000  pounds. 

’There  will  be  fewer  buyers  in  the  market  this 
season,  losses  suffered  last  season  and  uncertainty 
as  to  the  future  prices  in  the  United  States  having- 
caused  several  small  buyers  to  retire  from  the 
business.  At  present  no  estimate  can  be  made  as 
to  the  prices  which  will  be  offered  here  for  green 
and  cured  beans.  H.  T.  W. 


“The  BEST  JOURNAL  FOR  SALESMEN” 

Fred  C.^  Ruth.  115  Sixteenth  Avenue,  Columbus,  Ohio, 
writes:  “My  last  subscription  was  for  two  years;  please 

make  it  the  same  this  time.  Best  journal  I know  of  for 
tea  and  coffee  salesmen.” 


Activities  of  the  Trade  in  the  Windy  City  and 
Vicinity  as  Seen  by  Our  Own 
Correspondent 


[from  a .STAFF  CORRESPONDENT] 

Chicago,  Jan.  25,  1919. 

P XCEPT  for  a slight  weakening  in  Japanese 
greens  there  is  no  change  in  the  local  tea 
market.  Early  crop  Japanese  teas  are  still  scarce. 
The  last  forty  days  has  seen  the  removal  of  a 
large  amount  of  tea  from  this  country  to  Europe, 
and  a general  stiffening  of  the  market  is  expected 
before  the  arrival  of  new  lots.  Buyers,  however, 
hope  for  a drop  and  continue  to  hold  off. 

In  spite  of  the  loosening  up  of  the  shipping 
situation,  the  improvement  in  the  supply  of  coffee 
has  not  been  so  great  as  was  anticipated.  Whole- 
sale merchants,  however,  stiff  have  large  stocks 
on  hand,  and  apparently  can  hold  out  for  some 
time  to  come.  Cost-and-freights  are  easy.  Prices 
on  actual  coffee  seem  to  have  an  upward  ten- 
dency, and  it  is  felt  that,  unless  a break  occurs, 
the  present  low  prices  on  options  will  have  be- 
come impossible  by  May  delivery.  Chicago 
brokers  express  some  anxiety  over  the  fact  that 
it  is  now  possible  for  Brazil  to  ship  coffee  direct 
to  the  European  countries  in  large  quantities. 

The  convention  of  the  NaBonal  Canners’  Asso-‘ 
ciation,  held  last  week  at  Hotel  La  Salle  in  this 
city,  brought  many  wholesale  grocers  from  all 
parts  of  the  country.  This  was  one  of  the  biggest 
conventions  ever  held  here,  lasting  five  days  and 
being  attended  by  more  than  5,000  people.  The 
chief  subject  occupying  the  attention  of  the  con- 
vention was  the  change  in  conditions  due  to  the 
signing  of  the  armistice.  Among  the  principal 
actions  taken  by  the  convention  of  interest  to 
wholesale  grocers  were  the  resolutions  favoring 
better  cans  and  against  cans  of  “irregular,  in- 
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DO  YOU  KNOW? 

\\  e make  square  and  oblong  cans  with  tin  tops  and  bottoms  and 
waterproofed  fibre  bodies,  parchment  lined  inside,  to  hold  up  to 

3 and  5 pounds  of  coffee 
6 and  10  pounds  of  spice 
5 and  10  pounds  of  cocoa 
3 and  5 pounds  of  tea. 

They  can  be  equipped  with  friction  tops,  screw  tops  and  the  five- 
pound  tea  only  with  hinge  cover. 

A large  number  of  concerns  during  the  stress  of  war  were  forced 
to  discontinue  the  use  of  all  metal  cans  for  their  own  protection  and 
most  of  the  packers  who  adopted  our  CANISTER  with  reluctance 
would  not  change  now  under  any  circumstances.  They  have  learned 
by  practical  experience  how  they  can  save  money — and  in  this  sense 
the  w^ord  SAVE  is  analogous  to  PROFIT. 

IT  IS  UP  TO  YOU,  Mr.  Packer,  to  take  advantage  of  a means 
not  only  to  make  additional  profits,  which  we  all  cherish,  but,  most 
important,  to  increase  your  business — and  this  is  the  mission  of  our 
CANISTER. 

We  are  in  position  to  figure  on  all  of  your  requirements  for  con- 
tainers to  hold  dry  products  in  small  and  large  sizes. 

If  you  will  drop  us  a line  advising  sizes  and  styles  of  cans  in  which 
you  are  interested  we  will  gladly  send  sample  CANISTERS  and 
prices  for  your  consideration. 


THE  CANISTER  COMPANY  OF  NEW  JERSEY 

Sales  Office 

17  Battery  Place,  Factory 

New  York  City  Phillipsburg,  N.  J. 
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gestions  made  for  the  promotion  of  the  use  of 
canned  goods  through  publicity. 

Charges  of  adulteration  and  short  measure 
were  made  this  month  against  a leading  out-of- 
town  spice  grinder,  when  the  Government  filed 
proceedings  for  the  seizure  of  13,000  packages  of 
spices  in  the  warehouse  of  a Chicago  wholesaler. 
Government  investigators  declared  some  of  the 
packages  were  of  short  measure  and  some  were 
adulterated  with  sand  and  ash. 


NEW  ORLEANS  LETTER 

News  of  the  Trade  in  the  “Logical  Port’’  as 
Gathered  by  Our  Own  Correspondent 

New  Orleans,  Feb.  i,  1919. 
•^HE  local  coffee  market  has  been  decidedly 
quiet  all  the  past  month,  with  limited  trading', 
small  deliveries  and  constantly  dwindling  stocks, 
which  at  the  end  of  the  month  was  about  33,000 
bags.  This  is  so  narrow  a basis  for  business  that 
great  difficulty  is  experienced  in  filling  orders 
satisfactorily. 

About  42,000  bags  of  Brazil  coffee  are  afloat 
for  New  Orleans,  but  it  is  known  that  ships  are 
now  loading  large  quantities  in  Brazil  for  this 
port,  and  a much  more  abundant  supply  is  ex- 
pected in  a month  or  so. 

Stocks  of  mild  coffee  are  only  moderate,  and 
deficient  shipping  facilities,  delay  of  mails,  etc., 
have  interfered  with  business  in  both  Brazil  and 
mild  coffee. 

Local  roasters  report  good  business,  and  that 
they  have  been  able  to  keep  fairly  well  up  with 
demand,  although  it  is  difficult  to  get  grades 
desired  in  many  cases. 

Local  buying  has  not  responded  recently  to  the 
advances,  but  New  Orleans  coffee  men  are  optim- 
istic and  apparently  look  for  an  adjustment  of 
their  difficulties  within  a reasonably  short  time. 


THE  NEW  YORK  MARKETS 


Special  Market  Reviews  for  “The  Tea  and 
Coffee  Trade  Journal’’ 


New  York,  Feb.  3,  1919. 

D ARRING  a few  little  flurries  of  moderate  ac- 
tivity, there  has  been  no  general  animation 
in  the  spot  coffee  rnarket.  This  was  a source  of 
surprise  and  disappointment  to  many  traders, 
who  had  expected  that  larger  dealings  would 
result  from  various  developments  of  the  month. 
The  most  important  of  these  was  the  announce- 
ment of  the  Food  Administration  that  all  rules 
and  regulations  governing  green  coffee  dealers, 
including  licensing,  had  been  removed.  Hopes 
for  greater  activity  were  also  based  on  a mod- 
erate increase  in  the  offerings  and  the  more  at- 
tractive prices  named  in  most  instances.  The 
former  was  attributed  in  part  to  rather  more 
liberal  arrivals,  prospective  substantial  additions 
in  the  near  future,  and  the  releasing  of  some  of 
the  local  stock  which  had  been  held  in  store  for 
long  periods.  The  removal  of  the  limitation  re- 
garding profits  enabled  foreign  owners  to  dis- 
pose of  their  holdings  at  prices  below  those  gen- 
erally current,  and  still  far  above  what  they  could 
have  ol)tained  had  they  sold  while  profits  were 
limited  under  official  regul?tion.  As  a conse- 
quence, some  varieties  were  available  at  from 
I to  2^2  cents  below  the  prices  current  at  the  time 
our  last  review  was  written. 

Although  some  improvement  in  the  demand 
was  noted  at  the  end  of  the  month,  one  promi- 
nent importer  and  jobber  being  especially  active 
in  absorlung  offerings  in  store,  afloat  and  in 
primary  markets,  said  demand  prior  to  that  had 
remained  disappointing,  as  a rule.  The  removal 
of  restrictions  had  aroused  hopes  of  a “boom” 
in  green  coffee  in  some  quarters,  but  the  majority 
of  buyers  displayed  little  interest,  being  'con- 
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SEALRIGHT  COMPANY,  Inc. 

MAIN  OFFICE  & FACTORY  FULTON,  N.  Y. 
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Ritchie 


ALL  FIBER  CANS 
TIN  TOP  AND  BOTTOM  CANS 


The  ideal  container  in  place  of  expensive  tin  cans,  Ritchie’s  Paraffined  or  Parchment  lined  cans 
hold  the  aroma,  are  airtight  and  non-absorbing.  The  ideal  package  for  Coffee,  Tea,  Spices,  Cocoa- 
nut  and  all  dry  foods. 

Quotations  and  samples  promptly  forwarded. 


W.  C.  RITCHIE  AND  COMPANY 
414  SO.  GREEN  ST.,  CHICAGO,  ILL. 


II  The  Ideal  Shipping  Case  for  Tea,  Coffee  and  Spices  f| 

II  Glance  at  these  H & D FIBRE  SHIPPING  BOXES  filled  with  all  sorts  of  goods  in  the  Tea  Store  || 

II  line.  Every  packer  of  these  boxes  is  guaranteed  against  theft  in  transit  and  makes  a big  saving  of  || 

if  packing  expense-  U*-  >s  worth  your  while  to  investigate.  Write  for  booklet  “HOW  TO  PAGK  || 

II  * IT,”  sent  free  on  request.  || 

II  THE  HINDE  dr  DAUCH  PAPER  COMPANY  || 

II  851  Wa.t0r  Street,  Ssindusky,  Ohio  (Canadian  Trade:  Address  Toronto,  Canada)  |[' 
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vincecl  that  prices  were  destined  to  fall  to  still 
lower  levels.  This  opinion  was  founded  partly 
on  the  sharp  break  in  futures  in  the  local  market, 
prices  showing  losses  of  440  to  480  points,  com- 
pared with  the  high  mark  of  17.50  cents  reached 
on  December  26,  when  trading  in  futures  was 
resumed. 

Primary  markets  were  also  weaker  early  in  the 
month.  In  Rio  the  spot  price  was  800  reis  lower 
at  one  time,  while  exchange  was  off  ik^d.  from 
the  high  mark  of  I4d.  established  in  November. 
At  the  same  time  futures  in  Santos  declined  1100 
to  1325  reis.  Likewise,  quotations  in  the  cost- 
and-freight market  showed  substantial  reduc- 
tions, concessions  of  fully  3 cents  being  made  in 
some  cases  as  compared  with  the  high  levels 
prevailing  in  December.  Santos  4s,  for  instance, 
sold  as  low  as  18.30  cents  c.  and  f.,  against  a high 
mark  of  21  cents. 

The  belief  in  lower  prices  was  also  based  on 
expectations  of  substantial  reductions  in  freight 
rates  following  the  return  of  many  vessels  to 
their  owners.  The  number  of  vessels  clearing 
from  our  ports  for  Brazil  increased,  and  the 
impression  prevailed  that  the  competition  for 
return  cargoes  would  result  in  cutting  of  rates. 
Up  to  the  present  no  such  tendency  has  been 
noted  as  far  as  steamers  are  concerned,  although 
sailing  vessels  have  been  offered  at  slightly  below 
tbe  rate  officially  fixed  last  year. 

Toward  the  end  of  the  month  a more  confident 
feeling  prevailed  and  prices  scored  a partial  rally. 
This  was  partly  traceable  to  the  buying  of  a con- 
siderable quantity  by  a local  house,  as  mentioned 
above,  and  partly  to  the  absorption  of  about 
35, coo  bags  of  Rios  by  the  Belgian  Relief  Com- 
mission. Moreover,  European  demand  was  in 
evidence,  but  the  export  restrictions  prevented 
important  business.  Still,  Haiti  and  Porto  Rico 
coffee  were  removed  from  the  export  conserva- 
tion list,  and  it  was  stated  that  the  bulk  of  the 


Haitis  available  were  absorbed  by  foreign  buyers. 

The  firmer  tone  here  was  also  partly  in  sym- 
pathy with  the  rallying  tendency  in  Brazil. 
Within  a few  days  recoveries  were  recorded  of 
1275  reis  in  the  Rio  spot  price,  or  ii/32d.  in  Rio 
exchange,  and  of  825  to  925  reis  in  Santos  futures. 
This  improvement  was  believed  to  have  been 
brought  about  partly  by  active  buying  for  foreign 
account,  an  idea  which  was  confirmed  in  part 
by  a reduction  of  160, oco  bags  in  the  Santos  stock 
in  one  day,  supposed  to  represent  clearances  to 
Europe.  In  addition,  it  was  reported  that  the 
Sao  Paulo  Government  had  paid  all  the  valoriza- 
tion bonds.  Naturally,  this  created  the  impres- 
sion that  the  Brazilian  financial  situation  was  de- 
cidedly healthy,  and  less  disposition  was  mani- 
fested to  anticipate  a great  rush  to  sacrifice  prices 
in  a general  effort  to  turn  the  huge  coffee  stocks 
into  cash. 

The  firmer  tendency  among  local  holders  was 
based  partly  on  the  remarkably  small  warehouse  . 
deliveries  during  the  month,  only  184,518  bags, 
against  395,018  in  December,  and  720,000  a year 
ago.  Of  course,  this  was  regarded  as  an  indica- 
tion that  roasters  and  wholesale  distributors  were 
permitting  their  supplies  to  decrease  to  small  pro- 
portions and  would  soon  be  compelled  to  re- 
plenish. Still,  the  opinion  was  heard  in  some 
quarters  that  many  retailers  and  consumers  had 
enough  on  hand  to  last  several  months,  the  many 
predictions  of  a possible  famine  having  prompted 
many  of  them  to  stock  up  heavily  late  in  1918. 

Large  Quantities  of  Miles  Received 
The  easier  tendency  in  Brazilian  coffee  early 
in  the  month  was  reflected  in  mild  grades,  with 
buyers  holding  off,  hoping  that  the  declines  of  2 
to  3 cents  would  be  extended.  Subsequently  they 
showed  more  interest  and  a large  business  was 
done,  about  half  of  the  early  loss  being  recov- 
ered. Arrivals  were  large,  and  buyers  gave  these 


When  in  tKe  market  for  bulk  coffees  let  us 
quote  and  submit  samples. 

A larg'e  assortment  of  quality'  coffees  to 
select  from. 

B.  FISCHER  <a  CO..  Inc. 

IMPORTERS 

Tea— Coffee**S  pice— Rice 
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Over  2,000,000  Families 

depend  upon  the  Jewel  Tea  Company,  Inc.,  for  their  supplies  of  Teas,  Coffees,  Spices,  Cocoa  and 
other  food  products. 

For  their  higher  priced  Teas,  Coffees,  Spices,  etc.,  as  illustrated  above,  they  use  exclusively 


and  have  contracted  with  us  for  their  requirements  for  a period  of  years. 

What  better  indorsement  could  we  have  than  the  continued  re-orders  from  so  large  and  so 
reputable  a concern? 

Write  us  for  samples  of  Paraffined  or  Parchment-lined  Containers  to  meet  YOUR  requirements 


THE  FIBRE  CONTAINER  CORPORATION 

160  WEST  FRONT  ST.,  MONROE,  MICH. 


What  is  better  for 
crisp  corn  flakes  than  a 
corn-tint  waxed  paper  sealed  carton 
that  not  only  protects  the  delicious 
flavor  and  crispness  but  also  adds  a 
sales  value  to  the  package? 

vSeal  your  cartons  in  waxed  paper. 
It  assures  GOOD  QUALITY  when 
the  food  reaches  the  table. 


WAXED  PAPERSEAIERS 

Ziaf- ffarmonize  in  Gohn~ 
kVi favour  Package  Goods 


G 


The  use  of  K V P w’axed  wrappers 
and  sealers  speeds  up  the  sale  of 
BREAD,  CRACKERvS,  BLSCUITS, 
GRAIN  FOODS,  dairy  products, 
mince  meat,  meats,  spices,  tea,  coffee, 
prepared  foods  of  all  kinds,  soap,  etc. 

Write  for  samples. 


Kalamazoo  Vegetable  Parchment  Co. 

Kalamazoo,  Michigan 

The  world’s  cleanest  paper  mill. 

Makers  of  vegetable  parchment,  waxed  and 
bond  papers. 


FIDELITY  CAN  CO. 

Baltimore,  Md. 

TIN  CANS 

and 

CONTAINERS 
WOODEN  BOXES 

and 

BOX  SHOOKS 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 


170 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


February,  igig 


grades  the  preference,  as  they  were  still  lower 
than  corresponding  grades  of  Santos,  The  re- 
moval of  the  export  restriction  permitted  sales 
of  about  50,000  bags  of  Hait^s  to  French  buyers. 
Arrivals  during  the  month  were  about  340,000 
hags,  and  deliveries,  roundly,  250,000,  making  the 
stock  in  all  ports  about  540,000  bags,  against 
536,000  a year  ago. 

The  Tea  Market 

Although  there  was  some  improvement  in  busi- 
ness late  in  January,  and  the  feeling  generally 
seemed  less  pessimistic,  the  month  as  a whole 
was  as  unsatisfactory  as  December.  Although 
export  licenses  are  no  longer  required,  foreign 
business  failed  to  show  the  improvements  looked 
for  last  month.  Domestic  buyers  have  generally 
held  off  in  anticipation  of  a further  decline,  al- 
though prices  are  now  off  6 to  7 cents  from  the 
levels  current  in  November. 

Although  stocks  continue  ample,  some  well 
informed  people  believe  that  substantial  reduc- 
tions will  be  noted  in  the  near  future,  it  being 
their  contention  that  jobbers  have  permitted  their 
stocks  to 'decrease  to  decidedly  small  proportions 
and  must  soon  replenish.  It  is  argued  that  they 
will  abandon  their  hand-to-mouth  policy  of  buy- 
ing when  they  properly  appreciate  that  prices 
now  ruling  here  are  far  below  the  cost  of  re- 
placing in  primary  markets,  where  European  im- 
porters have  been  active  buyers. 

The  Spice  Market 

Toward  the  end  of  the  month  a rather  better 
inquiry  was  noted  in  the  spice  market,  but  prior 
to  that  time  buyers  continued  indifferent.  Never- 
theless, importers  remain  hrm  in  their  views. 
While  there  is  a moderate  stock  of  peppers,  sup- 
plies of  all  other  kinds  are  light,  and  will  soon 
disappear  when  buyers  become  anxious  to  re- 
plenish their  stocks,  which  are  generally  believed 
to  be  extremely  small,  inasmuch  as  they  have 


done  little  buying  for  the  past  three  or  four 
months.  At  the  same  time,  importers  see  no 
prospect  for  increasing  their  own  stocks  in  the 
near  future,  because  of  the  fact  that  there  is  prac- 
tically nothing  en  route  from  primary  markets, 
whereas  in  ordinary  seasons  large  quantities  are 
afloat  at  this  time.  This  peculiar  condition  is 
due  to  the  fact  that  values  in  producing  countries 
have  remained  at  a premium  of  several  cents 
compared  with  our  own  quotations.  Peppers,  for 
example,  can  be  bought  here  4 cents  cheaper  than 
in  the  Far  East.  The  liberal  stocks  of  peppers 
are  by  no  means  a depressing  factor,  inasmuch 
as  fully  two-thirds  of  the  total  belongs  to  foreign 
owners,  and  doubtless  will  be  sharply  reduced 
as  European  stocks  are  depleted,  and  as  much 
as  35  and  40  cents  is  being  paid  in  France.  Ac- 
cording to  a traveler,  who  just  returned  from 
the  Far  East,  stocks  of  practically  all  kinds  are 
extremely  light  and  firmly  held,  largely  for  Euro- 
pean account.  C.  K.  T. 


SALIENT  TRADE  NOTES 

S.  T,  Nishimura,  of  the  Meiji  Trading  Com- 
pany, New  York,  left  for  Japan  on  January  23, 
after  spending  several  months  visiting  the  various 
offices  of  the  firm  in  the  United  States  and  Canada. 

Edmund  W.  Payne,  for  many  years  associated 
with  Geo.  W.  Lane  & Co.  in  the  tea  business  at 
93  Eront  street,  New  York,  and  recently  connected 
with  the  E.  M.  Osborn  Company  at  the  same  ad- 
dress, has  severed  his  connection  with  the  latter 
firm,  and  is  now  connected  with  the  tea  depart- 
ment of  Mitsui  & Co.,  Ltd.,  85  Eront  street.  New 
York. 

John  S.  Brady,  vice-president  and  chairman  of 
the  board  of  directors  of  the  McCord-Brady  Com- 
pany, coffee  roaster  and  wholesale  grocer,  Omaha, 
is  gradually  relinquishing  management  of  the 
business,  and  will  spend  much  of  his  time  in  the 
future  in  tra\’el. 

T.  Kusanobu,  former  New  York  manager  of  the 
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OLD  WAY  OF  SERVING 

tea  brewed  in  this  way  is 
insanitary  and  is  not  al- 
ways of  the  same  strength, 
also  requires  straining. 


HOW  TO  SELL 
MORE  TEA 

At  Bigger  Profits 

Use  our  Sanitary  Individual 
Cotton  Tea  Bags 

They  get  and  hold  Hotel 
and  Restaurant  trade 


NEW  WAY  OF  SERVING 

The  use  of  our  tea  bag 
eliminates  the  use  of 
strainer  and  produces  a 
brew  that  is  sanitary,  health- 
ful and  economical. 


WE  MAKE  AND  PACK  THEM  FOR  THE  TEA  MERCHANT 

W’RITE  US  ABOUT  IT 

We  are  the  Oldest  and  Largest  Firm  manufacturing  Urn  Bags  or 
(Teacher  Bags),  Mailing  Bags,  Packing,  Sanitary  Individual  Service 
Tea  Bags,  etc.,  etc.  Cotton  Bags  of  every  Description. 


The  name  NATIONAL  URN  BAG  CO. 


IS  a guaran- 


URN  BAG  OR 
LEACHER  BAG 


tee  for  Service  + quality  + workmanship -|- uniformity  of 
material  = 100%  for  your  $. 

NATIONAL  URN  BAG  COMPANY 

Samples  mailed  Cotton  Bags  of  Every  Description 

on  request  174-176  East  104th  Street,  New  York  City 


Samuel  IVI.  L^angston  Co.,  Camden,  N.  «J.,  LJ.  S.  A, 

Headquarters  for 

Complete  Sets  of  Machinery 

For  Making 

PAPER  CANS 

Agents: 

Canadian-Fairbanks-Morse  Co.,  Ltd. 

Montreal,  Canada,  Toronto 
T.  W.  & C.  B.  Sheridan  Co.,  London,  England 
Geo.  Fethers  & Co.,  Melbourne,  Australia 


COFFEE  ROASTING  FOR  THE  TRADE 

ONLY 

No  Spice  Grinding 


COFFEE  SEPARATED 


No  Coffee  Selling 


JOHN  W.  HAULENBEEK  CO. 

(Established  for  38  Years) 

NO  ACCOUNT  TOO  LARGE  FOR  US  TO  HANDLE. 

WE  MAKE  A SPECIALTY  OF  HANDLING  OUT  OF  TOWN  ACCOUNTS. 

393  GREENWICH  STREET  NEW  YORK 

’Phone  Canal  217-218-219 
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Company,  New  York,  sailed  for  France  on  Janu- 
ary 4.  He  is  expected  to  return  in  March. 

Closset  & Devers,  Portland,  Ore.,  are  making 
improvements  in  their  coffee  roasting  plant,  and 
are  adding  a four-bag  Jubilee  roaster  and  a Burns 
tiptop  cooler  box. 

Complete  coffee  roasting  and  peanut  butter 
making  machinery  of  Jabez  Burns  & Sons’  manu-* 
facture  will  soon  be  installed  by  the  Butte  Whole- 
sale Grocery  Company,  Butte,  Mont.  I 

A.  F.  Israel  & Co.,  Chicago  representative  of 
Leon  Israel  & Bros.,  New  York  and  New  Orleans, 
are  now  known  as  the  Teller  Brokerage  Com- 
pany, with  offices  at  208  North  Wabash  avenue. 

Macy  Bros.  & Gillet,  Inc.,  the  new  New  York 
tea  firm,  which  during  the  month  opened  offices  at 
98  Wall  street,  has  purchased  a Tuxedo  model 
testing  table  and  regulation  Burns  kettle  and  cus- 
pidor equipment. 

The  G.  Washington  Sales  Company,  distributer  ^ 
of  G.  Washington’s  refined  coffee,  has  moved  its' 
office.s  from  Bush  Terminal,  Brooklyn,  to  334 
'Fifth  avenue.  New  York.  Frank  S.  Eastty  is  in 
charge. 

A.  Schilling  & Co.,  San  Francisco,  has  added 
another  No.  i Burns  coffee  granulator  to  its  equip-  , 
ment,  making  four  now  in  use  there.  j 

The  Salada  Tea  Company  has  purchased  a 


Meiji  Trading  Company,  Ltd. 

Successors  To 

Furuya  and  Nishimura 

HEADQUARTERS  for  TEAS  of  ALL  KINDS 
and  PRODUCE 

96  Front  Street  New  York 

Branches  at  Chicago  and  Montreal 


BUSINESS  WITH  PORTUGAL 

Specialty  in 

Teas,  Coffees  and  Cocoas 

Importers  and  Exporters 

SOCIEDADE  PORTUGUESA  IMPORTA- 
DORA  AND  EXPORTADORA  Lda. 

(Po*'tugue8e  Import  and  Export  Co.,  Ltd.) 

Head  Office: 

Rua  dos  Douradores,  83,  LISBON 
London  Office:  63,  Crutched  Friars,  E.  C.  3 
Agencies  all  over  the  world 


BEST  VALUES  IN 

India  and  Ceylon 

TEAS 

Importers 

II H ^iiKi  iiT  A cn  '^®***^ 
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Meiji  Trading  Company,  is  now  connected  with 
Nakamura  & Co.,  importers  and  exporters.  New 
York. 

Harry  J.  Bonney,  vice-president  of  Sprague, 
Warner  & Co.,  Chicago,  died  on  January  22.  He 
was  one  of  the  best  known  wholesale  grocers  in 
the  Middle  West. 

Alva  D.  Milligan,  head  of  the  G.  D.  Milligan 
Grocery  Company,  Springfield,  Ohio,  and  presi- 
dent of  the  Missotiri-Kansas  Wholesale  Grocer 
Association,  died  at  Hot  Springs,  Ark.,  on  Janu- 
ary 4. 

John  T.  Porter,  Scranton,  Pa.,  founder  of  John 
T.  Porter  & Sons,  wholesale  grocery  house,  and 
vice-president  of  the  Tri-State  Wholesale  Grocers’ 
Association,  died  on  January  6. 

Arnold,  Dorr  & Co.,  New  York,  have  been  ap- 
pointed exclusive  agents  in  this  country  for  the 
Sociedade  Anonyma  Levy,  Santos,  Brazil,  for- 
merly Levy  & Son,  which  export  “MM”  Bour- 
bon coffees. 

G.  Homma  arrived  in  New  York  on  December 
12  from  Japan  to  take  over  the  management  of 
the  New  York  office  of  the  Meiji  Trading  Com- 
pany, formerly  Furuya  & Nishimura.  Mr.  Homma 
was  New  York  manager  five  years  ago  before 
going  to  Japan. 

Burten  T.  Bush,  president  of  the  Antoine  Chiris 


February,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


173 


FRANCIS  PEEK  & CO.,  Ltd. 

Head  Office:  20  Eastcheap,  London,  E.  C. 

SINGAPORE  JAVA  SUMATRA 

Laidlaw  Batavia,  Soerabaja,  Bandoeng^  Medan  and 

Buildings  and  Semarang  Padang 


EXPORTERS  of  JAVA  TEA 

and  other  Dutch  East  Indian  Produce 


TIN  RUBBER  SUGAR 

COFFEE  RICE  TAPIOCA  PEPPER  CITRONELLA  OIL,  ETC. 


WRITE  TO  OUR  BATAVIA  HOUSE  AND  ASK  TO  BE  PLACED  ON 
MAIL  LIST  TO  RECEIVE  OUR  JAVA  MONTHLY  PRODUCE  REPORT 


JAVA  TEAS  OF  DIRECT  IMPORT 

ROWLEY  DAVIES  & CO.,  LTD. 

BATAVIA,  JAVA 
OR  FENCHURCH  HOUSE, 

5,  FENCHURCH  STREET, 

LONDON,  E.  C. 

WILL  GLADLY  SUPPLY  ALL  INFORMATION 


IRWIN  - HARRISONS  & CROSFIELD,  Inc. 

Importers  and  Jobbers  of  Teas 

PHILADELPHIA  NEW  YORK  BOSTON  CHICAGO 

50  So.  Front  St.  96  Wall  St.  27  India  St.  425  W.  Ontario  St. 

SAN  FRANCISCO,  25  California  St. 

London  Colombo  Calcutta  Batavia  Shanghai  Hankow  Foochow 
Shidzuoka  Daitotei  Medan  (Sumatra)  Singapore 
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building  on  King  street,  near  Spadina  road,  To- 
ronto, and  will  equip  and  occupy  it  in  the  near 
future. 

The  W.  H.  Miner  Chocolate  Company,  Spring- 
field,  Mass.,  recently  installed  two  more  No.  i 
Burns  roasters. 

The  Betterton-Rupert  Coffee  Company,  Ash- 
land, Ky.,  has  bought  the  land  and  building  of  the 
Shera-Cocoa  Company  on  Twenty-fourth  street, 
and  will  erect  a new  office  and  storehouse  building. 

D.  Auerbach  & Sons,  New  York  candy  manu- 
facturers, have  bought  four  more  No.  i Burns 
cocoa  roasters. 

The  spice  plant  of  the  A.  Colburn  Company, 
Philadelphia,  was  destroyed  by  fire  on  January  13. 
The  loss  was  estimated  at  $500,000. 

Two  No.  5 Burns  cocoa  roasters  for  gas  fuel 
and  equipment  have  been  installed  in  the  plant 
of  the  Pure  Gold  Manufacturing  Company,  To- 
ronto, which  is  owned  by  Thos.  B.  Grenning  & 
Co.,  Canadian  green  coffee  merchants. 

The  Domino  Bakery  & Macaroni  Company, 
$100,000  capital,  has  been  incorporated  in  Spring- 
field,  Mo. 

The  William  T.  Mullikin  Company,  Philadel- 
phia, wholesale  dealers  in  fruits  and  nuts,  has 
added  another  No.  6 Burns  peanut  roaster  to  the 
peanut  butter  department. 


Takito,  Ogawa  & Co.,  New  York  and  Chicago, 
and  the  Tajimi  Company,  New  York  and  Boston, 
importers  of  Japanese  goods,  have  consolidated 
their  interests  and  incorporated  under  the  name 
of  the  Taiyo  Trading  Company,  Inc.,  with  offices 
at  loi  Fifth  avenue.  New  York,  and  325  West 
Madison  street,  Chicago. 

Kidd  & Co.,  Chicago,  wholesale  producers  of 
salted  peanuts,  have  installed  a Burns  tiptop  cooler 
box. 

C.  B.  Smith,  of  the  Huntley  Manufacturing 
Company,  Silver  Creek.  N.  Y.,  stopped  in  New 
York  late  in  January  after  a three  months’  trip 
through  the  Southwest  and  South,  then  going  on 
to  Silver  Creek. 

W.  R.  and  J.  C.  Bowers,  Richmond,  Va.,  visited 
the  trade  in  New  York  during  the  month. 

R.  C.  Davis,  of  the  Muskogee  Wholesale  Gro- 
cery Company,  Muskogee,  Okla.,  called  on  the 
New  York  coffee  trade  during  January. 

P.  J.  Kennedy,  of  J.  H.  Neubauer  & Co.,  San 
Francisco,  grocery  jobbers,  and  for  many  years 
previous  connected  with  the  William  Cluff  Com- 
pany, died  on  January  23. 

A.  J.  Rankin,  a pioneer  wholesale  grocer  of  San 
Francisco,  died  the  latter  part  of  last  month.  Mr. 
Rankin  and  his  father  started  a wholesale  grocery 
business  in  San  Francisco  forty-five  years  ago. 


EPPENS,  SMITH  COMPANY 

Importers  and  Jobbers 

COFFEES  and  TEAS 

267-269-271  Washington  St.,  103-105-107  Warren  St., 

124  Front  St.,  New  York 

JAVA,  and  SUMATRA 
COFFEES 

SPOT  AND  AFLOAT 

Offering  some  choice  lots.  Ash  for  Samples 
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Recent  Porto 
Rican  Experiments 

proved  that  eight-year-old  trees, 
which  yielded  205  pounds  of  hulled 
coffee  to  an  acre,  increased  their 
yield  to  4023^  pounds  after  an 
application  of 

Nitrate  of  Soda 

Valuing  the  coffee  at  15  cents  a 
pound  in  Porto  Rico,  tho  use  of  Acid 
Phosphate  and  Nitrate  of  Soda  made 
each  acre’s  yield  worth  $30  more 
than  formerly. 

TRICOLATOR 

“THE” 

COFFEE  MAKER 

The  Aluminum  Bowl  

Makes  Perfect  Coffee 
Thru  Paper  Filters 

Included  with  the 

2qt.  FIRE  KING  1) 

(Almost  Unbreakable)  S'}  into  ' A\  it 

CHINA  Urn  $3.00 

A Gallon  size  $7.50 

Write  for  free  books  on  coffee  growing. 

DR.  WILLIAM  S.  MYERS,  Director 
Chilean  Nitrate  Committee 
25  Madison  Ave.  New  York 

Send  for  circular  and  prices  on  Urn 
TRICOLATORS  and  Filter  Paper. 

THE  TRICOLATOR  CO. 

CHICAGO 

COFFEE  ROASTING  and  GRINDING 

for  the  TRADE 

No  job  too  small  or  too  large 

Prompt  Service 

TRADE  COFFEE  ROASTING  CO. 

83  PINE  STREET  NEW  YORK 

Telephone  for  Representative 
HANOVER  6186 

Thos.  P . Nlonahan  G,  Schmidt 

MONAHAN  BROKERAGE  COMPANY 

(Incorporated) 

BROKERS  IM  COFFEE 
506  South  Tth  Street,  St.  Louis,  Mo. 

IF  YOU  WANT  “SERVICE”,  Don’t  fail  to  command  us. 

REEVE  & VAN  RIPER 

WAREHOUSEMEN 

77777777  MUUng,  Cleaning,  Hulling, 
LtiJrriLIl  Separating  and  Picking 

Packers  of  Teas  “ckl,2’'r.p.d3^ 

Storage  and  Weighing 

46-48-49  WATER  ST.,  NEW  YORK 

“EXACT  WEIGHT”  Scales  represent 
NINE  PARTS  SCALES  AND  ONE  PART 
UNSKILLED  LABOR.  Any  fool  can 
draw  a straight  line  with  a rule. 

Skilled,  experienced  operators  can 
produce  accurate  weights  on  ordinary 
scales. 
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THE  PRACTICAL  RETAIL  GROCER 

f A department  devoted  to  the  discussion  of  problems  which  vex  retailers- 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad’ 
vertise,  how  to  obtain  the  maximum  eflSciency  in  the  grocery  business. 


CORRECT  STORE  ADVERTISING 


Building  Up  a Permanent  Trade,  Not  the  Mere 
Selling  of  a Lot  of  Goods,  is  the  Proper 
Function  of  Advertisements 


<<MO  advertiser  can  afford  to  take  the  stand 
that  his  advertising  is  correct  merely  be- 
cause his  advertisements  sell  the  goods,”  declares 
Merle  Sidener,  chairman  of  the  National  Vigi- 
lance Committee  of  the  Associated  Advertising 
Clubs  of  the  World,  in  a recently-issued  bulletin 
which  deals  with  ‘special’  sale  publicity. 

“Advertisements  and  store  policies  must  work 
together  in  the  making  of  customers,  not  the 
mere  sale  of  goods,”  Mr.  Sidener  adds.  “Many 
a store  which  has  had  wonderful  ‘special  sales,’ 
has  in  the  end  been  forced  to  change  its  policy 
or  go  out  of  business  when  these  sales  have  been 
based  upon  deception. 

“Not  long  ago  a woman  read  an  advertise- 
ment of  $5  hats  for  $2.98,  and  expressed  wonder 
that  a store  could  sell  them  at  such  a low  figure 
and  still  make  a profit,  for  she  did  not  believe 
the  store  proposed  to  lose  money.  ‘Think  what 
a profit  I would  have  paid  them  at  $5 !’  she  said. 

That  is  one  side  of  the  story.  The  other  side 
is  that  a great  many  other  women  refuse  to  be- 
lieve that  the  article  advertised  was  ever  worth 
$5. 

“ ‘Usual  value,’  ‘value,’  ‘worth’  are  destructive 
advertising  expressions.  They  dull  the  appeal 
of  advertising.  When  a store  does  have  a real 
sale  to  move  off  odds  and  ends,  a great  many 
readers  of  its  advertisement  are  in  the  same  atti- 
tude as  the  men  who  declined  to  come  when  the 
little  boy  in  the  old  story  called  ‘Wolf!  Wolf!’ 
“It  is  being  proved  that  business  of  a more  per- 
manent character  can  be  built  without  such  state- 
ments. If  there  has  been  a special  purchase,  a 
store  can  get  a crowd  by  announcing  that  a for- 
tunate find  has  been  made  by  its  buyers.  It  is 
needless  to  ‘compare  prices.’  Business  men  are 
learning  that  truth  in  advertising  has  an  eco- 


nomic value,  and  that  in  the  long  run  it  pays  to 
understate  rather  than  overstate  in  an  advertise- 
ment. The  under-stated  advertisement  may  bring 
fewer  people,  at  times,  but  it  will  sell  more 
goods,  for  when  the  customer  is  surprised  to  see 
such  goods  at  such  a price,  sales  are  more  readily 
made.  There  is  less  of  a tendency  to  ‘shop 
around.’ 

It  pays  to  be  truthfid — it  brings  better  profits.  ♦ 
And  this  opinion  is  based  upon  the  actual  ex- 
perience of  many  leading  stores.” 


TRADE  GETTERS 

A Series  of  Business  Winning  Plans  That  Have 
Been  Tried  and  Found  Successful  in 
Different  Parts  of  the  Country^ 


By  Frank  Farrington 
Delhi,  N.  Y. 

’^HESE  business-getting  plans  are  the  result 
of  ripe  experience  in  the  retail  distributing 
field.  They  have  been  tried  out  with  signal  suc- 
cess in  different  parts  of  the  country,  and  the 
writer  believes  they  will  benefit  our  readers. 


Regular  Saturday  Drawings  i 

If  you  give  every  customer  who  enters. the  store  1 
a numbered  check  when  the  purchase  is  paid  for,  * | 
and  have  the  check  numbered  on  each  end  so  the  r ] 
customer  can  drop  one  end  in  a box  and  retain 
the  other;  if  you  do  this,  and  then  every  Saturday 
evening  have  a number  drawn  out  of  the  box  and 
a prize  awarded  to  the  holder  of  the  duplicate 
number,  if  present  at  the  drawing,  you  will  in- 
crease your  sales  and  you  may  find  your  store 
crowded  at  the  drawing  time  on  Saturday  even- 
ings. In  order  to  get  the  best  results  from  this 
plan  it  ought  to  be  carried  out  for  a considerable 
number  of  weeks  regidarly,  thus  giving  the  gen- 
eral public  a chance  to  find  out  about  it  through 
store  and  window  announcements,  since  it  is 

* Copyright,  1918,  by  Frank  Farrington. 
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The  Welcome  to  Our  Boys 

will  be  vociferous  and  enthusiastic  but  no 
warmer  than  the  welcome  back  to  the  Amer- 
ican breakfast  table  of 

Shredded  Wheat 

the  favorite  whole  wheat  breakfast  cereal. 

There  should  be  no  difficulty  now  in  supply- 
ing the  normal  demand  for  this  product.  In- 
creased demand  will  call  for  increased  stock. 

It  is  the  same  cereal  you  have  always  sold — 
clean,  pure,  wholesome,  and  nutritious. 

Made  only  by 

The  Shredded  Wheat  Company,  Niagara  Falls,  N.  Y, 
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against  postal  regulations  to  advertise  the  plan 
through  any  medium  that  is  mailed.  Make  it  a 
rule  that  if  the  holder  of  the  first  number  drawn 
is  not  present,  further  numbers  shall  he  drawn 
until  a winner  is  present. 


Kite  Flying 
This  is  a contest  between  the  boys  and  girls 
who  can  be  induced  to  try  kite  flying.  The  store 
can  supply  kites  bearing  its  advertisement,  or 
may  rule  that  the  contestants  must  make  their 
own  kites.  Paper  pennants  should  be  supplied  to 
be  attached  to  every  kite,  these  pennants  adver- 
tising the  store.  The  event  should  be  well  ad- 
vertised, and  prizes  awarded  for  the  highest 
flights  and  for  the  most  expert  handling.  Inas- 
much as  not  all  days  are  sufficiently  windy  for 
the  purpose,  the  event  may  be  advertised  to  take 
place  on  the  first  breezy  day.  Have  the  young- 
sters come  to  the  store  to  receive  their  rewards,. 
Give  souvenirs  to  those  not  winning  prizes.  This 
plan  will  interest  children  in  the  store,  and  their 
parents  will  be  interested  and  probably  come  to 
the  contest. 


Mr.  Satisfied 

Use  circulars,  newspapers,  car  cards,  any  and 
all  kinds  of  advertising  mediums  available,  to 
show  pictures  of  a comfortable  looking  chap  who 
m every  case  is  carrying  or  pointing  to  a sign 
reading,  “They  insist  on  my  being  satisfied.”  This 
is  by  way  of  being  a “teaser,”  and  is  run  for  a 
time  without  any  clue  to  its  meaning.  In  the  end 
the  same  forms  of  advertising  are  used  to  state 
that,  I mean  that  Brown’s  Store  insists  on  my 
being  satisfied  with  every  purchase,  and  they  will 
insist  on  your  being  satisfied,  or  they  will  make 
you  take  back  your  money,”  In  referring  to 
teaser  advertising  (the  use  of  certain  phrases  for 
a time  before  explaining  their  meaning),  it  might 
be  well  to  call  attention  to  the  fact  that  the  man 
using  it  should  watch  that  some  other  fellow  does 
not  jump  in  ahead  of  him  and  claim  the  advan- 
tage by  advertising  that  the  phrase  refers  to  his 
business. 


An  Easter  Rabbit  Hunt 
This  IS  a plan  devised  to  get  people  to  go 
through  the  store  and  examine  the  goods  in  the 
showcases.  It  is  particularly  valuable  around 
Easter  tune.  It  consists  in  placing  a number  of 
little  toy  rabbits  here  and  there,  in  showcases  and 
in  other  displays.  Offer  every  person  finding  a 
rabbit  a rebate  of  a certain  per  cent  on  the  goods 
in  the  showcase  or  in  the  display  where  the 
rabbit  is  hidden.  Of  course,  the  rabbits  are  not 
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to  be  concealed  in  a way  to  make  them  difficult  to 
find,  and  yet  they  should  not  be  too  plainly 
visible.  You  want  people  to  spend  a little  time  in 
hunting. 


Using  Old  Envelopes 

Save  the  opened  envelopes  from  which  your 
mail  is  taken  until  you  get  enough  of  them  to  cir- 
cularize all  or  part  of  the  town.  Make  it  a point 
to  open  the  letters  with  a clean  cut  across  the 
ends  so  there  will  be  no  ragged  edges.  When 
enough  are  accumulated,  have  a supply  of  cir- 
culars printed  advertising  a special  sale,  or  any 
feature  to  which  you  want  to  give  publicity.  In- 
sert these  circulars,  folded  properly,  in  the  en- 
velopes, and  have:  them  distributed  at  niight 
throughout  the  town,  leaving  them  in  doorways, 
on  doorsteps,  etc.  The  scheme  will  get  the  circu- 
lars examined  when  they  might  not  receive  a 
glance  if  thrown  in  without  the  envelopes. 


NOVEL  WINDOW  DISPLAY  IDEAS 

Hints  for  the  Busy  Merchant  on  How  to  Get 
the  Most  Benefit  Out  of  His 
Store  Window 


By  B.  J.  Munchweiler 
Philadelphia 

J^JERE  are  practical  suggestions  for  making 
the  grocery  window  display  more  attractive 
to  the  passersby  and  a greater  source  of  income 
to  the  proprietor. 


Clean  Showcards  at  a Saving 
Showcards  and  tickets  must  be  clean  and 
orderly  if  the  force  of  them  is  to  be  felt.  But 
the  expense  of  buying  clean  cards  is  no  trifle. 
The  following  plan,  however,  will  not  alone  al- 
ways insure  clean  tickets  and  cards,  but  save 
money  as  well : 

Instead  of  the  usual  white  cards,  which  easily 
become  soiled  and  fly-specked,  use  a black  card 
with  white  letters;  thus  you  have  a better  ticket 
and  one  which  will  last  almost  indefinitely.  Stores 
which  have  used  the  black  cardboard  with  white 
letters  have  secured  great  efficiency  and  saving. 
The  black  board  lasts  much  longer  and  can  be 
used  on  both  sides,  due  to  the  fact  it  is  not  glazed 
on  one  side  only  like  the  usual  white  cardboard. 


Advertising  by  Waste  Steam 
There  are  many  ways  in  which  the  steam  from 
a coffee  roaster  can  be  converted  from  a loss  into 
a profit  maker.  For  example,  a retail  coffee 
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. Ryzon  Sales  Policy  Helps  Solve 
Important  Trade  Problem 

The  General  Chemical  Company  welcome  the  invitation  to  a dis- 
cussion of  the  Ryzon  Sales  Policy  with  the  Federal  Trade  Commis- 
sion. Discarding  prejudices  and  abandoning  inefficient  merchan- 
dising methods,  this  policy  was  devised  with  the  modern  and  demo- 
cratic idea  of  rendering  the  greatest  service  to  all  concerned  at  the 
least  cost.  • 

There  would  be  nothing  new  in  a plan  to  benefit  the  trade  at  the 
expense  of  the  consumer  or  to  benefit  the  consumer  at  the  expense 
of  the  trade.  The  novelty  of  the  Ryzon  plan  is  that  it  renders  a dis- 
tinct and  valuable  advantage  to  every  one  who  handles  or  uses  Rzyon. 

1 — The  Manufacturer,  having  established  and  published  a uniform 
price,  is  enabled  to  concentrate  upon  problems  of  production,  to 
make  the  most  satisfactory  baking  powder  and  make  it  most  eco- 
nomically, with  known  costs  and  known  income. 

‘ 2 — The  Wholesaler  is  relieved  of  speculative  trading,  and  serves  and  is 

served  by  being  free  to  develop  distribution  along  economic  lines 
of  fair  trading. 

3 —  The  Retailer  is  afforded  a fair,  uniform,  constant  profit  for  the 
service  he  renders,  based  on  the  movement  of  Ryzon  and  not  on 
his  willingness  to  resort  to  overstocking,  price-cutting,  or  other 
uneconomic  practices. 

4—  The  Semi-Wholesaler  (or  chain  store  Dealer)  handles  Ryzon  on 
terms  which  recognize  his  large  turnover  and  economical  selling 
methods  and  yet  prevent  him  from  undermining  the  Ryzon  trade 
of  the  Service  Grocer  on  whom  the  public  depends  for  90  per  cent 
of  its  groceries. 

5 —  The  Consumer,  because  of  these  economies  in  manufacturing  and 
distribution,  is  supplied  with  a demonstrably  superior  baking 
powder  at  a uniform  price  which  is  materially  lower  than  other 
baking  powders  which  are  less  efficient. 

The  proof  of  the  .soundness  of  this  open  policy  lies  in  the  fact  that 
it  is  heartily  accepted  and  praised  by  the  leaders  in  the  Trade  through- 
out the  country,  and  that  the  demand  for  Ryzon  among  Consumers 
is  rapidly  increasing. 

GENERALCHEMICALCa 

FOOD  DEPARTMENT 
NEVt/  YORK 
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merchant  in  West  Philadelphia  has  a large  coffee 
pot  mounted  on  top  of  his  roaster,  the  chimney 
of  the  roaster  forming  the  spout  of  the  pot.  When 
the  roaster  is  in  operation,  steam  issues  from 
the  spout,  thus  giving  a life-like  appearance  of  a 
coffee  pot  aboding.  Another  roaster  in  Trenton, 
N.  J.,  has  a high-powered  whistle  attached  to  his 
roaster,  which  never  fails  to  attract  attention. 
Stdl  another  directs  the  steam  from  his  roaster 
so  that  passersby  are  deluged  by  a stream  of 
coffee  flavor. 

Merchants  with  automobile  delivery  cars  can 
adapt  the  method  used  by  a cigar  dealer,  who  has 
a huge  cigar  mounted  on  top  of  his  car,  and 
connected  with  the  engine  exhaust,  so  that  a 
stream  of  smoke  comes  from  the  cigar  as  though 
someone  were  smoking  it.  Coffee  merchants 
could  substitute  a coffee  pot  or  a cup  for  the 
cigar. 


Department  agent.  They  are,  as  a rule,  free  of 
charge. 

It  is  a good  idea  to  obtain  a set  of  weather 
flags,  which  may  be  displayed  in  front  of  the 
store  at  the  proper  time.  If  this  is  done  it  will 
not  be  long  before  the  public  will  get  in  the  habit 
of  always  glancing  your  way  to  find  out'what  is 
about  to  happen  in  the  way  of  weather.  In  con- 
nection with  these  flags,  cards  should,  of  course, 
be  distributed  to  explain  their  meaning.  They, 
too,  could  bear  a reasonable  amount  of  good 
advertising  matter. 


GROCERY  SALES  STIMULATORS 

Wherein  a Live  Dealer  Gives  a Lew  Good 
Pointers  from  His  Sales-Building 
Experiences 


Making  Money  Out  of  Weather  Reports 
_ The  Weather  Bureau  reports  offer  opportuni- 
ties for  advertising  which  are  not  appreciated  by 
most  merchants.  It  is  possible,  with  very  little 
trouble  or  expense,  to  post  copies  of  these  re- 
ports as  soon  as  they  are  officially  received.  The 
merchant  could,  of  course,  add  to  each  report  a 
line  or  two  of  his  own  advertising.  These  fore- 
casts can  be  obtained  from  the  local  Agriculture 


By  Walter  Engard 

London,  Ohio 

pjERE  are  some  concrete  suggestions  from  the 
pen  of  a practical  grocer  showing  how  the 
dealer  can  speed  up  sales.  They  have  all  been 
worked  out  successfully. 


Watching  the  Profit 

In  these  days  when  so  many  articles  handled  by 
the  grocer  are  being  sold  on  a small  margin  of 


How  A California  Store  Staged  an  Annual  Coffee  Sale 


IS  a picture  of  this  year’s,  which  proved’ a hi success  It  mad^^  San  Francisco,  “and  this 

roasted  coffep.  The  sign  which  Jeads  ‘Annual  CoS  Sa  e’  is  fnlid.' different  varieties  of  green  and 
coffee,  also  the  frame  is  made  of  green  beans!”  '-ottee  bale  is  made  of  green  beans  covered  with  roasted 
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The  Sugar  Bowl  Has  Come  Back 


% 


In  every  home  the  housewife  is  filling  the  sugar  bowl  and  putting 
it  back  in  its  accustomed  place  on  the  table.  She  is  also  using  more 
sugar  in  her  baking  and  puddings.  More  than  ever  she  will  want 


Package 

Sugars 


The  grocer,  too,  prefers  Domino  Package  Sugars  because  the 
sturdy  cartons  and  cotton  bags  prevent  spillage  and  breakage,  save 
paper  bags  and  twine ; save  the  time  of  scooping  and  wrapping.  With 
Domino  sugars  he  really  makes  a profit  and  he  knoWs  he  makes  it. 


American  Sugar  Refining  Company 

Sweeten  it  with  Domino 

Granulated,  Tablet,  Powdered,  Confectioners,  Brown 


Rows  and  rows  of  Yuban  packages  are  continually  going 
on  to  the  shelves  of  thousands  of  grocery  stores. 

At  once  off  they  go  into  the  hands  of  hundreds  of  thousands 
of  customers. 

These  quickly  moving  packages  tell  the  story  of  the  demand 
for  Yuban. 

You  will  find  that  Yuban  repeats  as  no  other  coffee  does. 

ARBUCKLE  BROTHERS 

Yuban  Coffee  Department 

NEW  YORK  PITTSBURG  CHICAGO 
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proht  It  behooves  every  proprietor  to  watch  his 
profits  and  push  the  articles  that  bear  a larger 
margm.  Arrange  a list  of  four  or  five  articles 
upon  which  you  make  an  average  gross  profit  of 
at  least  22  per  cent;  hand  a list  to  each  clerk  when 
he  comes  on  duty,  and  instruct  him  to  promote 
the  sale  of  these  goods  to  every  customer.  Also 
have  the  clerks  suggest  the  “bargains”  to  those 
who  may  call  over  the  telephone.  Have  a talk 
with  your  clerks  and  tell  them  frankly  the  situa- 
tion; that  the  profit  in  foodstuff  has  steadily  de- 
creased, and  that  if  the  store  is  going  to  continue 
to  prove  profitable  to  yourself,  and  also  the 
clerks,  it  will  be  necessary  for  the  store  to  make 
more  of  the  profitable  sales.  It  might  be  well  to 
give  the  clerks  making  the  largest  number  of  sales 
from  this  list  a prize  or  a bonus.  This  will  prove 
an  incentive  for  better  co-operation,  and  if  the 
clerks  can  be  interested  in  promoting  the  ’sale  of 
these  goods  it  will  increase  the  store’s  profit. 


Knowing  the  Goods 

There  is  nothing  quite  so  important  in  selling 
groceries  as  the  knowledge  of  the  goods  that  you 
sell.  Every  clerk  in  the  house  should  know  why 
one  grade  of  peas  is  sold  at  25  cents  and  another 
grade  at  I2l^  cents.  He  should  know  the  contents 
of  a certain  can  of  peaches  and  the  grade  of  syrup 
m which  they  are  packed.  He  should  know  the 
number  of  beets  in  a can,  and  whether  they  are  a 
deep  red  or  a faint  red;  how  many  olives  are  in 
a quart  or  in  a 25-cent  bottle.  All  this  will  come 
in  mighty  handy,  and  will  often  make  a great 
many  sales.  When  a woman  asks  these  questions 
the  clerk  should  be  able  to  tell ; it  may  be  that  she 
is  going  to  entertain,  and  it  is  very  essential  that 
she  know  these  things  before  buying.  If  your 
clerk  isn  t able  to  tell  she  will  go  where  the  clerk 
does  know.  Start  a study  class  for  the  purpose  of 
getting  acquainted  with  the  goods  you  sell.  Have 
the  clerks  come  back  one  evening  each  week  and 
study  up  certain  articles  in  stock.  Open  the  cans 
and  see  how  they  are  packed,  where  they  come 
from,  and' why  a certain  brand  is  so  much  higher 
in  price  than  another.  Do  your  clerks  know  why 
one  giade  of  tea  sells  at  a dollar  a pound  while 
another  sells  at  only  60  cents  a pound,  yet  both 
grades  may  have  come  off  the  same  bush?  Get 
them  acquainted  with  the  goods  they  sell. 


the  conduct  of  your  store.  Let  one  specialize  in 
coffee,  another  in  canned  goods,  another  in  fancy 
groceries,  etc.  Put  a clerk  in  charge  of  a particu- 
lar hue  of  goods,  and  tell  him  you  want  him  to 
make  a study  of  that  line  and  to  acquire  all  the 
knowledge  regarding  it  that  is  possible.  Let  the 
clerk  in  charge  of  the  coffee  department  visit  some 
large  coffee  firm,  first  writing  the  firm  that  you  are 
sending  him  to  their  plant  to  learn  all  he  can  about 
the  different  brands  and  blends  of  coffee.  With 
a little  study  this  clerk  will  become  an  expert  in 
coffee.  Do  the  same  with  the  other  clerks,  allow- 
ing each  to  visit  some  large  manufacturing  con- 
cern packing  the  particular  goods  in  which  he  is 
specializing.  After  they  have  a pretty  good 
knowledge  of  the  goods  let  them  handle  the  ad- 
c ertismg  for  their  departments.  Each  will  take  a 
special  pride  in  building  up  their  respective  de- 
partments, and  will  become  real,  loyal,  enthusiastic 
salesmen,  boosting  your  store  everywhere  they  go, 
and  It  will  require  more  than  a few  dolars  extra 
pay  to  induce  them  to  sever  their  connections  with 
you. 


GINGER  SALES  TALKS 

Wholesome  Aclvice  and  Practical  Suggestions 
for  Grocery  Salesmen  from 
One  Who  Knows” 


• By  Wesley  Williams 

Philadelphia 

JN  these  talks  tea,  coffee  and  grocery  salesmen 
will  find  inspiration,  encouragement  and  as- 
sistance m doing  liigger  things,  in  a better  way. 


Keep  Your  Eyes  W ide  Open’’ 

Keep  your  eyes  wide  open.  Someone  has  said 
that  every  man  “should  keep  one  eye  on  what  he 
is  doing  and  the  other  eye  on  what  you  want  to 
do.  ’ When  the  boss  sees  that  you  have  wide 
open  eyes  something  is  bound  to  happen.  It  may 
be  a preference  in  his  employment,  with  added 
salary , it  may  mean  that  he  will  lean  on  you 
more.  Getting  notice  for  good  work  is  a first  step 
toward  promotion.  Too  many  of  us  forget  that 
if  we  want  to  get  ahead  it  must  be  by  reason  of 
intelligent,  hard  work. 


Make  Specialists  of  the  Clerks 
The  very  best  way  to  enlist  the  interest,  the 
enthusiasm,  the  loyalty  of  your  clerks  is  to  make 
them  feel  that  they  are  a very  important  part  of 
your  business.  Make  specialists  of  them,  and  they 
will  feel  that  they  have  a real  important  place  in 


Co-operate  With  the  Boss 
The  real  success  of  any  business  is  the  co- 
operation that  comes  from  each  person  in  the 
service,  from  the  boss  down.  Co-operation  be- 
tween clerks  is  good,  but  co-operation  between 
employer  and  employed  is  the  thing  that  puts 
punch  into  the  business. 
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Package  Sugar  Means  Efficiency 

Grocers  who  handle  Franklin  Package 
Sugars  are  enabled  to  have  cleaner,  neat- 
er, more  attractive  stores  because  of  the 
elimination  of  bulk  containers,  spillage 
and  waste.  They  save  the  clerks’  time 
which  can  be  devoted  to  window  dress- 
ing and  other  store  work  of  the  kind 
that  helps  sell  goods. 

The  Franklin  Sugar  Refining  Company 

PHILADELPHIA 

Franklin  Cane  Sugar  for  every  use** 

Granulated,  Dainty  Lumps,  Powdered,  Confectioners,  Brown 


Baker’s  Cocoa 
and  Chocolate 

MAKE  AND 
KEEP  GOOD 
CUSTOMERS 

They  are  most 
I j reliable  goods  sold 
with  a positive  guar- 
antee of  purity  and 

Registered  . . . 

u.  s.  Pat.  Off.  superior  quality; 
put  up  in  conformity  with  the 
Pure  Food  laws  of  all  the  States; 
are  readily  sold,  giving  a quick 
turnover  of  stock. 

Walter  Baker  & Co.  Ltd. 

DORCHESTER,  MASS. 

Established  1780 


NEW  ORLEANS 
The  Logical  Coffee  Port 
Home  of 

Alameda  Coffee 

Sold  only  in  1 and  3-lb.  Tins 
Under  Our  Trade-Mark 

CAREFULLY  SELECTED  for 
PARTICULAR  TRADE 

Mr.  GROCER,  put  YOUR  TRADE 
WISE 

MERCHANTS’  COFFEE  CO. 

OF  NEW  ORLEANS.  Lid. 

New  Orleans 

B.  C.  CASANAS,  Preat. 
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THE  TEA  AND  COFFEE 

Co-operation  means  all  pulling  together,  all 
working  in  perfect  harmony.  This  is  the  founda- 
tion stone  upon  which  big  business  is  built.  The 
president  of  a railroad  could  not  successfully  de- 
velop Ins  road  unless  every  man,  from  the  track- 
walker up,  co-operated.  Loyal,  willing  help  is 
co-operation. 


TEN  GOLDEN  MAXIMS 

1.  Honor  the  CHIEF.  There  must  be  a head 
to  everything-. 

2.  Have  confidence  in  yourself,  and  make 
yourself  fit. 

3.  Harmonize  your  work.  Let  sunshine  radiate 
and  penetrate. 

4-  Handle  the  hardest  job  first  each  day.  Easy 
ones  are  pleasures. 

5.  Do  not  be  afraid  of  criticism— criticise 
yourself  often. 

6.  Be  glad  and  rejoice  in  the  other  fellow’s 
success— study  his  methods. 

7.  Do  not  be  misled  by  dislikes.  Acid  ruins 
the  finest  fabric. 

8.  Be  enthusiastic — it  is  contagious. 

9-  Do  not  have  the  notion  that  success  means 
simply  money-making. 

10.  Be  fair  and  do  at  least  one  decent  act 
every  day  in  the  year. 


TOLERATION 

The  eaHest  thing  to  lose— and  perhaps  the 
costliest— is  one’s  temper;  while  he  who  practices 
courtesy  and  imparts  cheerfulness  adds  to  the 
wealth  of  the  World. 
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CATS  AND  BULK  GROCERIES 


How  a Feline  “Night  Watchman”  Drew  At- 
tention to  a Fine  Window  Display 
But  Spoiled  Business 


--yHE  danger  of  having  a cat  for  a night  watch- 
man  111  a grocery  store  v-here  bulk  goods  are 
left  unprotected  is  well  illustrated  in  an  entertain- 
m.a  article  in  “Canadian  Grocer,”  as  follows: 

“A  short  time  ago  an  Eastern  Ontario  grocer 
on  one  of  the  main  business  streets  of  his  town 
put  111  a window  of  bulk  tea.  It  was  a good 
window.  He  put  a lot  of  time  on  it  and  made  a 
most  effective  display.  There  was  a big  showing 
o c ests  of  tea.  At  the  side  of  the  window  were 
c lests  on  their  sides,  with  the  contents  spilling  out 
and  making  an  avalanche  of  tea.  Attractive  little 
groups  of  teacups  with  all  the  necessary  appur- 
tenances were  arranged  in  attractive  ways  about 
the  window.  The  center  of  the  display  was  a 
great  mountain  of  tea. 

When  it  was  all  arranged  the  merchant  went 
outside  and  looked  at  the  display  with  a good  deal 
of  pride.  Then  he  locked  up  the  store  and  went 
down  home  with  the  consciousness  of  work  well 
done. 

Enter  the  office  cat,  who  noticed  the  nice  bright 
window  and  decided  to  investigate.  Jumping  on 
one  of  the  chests  of  tea,  she  slid  playfully  down 
the  avalanche  at  the  side.  After  a trip  of  investi- 
gation she  spied  the  mountain  of  tea  in  the  center, 
and  after  one  or  two  futile  efforts  finally  sue- 


Empire  Hardware  Compan>^ 
STORE  FURNISHINGS  Bakers* 

SCALES.  CANISTE^^SHOW  REPR.CERATO^%“r"‘‘ 

85  Warren  SI.  New  York  City 

Write  for  complete  Catalogas 

Largest  selling  brand  in  the  United  States 


PURE  FLAVORING  EXTRACTS 

Seventeen  highest  awards  for  Purity,  Strength  and  Fine  Flavor 
the  C.  F.  SAUER  COMPANY  Richmond,  Va. 
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The 

Merchant’s 

Opportunity 

The  world  war  has  expounded 
the  wisdom  of  practical  Thrift. 
As  a result,  the  American  public 
will  be  Thriftier  and  more  con- 
servative buyers. 

In  this  changed  attitude 
toward  economy  and  ‘‘sensible 
spending”  lies  the  wise  dealer’s 
opportunity  to  increase  his  busi- 
ness. 

The  opportunity  which 
knocks  to-day  says,  “ Cater  to 
the  spirit  of  the  times  and  thereby 
build  well  for  the  future C 

Since  1896,  the  famous 
Green  vStamp  has  been  a token 
of  Thrift,  and  is  to-day  looked 
upon  as  a practical  means  for 
the  furthering  of  the  national 
Thrift  movement. 

Customers  whose  'Puyword'' 
is  Thrift  will  always  trade  where 
vStamps  are  given.  A word 
to  the  wise  is  sufficient. 

The  Sperry  & Hutchinson  Co. 

2 West  45th  Street  N.  Y.  City 


PROFITS 

In  the  Tea  and  Coffee  busi- 
ness, these  days,  are  uncertain. 
Harvest  Macaroni  Products 
represent  a profitable  side 
line  which  will  help  tide  you 
over  this  abnormal  period,  and 
furnish  a valuable,  perma- 
nent addition  to  your  business. 

The  demand  for  macaroni 
is  constantly  increasing.  The 
Government  is  urging  us  to 
help  consume  the  present  ex- 
cess wheat  crop  and  the  Lenten 
season  is  near — the  heaviest 
consuming  period  of  the  year. 

Let  us  ship  you  as  a trial  order 
1 case  each  of  the  5 Harvest  prod- 
ucts— Macaroni,  vSpaghetti,  Elbow 
(short  cut)  Macaroni,  Broad  Egg 
Noodles  and  Fine  Egg  Noodles. 

The  Foulds-Briggs  Co. 

Cincinnati,  Ohio 
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ceeded  in  reaching  the  top,  where  she  made  a 
comfortable  place  for  herself  and  settled  down 
for  a nap. 

“All  the  while  the  people  passed  too  and  fro 
and  displayed  a wonderful  interest  in  the  pere- 
grinations of  that  cat.  The  window  got  attention 
without  a doubt,  but  did  it  advertise  bulk  goods  ?'’ 


TROUBLE 

Never  bear  more  than  one  kind  of  trouble  at  a 
time.  Some  people  bear  three:  all  they  have  had, 
all  they  have  now,  and  all  they  expect  to  have. — 
Edward  Everett  Hale. 


I^ant  ^btiertigementsf 

Classified  want  advertisements  under  regular  heading  $3 
tor  twenty-five  words  or  less.  Additional  words /oar  cents 
each.  Payable  cash  zvith  order. 


Situations?  l^anteb 
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Two  extra  large  class  C Lambert  Roasters, 
500-lb.  capacity.  Each  complete  with  fans  and  two  feed 
hoppers.  Also  each  equipped  with  5-H.  P.  G.  E.  motor 
n 3-phase.  Two  Lambert  Cooling 

Lars,  500-lb.  capacity,  complete  with  track  and  air  cooling 
box  with  automatic  gate.  One  6 x 20  Gump  Ideal  Post 
Roller  Mill,  gear  drive,  single  stand  corrugated  with 
LelMge  cut.  One  10-H.  P.  G.  E.  Motor,  200-volt,  60- 
cycle,  3-pfiase.  1,800  R.  P.  M.  One  No.  35  Sturtevant 
Exhaust  Fan.  Two  No.  25  Type  E American  Blowers. 
Iwo  bkck  iron  Floor  Dump  Bins,  1,200  lbs.  capacity 
each.  Complete  with  cup  elevator  with  three-way  switch 
and  each  equipped  with  ^-H.  P.,  G.  E.  motor,  A.  C. 
-.^0-volt,  60-cycle,  3-phase.  One  Inclined  Elevator  com- 
plete with  discharge  spouts,  and  P.  G.  E motor 

D-  22/)-volt,  60-cycle,  3-phase.  Two  black  irori 

Storage  Bins,  1,200  lbs.  capacity,  complete  with  gate 
and  hanger.  Four  galvanized  iron  storage  bins,  1,200 
lbs.  capacity,  complete  with  gate  and  hanger.  One  36 
X 42  galvanized  Storage  Bin,  complete  with  gate.  One 
30-gal.  Steam-Jacketed  Copper  Kettle.  The  above 
equipment  absolutely  new,  never  used.  Will  accept  any 
reasonable  offer  for  complete  equipment.  John  G.  Elbs 
1037  Jay  St.,  Rochester,  N.  Y. 


A AEWED — One  7-foot  secondrhand  Burns  Coffee  Roaster, 
and  also  a second-hand  complete  plant  for  manufactur- 
mg  syrup.  1615  Market  Street,  Denver  Colorado. 


WANTED— Position  as  buyer,  sales  manager  and  travel 
mg  salesman  in  New  England  for  tea  importing  hous( 
who  wishes  to  sell  the  jobbing  trade,  chain  stores,  larg< 
retail  tea  stores.  I have  a thorough  knowledge  of  tea; 
and  of  importing  and  a large  New  England  trade.  Giv( 
Inferences.  Address  Box  460,  care  of  The  Tea  ani 
Loffee  1 rade  Journal. 


MERCHANDISE  BROKER  well  acquainted  with  whole- 
sale and  retail  grocery  trade  in  New  York  State  desires 
line  ot  coc^oas  coffee,  teas  and  spices  or  kindred  lines. 
Address  D.  E.  Lagan,  115  Exeter  Terrace,  Buffalo, 


WANTED — Green  coffee  mixer.  Must  be  in  first  class 
condition.  State  price  and  particulars.  Address  Box 
461,  care  of  The  Tea  and  Coffee  Trade  Journa. 


GET  YOLIR  MONEY — Bills,  notes  and  accounts  col- 
lected anywhere  in  Michigan.  H.  C.  VabAken,  Lawyer, 
309  Post  Building,  Battle  Creek,  Mich.  Reference,  any 
hank  in  Battle  Creek. 


SOLUBLE  COFFEE  FORMULA  WANTED— One  that 
will  stand  every  test  as  to  its  practicability.  Give  par- 
ticulars. Box  455,  care  of  The  Tea  and  Coffee  Trade 
Journal. 


“DOUBTLESS” 

There  is  no  subsHfute  for  mIddiiRrnulfflii  COFFEE 

Way  back  Yonder  somebody  said,  “Doubtless,  the  Creator 
could  have  created  a better  berry  than  the  strawberry,  but 
doubtless  he  never  did.” 

No  one  yet  has  made  a soluble  coffee  equal  to  Mr. 
Washington’s  wonderful  coffee. 

G.  WASHINGTON’S  COFFEE  WENT  TO  WAR 
HOME  AGAIN  BETTER  THAN  EVER 

On  the  market  since  1909.  At  the  Front  since  1914. 

Never  sold  under  private  label. 

NOTE:  NEW  ADDRESS— 334  FIFTH  AVENUE,  NEW  YORK 


February,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL  18; 


MAKE  YOUR  STORE  THE  STORE 
OF  SATISFIED  CUSTOMERS 

fuNIVERSAL) 

eOF^FHB  ATILLS 

Service  to  a customer,  whether  a regular  or  transient 
is  the  first  step  to  greater  business.  Is  your  service 
active,  or  merely  passive,  to  your  coffee  trade?  Install 
a Universal  Coffee  Mill  and  give  each  customer  the 
grade  preferred — coarse,  fine  or  pulverized. 

We  have  a mill  especially  adapted  for  your  business. 

See  your  jobber  today;  or  write  for  our  new  catalog. 

LAN  CL 


include  every  ' 
known  variety 
of  Biscuits 


S.  A.  SCHONBRUNN  ® CO, 

83  Front  Street,  New  York 

wmporter^  and  ^ ^ 

^ Tioa^fer^  of 

DISTRIBUTORS  OF  COFFEE  OF  QUALITY 
Samples  and  prices  that  will  bear  competition,  furnished 
on  request. 

E.  B.  MOLLER  & CO. 

Importers,  Growers  and  Manufacturers  of 

CHICORY  AND 
COFFEE  SUBSTITUTES 

OF  EVERY  GRADE 

211  FRANKLIN  STREET.  NEW  YORK 


MR.  retail  GROCER: 

A large  amount  of  money  is  being  spent  by  this 
Company  in  forceful  advertisements  to  the  house- 
wife to 

“BUY  COFFEE  FROM 

HER  GROCER  ONLY” 

The  big  effort  is 

Anti-Peddler 

Anti-Premium 

Anti-Mail-Order 

Your  co-operation,  and  it’s  needed,  will  yield  a 
good  profit  and  bring  you  satisfied  coffee  customers. 

Ask  our  representative  or  write  for  particulars. 

THE  WOOLSON  SPICE  COMPANY 
TOLEDO,  OHIO 


EVERYBODY  Likes  SUMORE 


EVERYBODY  Wants  SUMORE 


No.  9011— COUNTER  TYPE 
Height  38  in  Capacity  of  hopper  5 lbs 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 
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PRICES  CURRENT 

Wholesale  and  Retail 

of  February  3,  1919 

Prices  to  Wholesalers 

GREEN  COFFEE 


(250  Bags  or  Over) 


Brazil  Grades. 

Line  or  Grade  Price.  Cup  Selected  Price 

Santos  7 

193^ 

1934 

" 6 

* 

“ 5 

21 

21 

“ 4 

2134 

21%  . 

“ 3 

21% 

22 

“ 2 

22 

2234 

Rio  7 

15 

" 6 

* 

“ 5 

* 

“ 4 

* 

(No  Rio  Cup 

“ 3 

* 

Selections) 

“ 2 

* 

* No  quotations  because  coffees  are  not  in  the  market. 
Green  Coffee,  Mild  Grades — Line  or  Grade  Prices — 


(250  Bags  or  Over) 


Maracaibo — • 

Central  America — 

Truxillos 

. .18%@19 

Costa  Rica- 

Bocono 

..1934 @19% 

Common 

..15  @16 

Tovar 

. .19  34  @19% 

Fair  to  good... . 

..20  @21 

Merida 

. .2034@21 

Prime  to  choice. 

..21%(^22 

do  washed . 

.21  @22 

San  Salvador 

.19%  @20 

do  washed 

. .20%@21 

Nicaragua 

,.19  @203^ 

do  washed 

. .20% @21 

Cucuta — 

Guatemala  Coban 

Ordinary 

.19  @20 

Common 

..15  @16 

Fair  to  good.. . . 

.19  34  @20% 

Fair  to  good 

.20  @21 

Prime  to  choice, 

..20%@21% 

Prime  to  choice.. . . 

■ 21%@22 

do  washed . . 

.20  @22 

do  unwashed. . , 

, . 19  @20 

Laguayra — ■ 

Puerto  Rico — 

Caracas 

.19  @19% 

Unwashed 

. 19  @20 

do  washed.. . 

.20  @22 

Washed 

.20%@22% 

Porto  Cabello. . . 

.18%@19 

Hayti — 

do  washed. . . 

.19%@2134 

Unwashed 

.18%@19 

Washed 

.20  @21 

Colombian — • 

Jamaica — 

Ocana 

Ordinary 

■ 1734@18 

Bucaramanga. . . 

.19%@21% 

G’d  ordinary 

.18  @18% 

do  washed. . . 

20  @22 

Washed 

. 19  @20 

tTolima — 

• 2l%@22% 

East  India— 

fBogotas 

.17  @24 

Padang  Int 

.25%  @29 

fMedelin 

. 17  @24 

Corinche 

.24%  @26% 

fManizales 

. 17  @24 

Kroe 

.25  @26% 

Timor 

.23  @24% 

Private  Estate. . . 

.26  @28 

Mexican — 

Fancies 

.28  @30 

tCordoba 

.21  @.. 

Abyssinian 

.30  @33 

do  washed... 

.22%  @23% 

Mocha — small.. . 

• 31%  @34 

tCoatepec 

.21%@22  . 

Liberian — 

+do  washed. . . 

.23  @24% 

JStraits 

.17  @18 

tOaxaca 

.18%@19 

iSurinam 

.17  @18 

tdo  washed. . . 

.23  @24 

Pamanoekin 

. 19  @20 

t Nominal  because  of  small  arrivals, 
t Common  to  fancy. 


• ' TEAS. 

China  and  Japan — Line  Prices 
(75  or  More  Packages  of  One  Number) 

Foochow—  Formosa— 

Common 28  @...  Fancy 1.00(^1.20 

Fair 29  @... 

Good 29H@.  • 

Superior 30  @ . . 

Fine ....30^®.. 

Formosa — 

Fair 26  @27 

Good 28  @29 

Superior 29  @31 

Fine 36  @37 

Finest 40  @45 

Choice 55  (^60 

Choicest 70  @75 


COUNTRY  GREEN 
Gunpowder — 

Extra 50  @60 

Firsts 47  @48 

Seconds @ 

Imperial — 

Firsts 46  @50 

Seconds 44  @45 

Thirds @ . . . 

Young  Hyson — 

Extra 55  @65 


Young  Hyson — Con.. 

Firsts 44 

Seconds 36 

„ Thirds 34 

Hyson- 

Seconds 32 

Thirds 

PINGSUEY 

Gunpowder — • 

Pinheads 50 

Extra  Firsts 45 

Firsts 39 

Seconds 35 

Thirds 29 


@38 

@35 


@52 


@30 


Imperial — 

Firsts 47 

Seconds 45 

Thirds 41 

Japan- 

Basket  fired 29 

Pan  fired 28 

Congou — 

Common 19 

Good 22 

Superior 25 

Fine  to  finest 35 

Choice  to  choicest50 


Pekoe  Souchong...  .26 

Pekoe 28 

Orange  Pekoe... . .'.32 
Ceylon — 

Pekoe  Souchong.  27 

Pekoe 30 

Orange  Pekoe...  .35 
B.  O.  Pekoe 36 


India  and  Ceylon — ^Lirp;  Prices 


@27 

@29 

@35 


@35 

@45 

@45 


Darjeeling — • 

Fancy  Orange 40 

Java — 

Pekoe  Souchong.  .20 

Pekoe. . , 22 

Orange  Pekoe. . . .24 


@54 

@50 

@42 

@45 


@20 

@24 

@27 

@40 

@75 


@1.00 


@23 


Kwangsi 22 

Batavia,  Ext 24 

do  short  stick ....  23 


P SPICES— First-Hand  Prices 

Black  Peppers—  Cassia— 

Singapore 22  @22 

Acheen  A @ . . 

Acheen  B @ 

Acheen  C @ " 

22H@23 

White  Peppers — 

Singapore 29  >^@30 

Penang @ . . 

Muntok 29H@30 

Heavy — 

Aleppy 25  @25^ 

Telhcherry 25M@26 

Red  Peppers — 

Mombassa 2l}4  @22 

Japan 13M@13M 

Cloves — 

Zanzibar 33  @34 

Amboyna 58K@60 

IPenang @ . . 

Pimento 9 @ 9}4 


Saigon  rolls 46  @47 

China,  rolls 22J^@23 

do  sel,  bk 13J^@14 


@23 

@25 

@24 


Cinnamon — • 

Ceylon 27  @31 

Ginger — 

Japan 12  @12^ 

Cochin— ABC 18  @19 

doD 183^@19 

Lemon 19  @20 

African 13  @13  M 

Jamaica,  g’g 19  @23 

Nutmegs — 

75s  to  80s 34  @35 

105s  to  110s 31  @32 

Mace 43K@53 


CHICORY — First-Hand  Prices.  . 

Domestic,  granulated,  coarse  or  medium,  in  bags 10  @11 

In  barrels in  ^11 

Best  English  in  barrels @ 

Domestic  yellow  roll 8 @ 

COCOA — First-Hand  Prices 

Accra Grenada 16M  @17 


African : 16)^  @17  3^ 

Pahia 163^@17 

Caracas... 17^@18}4 

Guayaquils — 

Arriba 16^  @17 

Machala 1534@16 

Caraques.. 15 3^  @16 

Cuban . . .' @ 

Dominica 16M  @17 


Hayti 14  @143^ 

Jamaica 14%  @1534 

Maracaibo 24  @30 

Para 

Sanchez 16  34  @16  34 

St.  Vincent @ 

Savanilla @ 

Surinam 16%  @17 

Trinidad 1734@17% 

Prices  to  Retailers 
Coffee 
(Bag  Lots- 
Kind  of  Coffee. 


Santos 

* Santos  Peaberry 

Rio 

Maracaibo 22 

* Caracas 

Bucaramanga 23 

Bogotas 23 

* Mexican 

Costa  Riga 24 

Guatemala 23 

Jamaica 20 

Padang 27 

*Mocha. 

^Abyssinian 

Java 

Porto  Rico 25 

*No  quotations  because  coffees  are  unobtamable 
TEAS. 

(Single  Package  Lots.) 

(Single  Package  Lots.)  From 

Formosa 39 

Foochow 37 

Congou !.!.’!!!!!  28 

Japan  P.F 25 

Ceylon 49 

Gunpowder 39 

Young  Hyson 30 


-130  Pounds) 
Green 

Roasted. 

From 

To 

From 

To 

21 

22 

26 

29 

15 

17 

19 

22 

22 

24 

27 

30 

23 

25 

28 

32 

23 

25 

28 

32 

24 

26 

28 

33 

23 

25 

28 

33 

20 

23 

25 

30 

27 

33 

41 

43 

26 

33 

3i% 

40 

25 

27 

28 

28% 

To 

45 

45 

40 

45 

45 

50 

55 

40 

43 
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Lambert  Peanut  Butter  Equipment 

Lambert  Peanut  Butter  Machinery  excels  because  it  is  scientifically, 
yet  simply  constructed.  Because  it  is  complete  in  every  detail. 
Because  it  is  substantial.  The  Lambert  Machine  Company  is  the 
only  concern  that  manufactures  complete  peanut  butter  plants. 

Lambert  peanut  equipment  consists  of  suitable  peanut  roasting 
apparatus,  peanut  blancher,  picking  and  stoning  machinery,  one  or 
more  peanut  butter  mills,  complete  with  automatic  salter,  auxiliary 
machinery  (elevators,  conveyors,  storage  bins,  feed  hoppers)  and 
approved  power  transmission,  such  as  will  render  the  plant  as  nearly 
automatic  as  possible. 

Plans  designed  according  to  requirements.  Specifications  and 
estimates  furnished. 


Peanut  Butter  Mill  No. 


lyambctt  Madiiiic  do.,lIaiShall,lIiCh 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 
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WALTER  D.  STUART 

Coffee  Sales  Manager  for  Geo.  H.  McFadden  & Bro., 
New  York 
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✓ 


THE  RENAISSANCE  OF  TEA  AND  COFFEE 

^ Because  of  the  advent  of  nation-wide  proliibition  in  the  United 
States,  many  people  believe  that  tlie  world’s  most  j)3pular  non-intoxi- 
cating beverages  are  about  to  experience  a new  birth.  ^ This  article 
discusses  the  signs  of  the  times ’as  they  point  to  a revival  of  the  coffee- 
house and  tea-room  idea,  in  the  form  of  coffee  rooms  and  afternoon 
tea  service. 


VWITH  the  coming  of  national  prohibition  of 
the  manufacture  and  consumption  of  in- 
toxicating beverages  in  the  United  States  many 
signs  indicate  a renaissance  for  tea  and  cofifee. 
A large  number  of  hotels  throughout  the  coun- 
try have  not  waited  for  fateful  June  30  next, 
when  they  must  cease  serving  liquors,  etc.,  but 
have  already  begun  to  convert  their  barrooms 
into  cofifee  shops  and  tea  rooms.  In  some  of  the 
larger  cities  philanthropists  and  plain  business 
men  have  taken  over  former  saloons  and  turned 
them  into  public  clubs,  where  tea,  cofifee  and 
other  temperance 
drinks  can  be  had. 

And,  in  addition  to 
these  movements,  new 
cofifee  houses  and  tea 
rooms  are  being  op- 
ened to  cater  to  men 
and  women  when  the 
United  States  goes 
dry. 

Soft  Drixks  or  Tea 
AND  Coffee 
It  is  a mooted  ques- 
tion whether  Ameri- 
cans will  turn  to  the 
so-called  “soft 
drinks”  or  will  adopt 
tea  and  cofifee  as  the 
favorite  beverages  at 
the  dansant,  the  caba- 
ret, the  hotel  banquet 

or  dinner,  or  in  the  more  humble  places  that  are 
expected  to  take  the  place  of  the  passing  saloon. 
There  are  some  who  predict  that  the  craving 
which  some  people  have  for  intoxicating  drinks 
will  be  satisfied  only  by  candy.  And,  of  course, 
cocoa  and  chocolate  are  to  be  considered  as  im- 
portant factors  entered  in  the  lists  for  popular 
favor, 

A.S  for  soft  drinks,  it  would  seem  that  the 
greatest  obstacle  to  their  capturing  the  business 
released  by  the  saloon  is  that,  with  few  excep- 


tions, they  are  not  all-year  drinks.  Their  season 
extends  from  April  to  Octol)er  in  the  largest  part 
of  the  United  States.  However,  even  should  the 
soda  fountain  win  in  the  race  for  popular  favor, 
cofifee  will  reap  some  of  the  benefit,  for  in  the 
past  few  years  cofifee  flavors  in  soda  drinks  have 
earned  an  ever-increasing  following. 

Candy  as  a Substitute  for  Alcohol 
The  big  candy  makers  do  not  expect  a tremen- 
dous increase  in  their  business,  if  the  warning- 
issued  recently  by  the  National  Confectioners’ 

Association  can  be 
taken  as  an  index  of 
the  whole  trade.  This 
association  cites  the 
army  and  navy  train- 
ing camps  in  its  argu- 
ment, saying  in  effect 
that  inquiry  there  did 
not  substantiate  the 
belief  that  when  de- 
prived of  strong  drink 
men  consumed  large 
qualities  of  candy  to 
satisfy  their  cravings. 
In  the  warning  was 
tliis  statement:  “It 

cannot  by  any  state- 
ment of  general  facts 
or  by  any  scientific 
reasons  be  proven 
that  candy  is  a substi- 
tute for  alcohol. ” 

Ibis  brings  us  around  to  Dr.  b'rederick  W. 
Murphy,  chief  chemist  of  the  American  Sugar 
Company,  who  is  an  authority  on  sugar  and  kin- 
dred matters.  Dr.  Murphy  says:  “d'here  are  five 
stimulating  commodities  which  umiue.stionably 
will  be  cho.sen  to  take  the  place  of  alcoholic  bev- 
erages. I refer  to  the  commodities  which  owe 
their  universal  consumption  to  sugar;  i.  c.,  tea, 
coffee,  candy  and  non-alcoholic  drinks.  * * t- 

Statistics  show  that  candy  has  always  replaced 
alcoholic  beverages  in  those  sections  which  ‘have 
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gone  dry,'  and  the  consumption  has  gone  up  in 
leaps  and  bounds.  * * * The  five  commodi- 
ties I have' mentioned  will  be  the  most  popular 
stimulants  when  prohibition  is  in  force.  But  the 
basic  stimulant  will  be  the  sugar  they  contain,  and 
any  product  which  contains  sugar  will  be  popular.” 
These  opposing  opinions  by  authorities  in  the 
candy  and  sugar  business  are  characteristic  of  the 
present  state  of  trade  opinion  among  leading  tea 
and  coffee  men.  The  belief  that  there  will  be  a 
marked  increase  in  consumption  of  tea  and  coffee 
consequent  upon  prohibition  is  not  accepted  by 
all  roasters  and  packers,  though  it  seems  to  be 
unanimous  that  some  slight  increase  can  be  ex- 
pected. The  difference  of  opinion  seems  to  lie 
in  the  degree  of  increase,  and  also  in  the  channel 
through  which  this  larger  consumption  will  come, 
whether  through  new  coffee  houses  and  tea  rooms 
or  through  hotels,  restaurants  and  similar  public 
gathering  places.  And  some  of  these  opposing 
opinions  are  held  by  tea  and  coffee  men  oper- 
ating in  the  same  States  or  cities. 

As  Viewed  by  the  Brewing  Interests 
Brewing  and  distilling  interests  have  not  yet 
given  up  hope  that  the  prohibition  amendment  will 
not  stand  in  its  present  form.  They  say,  how- 
ever, that  if  it  does  come  to  pass  that  intoxi- 
cating drinks  are  barred,  there  may  be  a slight 
increase  in  tea  and  coffee  consumption.  A Cali- 
fornia wine  man  says:  “Of  course,  a little  more 
coffee  would  be  drunk  under  the  spell  of  pro- 
hibition than  at  present,  but  not  enough  to  crys- 
tallize the  dreams  of  the  coffee  dealers.  If  coffee 
ever  did  take  the  place  of  alcoholic  liquors  the 
prohibitionists  would  start  a movement  against 
coffee  !”  Laura  R.  Church,  assistant  to  the  legis- 
lative superintendent  of  the  Anti-Saloon  League 
of  America,  is  of  the  belief  that  more  tea  and 
coffee  will  be  drunk  when  the  saloons  have  been 
permanently  closed. 

Coffee  at  the  Soda  Fountains 
Speaking  for  the  soda-fountain  trade,  N.  M. 
Haynes  has  this  to  say  about  soft  drinks  and 
coffee : “The  increased  sales,  especially  of  coffee, 
at  the  soda  fountain  have  been  very  marked 
during  the  last  few  years,  particularly  in  connec- 
tion with  the  luncheonette.  In  many  places  there 
is  also  an  increase  in  the  tea  sales  in  the  afternoon. 
The  growth  of  tea  and  coffee  sales  in  the  lunch- 
eonette is  more  dependent  upon  the  growth  of 
the  luncheonette  than  it  is  upon  prohibition.  How- 
ever, the  luncheonette  idea  is  continually  spread- 
ing, and  there  is  no  reason  why  tea  and  coffee 
sales  should  not  continue  to  increase/’ 


In  the  Hotel  Business 
Nor  are  all  hotel  men  agreed  that  the  renais- 
sance of  tea  and  coffee  is  at  hand  in  this  coun- 
try. E.  M.  Statler,  of  the  famous  chain  of  Stat- 
ler  hotels  and  president  of  the  new  Pennsylvania 
Hotel,  in  New  York,  believes  there  will  not  be  a 
greatly  increased  consumption  of  tea  and  coffee, 
because  he  does  not  think  that  people  who  fre- 
quent high  class  hotels  will  turn  to  other  bev- 
erages to  supplant  those  which  they  have  formerly 
enjoyed.  There  are  plenty  of  bonifaces  who  dis- 
agree with  Mr.  Statler,  and  they  have  backed  up 
their  beliefs  by  transforming  their  old-time  bars 
into  coffee  rooms  where  both  tea  and  coffee  form 
the  principal  beverages. 

Enter  the  Coffee  Room 

The  transformation  of  the  hotel  bar,  with  all 
its  doubtful  cheer,  into  a utilitarian  coffee  room 
has  been  going  on  quietly  all  around  us  in  more 
recent  years,  particularly  in  the  States  that  have 
already  gone  dry.  And  the  majority  of  proprie- 
tors profess  to  be  glad  that  the  bar  is  no  more. 
They  notice  that  the  general  run  of  their  patron- 
age has  improved  in  consequence. 

The  Hotel  Sherman,  in  Chicago,  was  among  the 
first  to  anticipate  the  dry  wave  by  installing  a 
pretentious  coffee  room,  which  it  calls  the  “Coffee 
Shop,”  This  room  is  said  to  have  served  as  a 
model  for  many  hotel  coffee  shops  throughout  the 
country.  It  is  -most  successful. 

When  Iowa  - went  dry  the  Hotel  Martin,  in 
Sioux  City,  adopted  the  coffee-room  idea,  and 
now  has  a model  place,  which  is  found  to  be  fully 
as  profitable  as  the  old  liquor  bar,  and  a great 
deal  more  desirable. 

Probably  one  of  the  finest  hotel  coffee  rooms 
in  the  country  is  that  of  the  Adolphus  Hotel 
Annex,  Dallas,  Tex.  Properly  speaking,  it  is  a 
lunch  room,  but  it  follows  the  general  lines  of 
all  hotel  coffee  shops.  In  the  accompanying  pic- 
ture of  this  room  coffee  urns  are  seen  to  play  an 
important  part  in  the  general  layout. 

The  coffee  room  of  the  Hotel  Lincoln,  In- 
dianapolis, is  a little  different ; it  is  equipped 
with  both  small  tables  and  the  so-called  “tabloid 
chairs.”  Another  picture  shows  the  coffee  room 
of  the  Hotel  English,  Indianapolis,  which  is  a 
transformation  of  the  old  cafe.  As  seen  in  the 
picture,  the  bar  fittings  have  been  retained  and 
adapted  for  the  coffee  requirements.  The  place 
contains  a complete  coffee-room  equipment  in 
white  enamel,  designed  by  the  Burton  Range 
Company,  of  Cincinnati,  a firm  that  specializes  in 
that  kind  of  furniture. 

Practically  all  the  leading  first-class  New  York 
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hotels  have  either  adopted  the  coffee-room  idea 
or  are  considering  it.  as  they  are  in  Boston, 
Philadelphia  and  other  large  cities.  On  the 
Pacific  Coast  the  Davenport  Hotel,  of  Spokane, 
and  the  Multnomah,  in  Portland,  Ore.,  offer 
pleasing  e.xamples  of  the  new  coffee-room  era. 

Coffee  Houses  and  Tea  Rooms 
.\s  for  the  coffee  house  of  the  17th  and  18th 
centuries,  competent  authorities  agree  that  it  can- 
not return  in  its  old  form.  However,  one  de- 
velopment of  the  old  coffee  house  still  persists  in 
America.  We  refer  to  the  temperance-club  move- 
ment, which  started  in  Scotland  in  1863,  spread 
to  England  and  Australia  immediately  afterward, 
and  reached  the  United  States  about  1880.  On 
Washington  street,  Boston,  Thompson’s  Spa  still 
stands  as  a reminder  of  the  movement  in  that 
city.  It  was  opened  in  1885  by  Charles  R.  Eaton 
as  a ‘’temperance  drinking  saloon,”  featuring  160 
different  kinds  of  non-intoxicating  beverages. 
To-day  it  still  serves  these  drinks  and  also  sup- 
plies sandwiches,  cakes,  etc. 

Similar  places  were  begun  in  New  York,  Phila- 
delphia, Chicago  and  other  centers,  but  they  did 
not  survive.  In  i8g6  the  movement  had  reached 
California,  the  first  institution  being  opened  in 
1898,  in  San  Diego,  by  the  ‘‘Coffee  Club  Associa- 
tion.” To-day  they  are  quite  numerous  along  the 
Pacific  Coast.  These  clubs  were  established  “as 
houses  of  refreshment,  recreation  and  amusement, 
where  no  intoxicating  liquors,  cigars  or  tobacco 
in  any  form  shall  be  sold.” 

The  Centennial  held  in  Philadelphia  in  1876 
served  to  introduce  the  Vienna  cafe  to  America. 
Fleischmann's  Vienna  Cafe  was  a feature  of  our 
first  international  exposition.  Afterwards  it  was 
transferred  to  Broadway,  New  York,  where  for 
many  years  it  continued  to  serve  excellent  coffee 
in  Vienna  style,  next  door  to  Grace  Church.  A 
modification  of  the  European  sidewalk  cafe  is  to 
be  seen  to-day  along  upper  Seventh  avenue.  New 
\ ork,  but  it  is  chiefly  for  the  foreign  elements. 
In  the  lower  part  of  the  city,  as  well  as  in  Cleve- 
land, Detroit,  New  Orleans  and  other  large  cen- 
ters, the  foreign-born  citizens  have  their  own 
little  coffee  shops,  particularly  the  Greeks,  Ar- 
menians and  Turks. 

It  is  being  predicted  that  the  man  who  will 
open  the  first  typical  French  or  Continental  side- 
walk, or  boulevard,  cafe  on  Broadway  or  Fifth 
Avenue,  New  York,  and  give  the  place  all  the 
cosmopolitan  charm  of  the  luiropean  cafes  will 
easily  gather  in  a fortune  for  his  pains. 

About  fifteen  years  back  the  b'nglish  tea-room 
idea  began  to  take  hold  in  the  United  States,  and 
has  grown  steadily  in  popularity  since.  They  are 


now’ numerous  in  our  cities  and  towns,  and  report 
more  or  less  financial  success.  The  roadside  tea 
room  has  also  become  a familiar  sight  in  more 
recent  years — many  department  stores  now  serve 
afternoon  tea.  In  the  hotels,  afternoon-tea 
functions  have  become  leading  features,  and  it 
has  been  noted  by  an  observant  traveler  that  a 
growing  army  of  men  are  to  be  seen  to-day  drop- 
ping into  hotel  tea  rooms  for  refreshments  on 
their  way  home  from  business,  b'rom  this  it  is 
only  a step  to  the  afternoon  tea  in  business  offices 
and  factories — a custom  that  the  binglish  have 
found  to  be  exceedingly  beneficial  in  keeping 
up  the  morale  of  the  workers  when  the  mid- 
afternoon fatigue  begins  to  interfere  with  effi- 
ciency. Afternoon  tea  is  a regular  custom  in  the 
Salada  tea-packing  plant  in  Boston.  General 
Manager  McGuane  says  : “You  don’t  know  how 
much  exhilaration  and  refreshment  one  gets  from 
a cup  of  tea  deliciously  prepared.  If  served 
about  4 o’clock  in  the  afternoon,  when,  according 
to  physicians  and  specialists,  man’s  vitality  is  low 
and  his  energies  fag,  it  has  a wmnderful  vitalizing 
effect.’’ 

Afternoon  and  evening  tea  service  in  the  roof 
gardens  atop  of  the  better-class  apartment 
houses  of  the  large  cities  of  the  country  has  also 
come  into  being  within  recent  years.  An  illustra- 
tion of  this  movement  is  shown  in  the  accompany- 
ing picture  of  tea  service  on  the  roof  of  a high- 
grade  house  in  upper  New  York.  This  tea  garden 
idea  is  said  to  be  spreading  rapidly  in  the  larger 
population  centers. 

New  York’s  Exclusive  Coffee  House 

One  of  New  York’s  newest  clubs  is  known  as 
d he  Coffee  House.  It  is  located  in  West  bYrty- 
fifth  street,  and  has  been  in  existence  since  De- 
cember, 1915,  when  it  was  opened  with  an  in- 
formal dinner,  at  which  the  late  Joseph  II. 
Choate,  one  of  the  original  members,  outlined  the 
purposes  and  policies  of  the  club. 

The  founders  of  The  Coffee  House  were  con- 
vinced— as  the  result  of  the  high  dues  and  con- 
stantly increasing  formality  and  discipline  in  the 
social  clubs  in  New  York — that  there  was  need 
here  for  a moderate-iiriced  eating  and  meeting 
place,  which  should  be  run  in  the  simplest  pos- 
sible way  and  with  the  least  ])ossible  expense. 

At  the  beginning  of  its  career  the  club  framed, 
adopted,  and  has  since  lived  up  to,  a most  in- 
formal constitution  : “No  officers,  no  liveries,  no 

tips,  no  set  speeches,  no  charge  accounts,  no 
RULES.” 

'flic  membership  is  made  up,  for  flic  most 
part,  of  painters,  writers,  sculptors,  architects, 
actors  and  members  of  other  professions.  Mem- 
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bers  are  expected  to  pay  cash,  before  leaving,'  for 
everything  ordered  by  them  while  in  the  club 
rooms.  There  are  no  proposals  of  candidates  for 
membership.  The  clul)  merely  invites  those  men 
to  join  whom  it  believes  to  be  in  sympathy  with 


Provincial  Adaptation  of  the  Parisian  Side- 
walk Cafe  at  the  Cafe  Francais,  at 
Chateaudun,  France 


the  ideals  of  the  founders.  The  Coffee  House  is 
open  every  day,  from  noon  to  midnight,  for 
luncheon,  tea,  dinner  and  supper. 

Tea  and  Coffee  in  Europe 
Before  the  war  the  consumption  of  tea  and 
coffee  showed  a steady  year  to  year  increase  in 
practically  all  European  countries.  Tt  is  not 
expected  -that  there  will  be  any  such  renaissance 
of  tea  and  coffee  in  Europe  as  in  America,  but 
Americans  can  learn  much  from  the  English  and 
the  Continental  peoples  as  how  to  best  cultivate 
the  tea  and  coffee  tastes  of  the  consumer.  Ameri- 
cans going  abroad  in  the  near  future  would  do 
well  to  study  the  manner  in  which  tea  and  coffee 
are  served  in  Europe. 

Although  the  European  coffee  house  of  the 
17th  and  i8th  centuries  has  long  since  disappeared, 
the  essentially  Continental  type  of  cafe  which  suc- 
ceeded it  still  flourishes,  notably  in  France,  Bel- 
gium, Holland,  Italy,  Austria  and  Germany. 
Then  the  tea  rooms  and  tea  gardens  of  England 
are  unique. 

Afternoon  tea  is,  of  course,  an  English  insti- 
tution. I)ut  it  has  already  taken  firm  hold  in  other 
European  countries.  And  who  shall  say  that  it 
isn’t  now  about  to  complete  its  conquest  of  Am- 


March,  1919 

erica?  Afternoon  tea  is  obtainable  everywhere  in 
London.  There  are  sumptuous  lounges  and  in- 
viting winter  gardens  where  it  is  served  in  the 
big  hotels.  It  may  also  be  had  in  the  cafes,  con- 
fectionery shops,  in  all  the  large  outfitting  shops 
and  department  stores,  in  the  tea  rooms  of  the 
cinema  theaters,  at  many  of  the  public  collections, 
and  at  special  shops  of  all  grades,  including  Lyons 
& Co.,  Slater’s  and  the  Aerated  Bread  Company 
(the  famous  A.  B.  C.  stores).  Among  the  many 
more  fashionable  tea  rooms  may  be  mentioned 
Rumpelmayer’s,  Stewart’s  and  Buszard’s.  Tea 
al  fresco  may  be  had  in  the  summertime  in  Hyde 
Park,  Kensington  and  Kew  Gardens,  at  the 
Zoological  Gardens  and  in  Battersea  Park. 

One  of  the  curious  things  about  this  afternoon 
tea  habit  of  our  British  cousins  is  that  it  must 

be  catered  to  no  matter  where  it  overtakes  them 

at  home,  in  the  city,  in  the  factory  or  shop,  in 
the  country  or  while  traveling.  And  so,  in  addi- 
tion to  the  spectacle  presented  by  all  business 
shutting  down  for  at  least  a half  hour  around 
4 o’clock  every  afternoon  for  tea  there  is  an- 
other, where,  in  suburban  communities  along  the 
approaches  to  public  parks,  householders  turn 
their  parlors  or  back  yards  into  tea  rooms,  and 
then  stand  around  outside  very  much  in  the  manner 
of  a Coney  Island  barker  to  lure  the  passerby  to 
innocent  indulgence  in  a cup  of  tea. 

In  London  the  cafes  in  the  city  are  more  strictly 


Photo  by  Burton  Holmes 

Mirror  in  Cafe  Francais  at  Chateaudun 
Broken  by  German  Fire  in  1870,  and 
Preserved  as  a “Lest  We  Forget” 

coffee  houses  than  in  the  West  End.  Among  the 
better  known  city  houses  are  Peele’s,  Groom’s 
coffee  house,  the  Cafe  Nero  and  the  shops  of  the 
London  Cafe  Company  and  Ye  Mecca  Company. 
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Sidewalk  Annex,  Cafe  de  la  Pain,  Paris;  Opera  House  in  Background— Summer  of  1918 
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The  Cafe  Schrangl  in  the  Graden,  Vienna,  the  City  Which  Coffee  Has  Made  Famous 


ELROPEAX  cafes  WIIF:RE  the  coffee  service  is  a SPE(’IALITE 
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In  Paris  there  are  thousands  of  cafes  lining  the 
boulevards  where  one  may  sit  before  the  small 
tables  reading  the  news,  writing  letters,  or  watch- 
ing the  passing  show.  Coffee  in  the  forenoon  in 
France  means  a large  cup  with  rolls  and  butter. 
In  the  afternoon  the  same  order  produces  a 
small  cup  or  glass  of  cafe  noir  or  cafe  nature. 
Cold  coffee  served  in  a glass  and  diluted  with 
water  {un  mazagran)  is  popular  in  the  summer. 

Among  the  most  famous  of  the  Parisian  cafes 
are  the  Cafe  de  la  Paix,  the  Cafe  de  la  Regence, 
founded  in  1718,  and  the  Cafe  Prevost,  noted  for 
chocolate  after  the  theater.  Tea  is  now  strongly 
intrenched  in  Paris,  and  may  be  had  in  approved 
English  fashion  at  Rumpelmayer’s,  Smith  & Son’s 
and  the  Kardomah  tea  rooms. 

Vienna  cafes  are  famed  the  world  over.  It 
used  to  be  said  that  their  equal  could  not  be 
found  for  general  excellence  and  moderate  prices, 
brom  8 130  to  10  00  A.  M.  large  numbers  of  people 
breakfast  in  them  on  a cup  of  coffee  or  tea  with 
roll  and  butter.  In  all  the  cafes  the  visitor  can 
obtain  coffee,  tea,  liquors,  ices,  bottled  beer,  ham, 
eggs,  etc.  The  Cafe  Schrangl  in  the  Graben  may 
be  regarded  as  typical  Viennese.  Then  there  are 
the  Vienna  dairies  with  coffee,  a unique  insti- 
tution. In  the  Prater  (public  park)  there  are 
many  interesting  cafes. 


THE  FUTURE  OF  TEA  AND  COFFEE 

What  Representative  Trade  Leaders  Think 
About  the  Probability  of  Increased  Con- 
sumption When  the  Nation  Goes  Dry 

I N order  to  get  a national  viewpoint  on  the 
future  of  tea  and  coffee  when  the  nation  goes 
dry,  this  paper  asked  the  leading  tea  and  coffee 
men  of  the  country  for  their  individual  opinions. 
The  responses  show  that  by  no  means  is  there  a 
unanimous  belief  that  there  will  be  a marked 
increase  in  consumption  in  these  drinks.  How- 
ever, the  majority  of  trade  leaders  do  think  so, 
and  practically  all  agree  that  the  opportunity 
exists  to  make  tea  and  coffee  much  more  popular 
than  they  are  now  if  the  interests  will  get  behind 
educational  and  advertising  campaigns. 

Carl  W.  Brand,  president  of  the  National  Cof- 
fee Roasters’  Association  and  head  of  the  Widlar 
Company,  Cleveland,  writes : “It  is  our  opinion 

that  the  probable  effect  of  prohibition  on  the  sale 
coffee  in  our  section  will  be  favorable. 
We  think  it  will  be  especially  true  as  regards 
coffee.  * * * XPe  writer  made  quite  an  ex- 

tensive trip  through  the  West  a year  ago,  and  was 
very  much  interested  in  going  into  detail  with 
the_  various  roasters  regarding  the  effect  of  pro- 
hibition in  those  Western  States  which  recently 


went  dry,  or  were  dry  for  some  time.  Practically 
in  every  instance  their  report  was  favorable.” 


J.  F.  Hartley,  president  of  Carter,  Macy  & Co., 
New  York,  writes:  “If  the  tea  people  take  the 

right  step,  I am  convinced  that  the  consumption 
of  tea  in  the  United  States  will  be  doubled  within 
the  first  year  after  prohibition  becomes  effective, 
but  if,  on  the  other  hand,  they  leave  it  to  the 
coffee  people  and  such  concerns  as  coco  cola  and 
grape  juice  to  do  the  work,  these  beverages  will 
receive  the  benefit  of  -the  increased  consumption 
which  ought  to  go  to  tea.” 


J.  Livingston  Davis,  one  of  the  firm  of  Russell 
& Co.,  New  York,  speaks  for  tea,  as  follows: 
‘In  my  opinion  the  demand  for  tea  should  be 
greatly  increased  by  prohibition,  and  I think  the 
tea  men  should  make  every  effort  to  take  full 
advantage  of  this  opportunity.” 


George  S.  Wright  president  of  the  Dwinell- 
Wright  Compmiy,  Boston,  says:  “I  believe  there 
are  great  possibilities  in  coffee  houses  succeeding 
the  saloon  as  a community  center,  or  rest  places, 
or  recreation  centers,  so  much  needed  in  every 
thickly  settled  community,  and  I believe  that  in 
the  near  future  there  will  spring  up  all  over  the 
land  either  the  single  enterprise  of  that  character 
or  the  general  store  idea  under  one  management 
of  hundreds  and  thousands  of  such  centers,  where 
tea,  coffee  and  cocoa,  light  refreshments  and  soft 
drinks  may  be  sold  at  a profit.” 


Charles  Lewis,  president  of  the  James  Heekin 
Company,  Cincinnati,  writes : “We  believe  that 

this  (prohibition)  will  materially  increase  the 
con^sumption  of  coffee.  In  the  writer’s  opinion 
coffee  is  the  most  beneficial  table  beverage  that 
IS  regarded  as  a stimulant  that  the  human  family 
is  heir  to.”  ■ 

Samuels,  of  Joseph  Tetley  & Co.’s  New 
\ ork  office,  is  of  the  opinion  “that  the  use  of  tea 
and  coffee  will  largely  increase,  and  that  this  is  ’ 
the  proper  time  to  do  some  thorough  educational 
work,  especially  in  regard  to  tea.”  ; 

Emmett  W.  Thomas,  manager  of  the  coffee,  ^ 
ffia  and  spice  department  of  C.  W.  Antrim  & Sons  \ 
Richmond,  Va.,  says:  “The  State  of  Virginia  '■ 

has  been  dry  since  November,  1917,  but  it  has  ^ 
been  very  difficult  to  determine  whether  there 
has  been  an  increased  consumption  of  coffee  and  J 
tea  during  this  period.  This  no  doubt  has  been 
occasioned  by  the  many  difficulties  of  the  trade 
during  the  period  of  the  war,  in  which  all  coffee 
roasters  were  licensed  and  could  carry  only  their 
usual  stock  of  coffee,  therefore  coffee  has  not 
been  pushed  with  the  same  vigor  as  in  the  past. 

We  truly  believe  that  there  will  be  an  increased 
consumption  of  both  coffee  and  tea  from  now  on 
in  this  section.”  

Lee  G.  Zinsmeister,  secretary  of  J.  Zinsmeister 
& oons,  Louisville,  Ky.,  writes : “In  this  section 
there  will  be  an  increased  consumption  of  coffee. 

I do  not  believe  that  tea  will  win  much  favor, 
inasmuch  as  Southern  folks  are  not  great  tea 
drinkers.  

The  Dean-Lilly  Coffee  & Spice  Company,  Mem- 
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phis,  Tenn.,  says  : “Our  State  has  been  dry  for 

the  last  few  years.  It  is  our  opinion  that  pro- 
hibition has  increased  the  consumption  of  tea 
and  coffee  very  materially.”. 


J.\MES  -V.  McGtank.  general  manager  of  the 
Salada  Tea  Company,  Boston,  writes : “The 

effect  of  driving  the  army  of  drinkers  into  the 
ranks  of  total  abstainers  will  be  to  compel  them 
to  find  solace  in  some  other  and  harmless  bev- 
erage. I have  an  idea  that  with  the  coming  of 
prohibition  we  shall  become  much  more  of  a na- 
tion of  tea  drinkers  than  ever  before.  The  in- 
crease in  the  consumption  of  tea  is  one  of  the 
first  residfs  of  the  spread  of  prohibition,  and  this 
opinion  is  not  based  on  any  mere  assumption;  but 
on  the  actual  facts  of  the  case.” 


H.  C.  Grote.  president  of  the  Edward  Westen 
Tea  & Spice  Company,  St.  Louis,  says:  “Pro- 

hibition will  have  a favorable  efiFect  on  the  con- 
sumption of  coffee.  To  what  extent  this  will 
apply  have  not  the  slightest  idea,  but  that  it  will 
increase  the  sale  of  tea  and  coffee  to  some  extent 
I fully  believe.  * * * jj-,  absence  of  liquor, 
men  will  turn  to  something  else,  and  the  very- 
best  substitute  I know  of,  one  which  leaves  no 
ill-effects,  is  coffee." 


S.  H.  Holst.ai).  of  S.  H.  Holstad  & Co.,  iMinne- 
apolis,  writes:  “Our  salesmen  have  informed  us 

that  in  a number  of  small  towns  the  former 
saloons  have  put  in  soft  drinks  and  coffee,  and 
they  have  more  than  once  seen  a lot  of  men  go 
into  these  places  and  sit  down  to  a cup  of  coffee, 
where  in  former  days  they  used  to  drink  some- 
thing else.”  

E.  H.  Wetherbee,  of  the  Foley  Bros.  Grocery 
Company,  St.  Paul,  says  he  “believes  that  the 
coffee  saloon  or  coffee  shop  will  be  popular  when 
the  nation  goes  dry.” 


S.'  M.  Newmark,  of  Newmark  Bros.,  Los 
' Angeles,  has  this  to  say:  “Of  course,  it  is  natural 
to  assume  that  the  prohibition  of  alcoholic  liquors 
I will  help  the  sale  of  harmless  stimulants,  such  as 

1 tea  or  coffee,  but  theorizing  cannot  reach  positive 
I cone  usions.  * * * It  is  my  opinion  that  the 

i problem  of  popularizing  tea  and  coffee  as  sul)sti- 
' tutes  for  alcoholic  drinks  is -a  problem  that  must 
if  c^ch  community  in  accordance  with 

the  character  of  that  particular  community.  While 
' the  experience  of  others  may  be  to  a limited  ex- 
; tent  a guiding  influence,  they  should  not  be  de- 
pended upon  too  much,  as  all  local  factors  must 
be  considered  m determining  what  is  best  to  ac- 
complish the  desired  end.” 


CuLKix,  of  the  S.  Hamil  Company, 
Keokuk  la.,  says:  “I  think  that  advertising  tea 
and  coffee  m prohibition  territory,  which,  of 
course,  the  entire  country  will  be  after  July  i 
might  show  some  slight  increase  in  the  business’ 
t)ut  1 question  very  much  if  the  increase  from 
the  prohibition  standpoint  will  be  worth  the 
effort.  

The  McFadden  Coffee  & Spice  Company,  Du- 
buque, la.,  writes:  “We  have  not  noticed  any 

particular  increase  in  the  consumption  of  tea 


and  coffee  on  account  of  prohibition.  Iowa  has 
been  ‘dry'  for  some  time.” 

J.\.MKS  W . Riai.v,  of  the  Reily-Taylor  Company, 
New  Orleans,  says:  “Of  course,  in  the  South 

tliere  are  numerous  States  which  have  prohibition 
laws.  In  these  States  we  have  not  been  able  to 
notice  any  particular  effect  iirohibition  had  on  the 
sale  of  coffee.  'I  here  is  only  the  natural  increase 
of  business  existing  in  these  territories.  How- 
ever, when  national  prohibition  affects  the  State 
of  Louisiana  and  the  city  of  New  Orleans,  we 
expect  to  see  consideralile  increase  in  the  sale  of 
coffee  right  here.”  

E.  R.  Rogers,  president  of  the  Rogers  Conqiany, 
Seattle,  writes:  “After  two  years’  experience 

under  iirohibition  in  this  and  adjoining  States, 
I am  of  the  opinion  that  it  has  not  seriously  in- 
creased tea  and  coffee  drinking  as  one  might  think 
it  would.  Proliably  a little  larger  quantity  per 
capita  of  tea  is  being  used  than  formerly,  but 
this  could  be  partly  accounted  for  by  the  in- 
creased cost  of  coffee.” 


S.  F.  Guogeniieimer.  of  the  Aragon  Coffee 
Company,  Richmond,  Va.,  writes:  “I  do  not 

expect  to  see  any  improvement  in  the  coffee  or 
tea  business  on  account  of  prohibition  ; in  fact, 
it  would  seem  to  me  a ridiculous  proposition  to 
think  for  a moment  that  coffee  and  tea  would  be 
accepted  by  the  general  pulilic  as  a substitute  for 
whiskey,  beer  or  other  liquors,  in  that  coffee — or 
tea,  either— as  a stimulant  would  prove  a poor 
substitute.” 


WHAT  OF  THE  FUTURE  OF  TEA? 

Some  Suggestions  on  How  the  Trade  Can 
Take  Advantage  of  the  Coming  “Dry” 

Era  to  Increase  Consumption 

By  George  F.  Mitchell 

Supervising  Tea  Examiner  of  the  United  States 
^JATIONAL  prohibition  is  an  assured  fact,  and 
consequently  more  than  2,oco,ooo,ooo  gallons 
of  alcoholic  beverages  will  be  eliminated  from 
consumption  annually  in  the  United  States.  This 
suggests  the  queries  : What  of  the  future  of  tea 

in  the  United  States?  What  place  shall  it  hold  as 
a Ijeverage  with  our  people?  Is  it  to  fill  a sec- 
ondary place  in  the  esteem  of  our  great  and 
varied  poiiulation,  or  shall  we  see  it  attain  that 
favor  which  its  virtues  as  a beverage  entitle  it? 

The  answer  to  these  questions  lies  with  Mr. 
.American  Tea  Merchant.  With  him  lies  the  task 
of  impressing  upon  our  people  the  value  of  tea 
as  a refreshing  daily  beverage  and  as  a stimu- 
lant. Do  this  and  the  near  future  will  witness  an 
expansion  of  the  tea  trade  undreamed  of  but  a 
few  years  ago.  It  is  only  by  neglecting  this  great 
opi)ortnnity  that  now  presents  itself  that  such 
expansion  will  fail  to  materialize.  Seize  the  op- 
portunity and  the  per  capita  consumption  in  the 
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United  States  will  be  immeasurably  increased, 
but  if  neglected  now,  none  can  say  when  the  op- 
portunity will  again  present  itself. 

Stimulants  are  divided  into  two  classes,  alco- 
holic and  non-alcoholic,  but  with  the  advent  of 
national  prohibition  the  first  named  will  disap- 
pear from  use  in  the  United  States,  and  it  is  only 
natural  that,  the  latter  will  become  more  popular 
and  more  extensively  used.  The  most  important 
of  the  non-alcoholic  stimulants  are  tea,  coffee 
and  yerba  mate,  all  of  which  owe  their  stimulat- 
ing effect  to  the  alkaloid  caffeine  they  contain. 
While  it  is  true  that  all  three  of  these  beverages 
will  become  more  commonly  used  by  Americans, 
there  is  no  question  but  that  tea  is  the  best 
adapted  to  play  the  leading  part,  especially  if  it 
gets  an  equal  chance  in  being  brought  before  the 
public. 

If  there  ever  was  an  opportunity  for  tea  the 
present  is  the  one.  Therefore,  it  behooves  every 
branch  of  the  tea  business,  from  grower  to  re- 
tailer, to  get  together  in  one  gigantic  “push”  to 
put  tea  “over  the  top.” 

_ While  considerable  money  has  been  spent  from 
time  to  _ time  in  advertising  tea  in  the  United 
States,  it  has  always  been  used  to  advertise  a 
certain  kind  or  brand  of  tea;  in  other  words, 
kinds  and  brands  of  tea  have  been  keeping  up  a 
civil  war  among  themselves  for  supremacy,  which 
did  not  increase  the  total  consumption  of  tea  but 
only  increased  one  kind  or  brand  at  the  expense 
of  others.  What  the  tea  people  should  do  is  get 
together,  each  for  all  and  all  for  tea.  There  is 
no  better  country  in  the  world  for  the  co-opera- 
tive advertising  of  tea  than  America,  because 
in  no  other  country  are  so  many  kinds  and  quali- 
ties of  tea  used ; therefore,  all  tea  interests  would 
profit  by  co-operative  advertising.  This  would 
be  especially  true  if  the  tea  interests  could  agree 
among  themselves  not  to  push  a particular  kind  or 
brand  of  tea  during  a certain  period  of  general 
advertising. 

Several  times  the  writer  has  suggested  to  mem- 
bers of  the  tea  trade  that  they  spend  a certain 
amount  of  money  in  trying  to  increase  the  con- 
sumption of  tea  in  the  United  States.  The  reply 
that  has  always  come  from  them  is  that  the  tea 
business  in  America  is  too  small  to  warrant  any- 
thing of  the  kind.  However,  at  the  same  time 
large  sums  of  money  are  being  spent  in  the 
United  States  by  Tea  Cess  committees.  Tea  Guilds 
and  tea  companies  in  carrying  on  this  war  for 
supremacy  among  themselves,  but  with  no  ap- 
preciable increase  in  consumption. 

A National  Tea  Advertising  Association 

It  is  the  writer’s  opinion  that  a national  tea 
advertising  association  should  be  formed,  in- 
cluding all  the  tea  interests,  even  tea  associations 
and  tea  cess  associations  of  outside  countries,  and 
that  the  whole  matter  should  be  placed  in  the 
hands  of  an  association  manager.  The  advertis- 
ing should  consist  of  space  in  magazines,  news- 
papers, etc.,  but  especially  practical  advertising, 
such  as  serving  tea  during  the  intermissions  at 
the  theaters : the  taking  over  of  a number  of 
abandoned  saloons  in  cities ; encouraging  the  use 
of  high-grade  teas  and  teaching  the  proper  way 
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of  brewing  teas  in  hotels,  clubs  and  homes,  and, 
particularly,  the  establishing  of  tea  shops  in  pack- 
ing plants,  factories  and  other  industrial  insti- 
tutions. 

Work  should  be  done  also  along  the  line  of 
demonstrating  the  number  of  ways  in  which  tea 
can  be  used  in  drinks  and  other  food  products, 
and  its  refreshing  and  stimulating  qualities  util- 
ized. hor  instance,  the  writer  has  had  the  ex- 
perience of  eating  tea  ices  and  tea  ice  cream, 
which  besides  giving  the  ordinary  pleasure  of  this 
class  of  food  also  combined  the  stimulating  and  | 
refreshing  effect  of  tea._  In  the  soft  drink  shops 
why  should  we  not  see  signs  advertising  dew  drop 
tea  frappe,  cha-no-you  ice  cream,  tea  phosphates 
and  the  like? 

Millions  are  spent  in  the  United  States  for  soft 
drinks,  the  niost  popular  of  which  are  those  that 
give  stimulation  because  of  the  caffeine  they  con- 
tain. Why  resort  to  these  artificial  beverages 
when  nature,  unaided  by  scientific  research,  has 
provided  this  same  stimulant,  and  in  a harmless 
way,  in  tea,  coffee  and  yerba  mate?  The  answer 
is  to  popularize  these  natural  drinks,  especially  tea, 
which  is  more  suited  for  the  purpose,  by  using 
only  good  grades  and  to  brew  them  in  such  a 
manner  that  their  wonderful  aroma  and  stimu- 
lating qualities  will  be  preserved  and  can  be  ap- 
preciated. 

Tea  is  a Natural  Drink 

Tea  is  a natural  drink,  because  caffeine,  its 
active  principle,  is  localized  in  the  epidermis  of  the 
leaf  and  becomes  immediately  soluble  in  hot 
water,  and  if  brewed  in  the  proper  way  and  not  : 
longer  than  three  minutes  the  flavor  and  stimulant  ' 
can  be  entirely  separated  from  the  undesirable 
tannin  ingredient  of  the  leaf.  Besides  being  a ' 
natural  drink,  - due  to  its  chemical  composition, 
tea  also  is  the  cheapest  drink,  and  for  this  reason  ” 
we  need  use  only  the  best  quality.  One  pound  of  ' 

tea  will  make  233  cups  at  a cost  of  less  than  two-  ' 

fifths  of  a cent  per  cup,  even  if  the  tea  costs  as 
much  as  $1  per  pound.  However,  it  is  not  neces- 
sary_  to  pay  that  much  to  secure  a tea  of  good  .j 
quality.  Teas  of  the  first  quality,  properly  brewed  ;| 
and  served,  should  be  purchased  for  a fraction  of  ■] 
a part  of  what  it  costs  for  most  soft  drinks,  which 
are  not  nearly  so  pleasing  and  do  not  contain  the  | 

same  stimulating  quality,  and  on  which  millions  ^ 

are  spent  in  the  United  States  every  year.  Unlike  Si 

both  coffee  and  yerba  mate,  there  are  so  many  1 

kinds  of  tea  with  absolutely  different  flavors  that  ! 
the  possibilities  of  tea  as  a beverage  are  many 
times  increased  over  the  other  two  articles. 

That  coffee  has  become  more  popular  in  the 
United  States  than  tea  is  no  doubt  due  to  the  fact 
that  more  interest  has  been  taken  in  the  brewing 
of  the  same.  This  is  quite  evident  when  we  think 
of  the  great  number  of  patented  percolators,  etc., 
on  the  market.  It  can  be  truly  said  that  most  teas 
are  spoiled  in  the  brewing,  and  this  condition  3 
should  be  corrected  by  a regular  campaign  of  * 
education.  The  coffee  interests  in  the  United 
States  are  about  to  spend  $1,000,000  during  a term 
of  four  years  in  advertising  coffee.  Faced  with 
this  campaign  the  tea  interests,  unless  they  are 
willing  to  spend  a certain  amount  in  advertising 
and  pointing  out  the  possibilities  of  tea  as  a bev- 
erage, will  not  be  able  to  hold  even  their  present  ^ 
status  against  coffee. 
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The  writer’s  plan  for  the  tea  interest  to  take 
over  old  saloons  in  the  large  cities  is  Iw  no  means 
a new  one.  as  the  Indian  Tea  Cess  Committee 
have  established  thousands  of  tea  shops  in  India, 
and  through  their  operation,  under  the  direction 
of  the  secretary  of  the  committee,  have  increased 
the  consumption  of  tea  among  the  natives  of  India 
to  a wonderful  extent.  The  idea  is  to  make  these 
places  pay  for  their  up-keep  by  serving  other 
articles  of  food  and  drink,  hut  always  to  serve  the 
very  best  tea  and  to  see  that  it  is  properly  brewed, 
whether  served  iced  or  hot,  and  also  to  make  a 
specialty  of  drinks  and  ices  in  which  tea  is  the 
main  ingredient. 

The  American  saloon,  to  a great  extent,  took 
the  place  of  the  old  coffee  houses,  in  that  it  served 
as  a place  of  rendezvous.  As  a large  tea  im- 
porter recently  remarked,  ‘AVhy  should  men  not 
continue  to  use  these  places  and  meet  over  ‘the 
cups  that  cheer  but  do  not  inebriate,’  as  they  now 
meet  over  their  beer  and  highballs  ?” 

The  business  man.  tired  from  mental  strain,  the 
laborer  exhausted  from  physical  toil,  must  have 
some  place  where  he  can  go  and  get  some  re- 
freshing drink  that  will  put  his  potential  energy 
into,  operation  and  relieve  his  fatigue.  By  virtue 
of  the  caffeine  that  it  contains  tea  does  this  with- 
out the  harmful  effects  that  often  follow  the  use 
of  alcoholic  drinks. 

The  “No  Beer,  No  Work’’  buttons  would  soon 
disappear  if  the  tired  workman  could  only  realize 
that  tea  assuages  the  tired  feeling  much  more  than 
alcoholic  drinks  does  and  in  a more  pleasant  way. 

We  are  all  creatures  of  habit  as  to  what  we  use 
to  obtain  certain  results.  In  America  the  working- 
man requires  for  his  “bracer’’  beer  or  some  other 
alcoholic  drink.  In  China  or  Japan  the  working- 
man gets  the  same  “bracer”  by  drinking  tea. 
When  traveling  in  the  interior  of  China  in  sedan 
chairs  I noticed,  with  a great  deal  of  interest, 
that  the  Chinese  chair  coolies  when  tired  and  ex- 
I hausted  would  stop  at  a tea  house  and  have  their 
I “cha,”  and  they  would  immediately  become  re- 
freshed and  stimulated  as  if  made  over  in  some 
^ mysterious  way,  and  would  l)e  good  for  many 
■ miles  before  making  another  stop.  This  renewed 

I vitality  that  the  drinking  of  tea  gave  them  was 

caused  by  the  tea  alone,  because  no  food  was 
taken,  not  even  cream  or  sugar  in  their  tea. 

‘ .-\merican  men  must  discard  the  idea  that  tea 
; is  essentially  a drink  for  the  weaker  sex.  In  the 
Far  East,  where  the  climate  is  ener\ating,  tea  is 
the  universal  drink  ; even  the  American  men  living 
! there  soon  learn  to  recognize  the  vitalizing  qual- 
, ity  of  tea  when  fatigued  and  exhausted. 

In  conclusion,  the  writer  begs  to  urge  that  if 
I the  tea  trade  will  make  the  best  of  oi)portunity 
now  open  to  it,  the  millions  of  Americans  at  home 
' can  be  brought  to  a full  realization  of  the  value 
of  tea  as  a daily  beverage. 


ARMY  IS  REDUCING  COFFEE  STOCKS 
[j  Army  officials  have  been  reducing  the  reserve 
stocks  of  coffee  and  other  commissary  supplies 
; in  I‘ ranee.  Recently  large  sales  were  made  to 
the  French  and  Belgian  governments,  and  in 
addition  the  quantity  being  sent  from  this  coun- 
j try  has  been  reduced.  It  is  exjiected  overseas 
I;  stocks  will  be  cut  to  forty-five  days’  supply. 


NO  INCREASE  FOR  COFFEE 

Two  Reasons  Why  the  Elimination  of  Alcoholic 
Drinks  Will  Not  Greatly  Benefit 
Coffee  Consumption 


Bv  John  IC  King 

Detroit 

' I *1 1 b2  consumption  of  coffee  is  not  going  to  be 

* increased  to  any  great  e.xtent  on  account  of 
the  elimination  of  alcoholic  beverages,  for  two 
reasons : First,  the  physiological  effects  are  so 

different  that  the  absence  of  alcohol  to  the  human 
system  that  is  accustomed  to  any  given  (piantity 
is  not  counterbalanced  by  substituting  coffee. 
Second,  the  greatest  consumption  of  alcoholic 
beverages  should  l)e  considered  largely  as  a social 
custom  for  the  promotion  of  greater  sociability, 
ami  for  tins  purpose,  regardless  of  the  real  or 
imaginary  efficacy,  coffee,  having  no  strong  and 
immediate  stimulating  effects,  will  never  take 
the  place  of  alcoholic  beverages. 

b'or  ten  months  Detroit  has  been  the  largest 
bone-dry  city  in  the  world.  People  who  formerly 
drank  a few  cold  pints  or  two  or  three  cocktails 
a day  are  not  drinking  three  or  four  extra  cups 
of  coffee  with  their  meals  or  at  any  other  time. 
In  the  downtown  district  I have  not  as  yet  found 
one  man  more  than  usual  going  into  the  first-class 
restaurant  or  self-serve  cafeteria  for  a cup  of 
coffee — in  the  same  central  district,  where  the 
bar-tenders  only  a short  time  ago  were  serving 
thousands  of  alcoholic  drinks  a minute  during  the 
noon  hours. 

In  the  clubs  men  are  not  having  a cup  of 
coffee  while  they  play  billiards  or  cards,  as  they 
formerly  ordered  a bottle  of  beer  or  a cocktail, 
and  Mr.  Mechanic  on  his  way  home  from  work 
does  not  stop  at  a restaurant  for  a cup  of  coffee 
as  he  formerly  did  for  a glass  of  beer  in  the 
saloon. 

Some  large  investments  were  made  by  cafe  men 
of  experience  in  the  effort  to  put  over  attractive 
dry  cafes,  but  they  have  already  been  financial 
failures,  and  tbe  dry  bars  in  the  hotels  are  as 
nopular  as  Coney  Island  in  b'ebruary.  The  cof- 
fee man  who  thinks  he  knows  more  about  cater- 
ing to  the  i)ublic  than  the  cafe  or  hotel  men  is 
likely  to  pay  dearly  for  his  exiierience.  Grant  you, 
the  old  London  coffee  houses  were  popular  when 
coffee  was  a luxurious  novelty  from  foreign  lands 
in  the  sailing  shij)  days,  with  its  popularity  fanned 
by  uni  list  repression,  but  coffee  has  now  found 
its  rightfully  jileasing  and  beneficial  use  as  a hot 
(Irink  to  be  consumed  with  or  after  a meal,  in 
which  manner  its  consumption  will  continuously 
increase  as  it  has  in  the  jiast,  but  only  very 
slightly  augmented  by  the  elimination  of  alco- 
holic beverages. 

There  will  be  an  increased  consumption  of  non- 
alcoholic beverages,  but,  considered  in  volume, 
the  substitution  will  be  very  small  and  divided 
among  too  many  different  drinks  to  enumerate.  I 
will  not  make  the  attempt  to  place  in  sec|uence 
the  drinks  that  will  experience  the  greatest  in- 
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creased  consumption  on  account  of  the  elimina- 
tion of  alcoholic  .beverages,  but  I may,  however, 
in  my  present  company  safely  mention  coffee 
first;  then  tea,  followed  by  grape  juice,  ginger  ale, 
sarsaparilla,  compound  mixtures  by  the  hundred, 
ice  cream  soda,  milk,  near  beers  and  more  pure 
drinking  water  than  anything  else.  Then,  in  a 
quantity  hard  to  be  _ estimated,  there  will  be  the 
home-brewed  and  blind-pig  stills  producting  alco- 
holic concoctions. 

What  is  taking  the  place  of  alcoholic  drinks? 
Well,  mostly  other  things,  not  drinks  of  any  kind. 
The  main  substitutes  are  social  substitutes — more 
dancing,  cards,  billiards,  pool,  bowling,  golf, 
swimming,  boating,  autoing,  riding,  movies,  etc. 
Those  who  formerly  consumed  the  greatest 
amount  of  alcoholic  beverages  now  have  more 
money,  more  time  and  an  inclination  for  other 
pastimes,  rather  than  for  drink  substitutes. 


FOR  TEA  PROPAGANDA 


The  Trade  Should  Back  an  Educational 
Campaign  to  Eoster  the  Use  of  More 
and  Better  Tea 


By  W.  George  Powers 

New  York 

*^HE  tea  trade  of  the  United  States  should  have 
realized  long  ago  that  it  has  a tremendous 
opportunity  in  this  country  to  create  with,  the 
American  public  a favorable  state  of  mind  toward 
good  quality  tea.  That  we  have  not  taken  ad- 
vantage of  this  is  more  to  our  discredit  than 
otherwise ; for  good  tea  honestly  and  rightfully 
deserves  such  a place  in  the  public  mind.  Further 
than  this,  the  fact  that  national  prohobition  will 
shortly  be  in  effect  is  simply  another  voice  tell- 
ing us  that  we  of  the  tea  trade  of  the  country 
have  been  asleep. 

The  very  best  business  minds  and  heads  of 
large  institutions  throughout  the  United  States 
are  just  now  thinking  hard  on  the  subject  as  to 
what  a great  many  of  their  employees  will  turn 
to_  as  a stimulant  or  beverage  when  all  liquors, 
wines  and  beers  are  prohibited.  The  total  ab- 
stainer naturally  will  not  miss  what  he  has  never 
had,  but  what  about  the  men  who  have  been  ac- 
customed for  years  to  a glass  of  beer  with  their 
lunch  or  a drink  on  their  way  home  from  work? 
Extremists  will  probably  say  that  these  men  can 
get  along  without  that  sort  of  thing,  but  far  see- 
ing business  men,  who  want  the  best  results  from 
those  they  employ,  are  looking  further  than  this 
narrow-minded  viewpoint,  and  will  doubtless  be 
interested  in  supplying  their  men  with  something 
to  take  the  place  of  liquor  as  a bracer. 

Heads  of  business  houses  in  older  countries, 
such  as  England,  Russia  and  in  the  Far  East, 
learned  this  lesson  long  ago,  and  to-day,  in  their 
offices  and  places  of  business,  tea  is  served  during 
the  afternoon,  not  as  a fad,  hut  as  a necessary 
part  of  the  business-day  routine.  However,  in 
those  countries,  happily,  a favorable  state  of  mind 
generally  toward  good  tea  has  been  created,  and 


men,  as  well  as  women,  drink  it  as  a pleasant, 
wholesome  beverage  and  harmless  stimulant,  and 
not  in  an  indifferent  way. 

Therefore,  what  we  must  have  in  the  United 
States  is  an  educational  propaganda,  backed  by 
carefully  proven  statements  by  reliable  chemists, 
who,  after  thorough  tests,  will  be  able  to  tell  us 
just  what  properties  are  contained  in  the  liquor 
of  a properly  brewed  cup  of  good  quality  tea. 
This  propaganda  must  be  handled  wisely  and  in 
such  a way  as  to  bring  forcibly  to  the  attention  of 
the  employer  the  fact  that  tea  (properly  made)  is 
a bracer,  leaving  no  ill  effects  on  the  system,  and 
that  it  can  be  served  in  offices  with  practically  no 
loss  of  time  to  the  business  or  inconvenience  to 
the  staff.  The  housewife  must  be  shown  the 
tasty  and  attractive  side  of  tea  serving,  and  also 
be  shown  just  how  to  make  tea  properly,  so  that 
the  effect  may  be  pleasing  to  her  guests. 

Speaking  of  propaganda  and  what  it  will  do 
for  almost  any  article  in  the  way  of  increasing 
consumption,  we  can  take  a lesson  from  the  Cali- 
fornia Fruit  Growers’  Exchange,  as  well  as  the 
Rasin  Growers’  Association.  With  the  permis- 
sion of  the  California  Fruit  Growers’  Exchange,  I 
give  the  following  figures  as  an  illustration : . 
During  their  last  ten  years’  advertising  campaign 
the  consumption  of  California  oranges  increased 
from  ten  million  boxes  per  year  to  eighteen 
million  boxes  per  year,  and  during  four  years  the 
consumption  of  California  lemons  increased  from 
2,240,000  boxes  per  year  to  3,262,000.  To  the  or- 
dinary layman  a few  years  ago  oranges  were 
oranges,  but  to-day  the  housewife  in  every  State 
of  the  Union  who  asks  for  “Sunkist”  oranges  ’ 
knows  what  she  wants.  Through  one  of  the  i 
cleverest  advertising  mediums,  housewives  were  e 
shown  beautifully  attractive  and  appetizing 
pictures  of  oranges,  not  only  in  magazines,  but  , 
in  street  cars,  etc.,  and  it  was  carefully  demon-  ^ 
strated  as  to  how  they  could  be  used  in  snappy,  • 
delicious  salads,  and  all  that  sort  of  thing,  and 
women  paid  attention,  as  is  shown  by  the  tre-  ; 
mendous  increase  in  orange  consumption.  This  ! 
surely  shows  us  what  propaganda  can  do ; there- 
fore, why  not  use  it  on  tea?  j 

The  coffee  interests  of  the  country  are  wide- 
awake  to  the  present  opportunity ; in  fact,  they  ] 
have  been  for  some  time,  and  the  National  Coffee  | 
Roasters’  Association,  in  co-operation  with  the  ? 
green  coffee  men  of  the  States,  together  with  | 
those  interested  in  Brazil,  have  set  aside  large  .j 
sums  of  money  to  put  these  facts  before  the 
public. 

Tea,  as  a subject-matter  for  propaganda,  is  ab- 
solutely unique,  for  there  is  probably  nothing  in- 
the  world  in  the  way  of  tree  or  plant  about  which 
there  is  so  much  age-old  mystery,  romance  and 
legend.  Tea,  with  its  romance,  dates  back  to 
where  the  pages  of  history  are  almost  dim,  and 
has  been  prominent  in  court  ceremonials  in  Far 
Eastern  countries  for  centuries. 

,With  all  of  this  in  mind,  those  of  us  who  are 
interested  in  the  present  and  future  of  tea  should 
quickly  take  advantage  of  the  almost  limitless 
opportunities  we  have  immediately  before  us. 

Stop  to  think  of  what  it  will  mean  to  the  volume 
of  the  tea  business  in  the  United  States  when  we 
will  have  been  able  to  create  a favorable  state  of 
mind  toward  good  tea  with  our  population  of  over 
100,000,000  people  ! 
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COFFEE  TO  COME  INTO  ITS  OWN 


If  Merchants  Will  Take  Advantage  of  Oppor- 
tunities That  Will  Be  Offered  Increased 
Consumption  May  Be  Expected 

By  T homas  J.  Webb 

Chicago 

*^HERE  is  no  gainsaying  the  fact  that  the  coffee 
business  will  come  into  its  own,  and,  I believe, 
just  to  the  extent  that  the  coffee  merchant  is  alive 
to  the  opportunities  that  are  being  presented.  It 
is,  of  course,  difficult  to  outline  any  definite  plan 
which  would  bring  about  this  greater  consump- 
tion, but  it  must  logically  follow  if  the  saloon  as 
a dispensary  of  alcoholic  liquors  is  legislated  out 
there  will  be  no  alternative. 

The  amount  that  tea  and  coffee  are  to  be  fea- 
tured is.  of  course,  problematical.  We  have  not, 
as  yet,  realized  the  possibilities  of  the  situation, 
but  it  has  become  evident  in  this  market,  where  we 
have  had  a taste  of  prohibition  on  Sundays,  that 
a great  many  guests  have  turned  to  coffee  as  a 
substitute  for  alcoholic  beverages.  Within  a short 
distance  from  our  place  of  business,  there  are  a 
number  of  coffee  houses  where  they  serve  Turkish 
coffee,  and  to  the  casual  observer  it  would  indicate 
that  about  all  the  average  human  wants  is  a place 
to  recreate,  and  it  does  not  necessarily  mean  that 
he  must  get  into  a state  of  inebriation  in  order  to 
accomplish  his  purpose.  I am  not  voicing  this  as 
in  favor  of  prohibition,  but  more  as  being  for 
coffee  as  a beverage. 

.\fter  six  months’  prohibition  we  will  probably 
more  clearly  see  results  that  we  cannot  possibly 
outline  now,  but  this  one  big  factor  must  be  ap- 
parent in  all  our  activities,  that  the  coffee  industry 
will  profit  and  prosper  as  a result  of  prohibition 
just  to  the  extent  that  we  are  alive  to  the  op- 
portunities. 


I GERMANY  HAS  A COFFEE  MYSTERY 
j [special  correspondence] 

1 Basle,  Switzerland,  Jan.  23,  1919. — The  Ger- 
■ man  revolution  has  revealed  many  remarkable 
things.  The  other  day  the  new  government 
found  in  Tetschen,  Bohemia,  forty  railroad  cars 
I , filled  with  genuine  coffee  beans.  The  “Volks- 
stimme,”  of  Chemnitz,  says.  “Is  it  not  funny  to 
see  that  you  could  not  buy  any  coffee  for  love 
or  money  in  Saxony,  the  classical  home  of  coffee 
drinkers,  while  you  could  buy  all  you  wanted  in 
the  classical  land  of  Pilsner  beer — provided  you 
paid  the  price!  How  in  the  name  of  common 
sense  did  those  forty  railroad  cars,  filled  with 
coffee  beans,  get  just  across  the  border  without 
losing  any  aroma?  Is  it  possible  that  our  control 
of  river  traffic  is  rather  weak  in  .spots?  Or  do 
our  Bohemian  neighbors  mean  to  tell  us  the  forty 
carloads  of  coffee  are  a remnant  of  the  stores  that 
the  Turks  left  behind  in  1683?”  G.  S. 


BRAZIL  ROASTERS  FACE  CRISIS 


Unless  Food  Controller  Permits  Higher  Prices 
Coffee  Roasters  Must  Go  Out 
of  Business 


[from  a staff  correspondent] 

Rio  de  Janeiro,  Jan.  2,  1919. 

T N Brazil,  the  greatest  coffee-producing  and 
probably  the  greatest  coffee-consuming  country 
in  the  world,  3,000,000  hags  purchased  with  con- 
sumers’ money  are  being  held  up  by  the  Sao 
Paulo  Government,  and  in  consequence  roast  cof- 
fee is  selling  in  this  city  at  a loss  at  i$70O  per 
kilo.  Either  the  maximum  price  fixed  by  the 
Food  Controller  must  be  raised  or  roasters  go 
out  of  business. 

'Some  years  ago  a cup  of  coffee  cost  i vintem, 
or  20  reis.  Now  it  costs  100  reis,  and  at  the  rate 
the  price  of  green  coffee  is  rising  promises  to  go 
to  150  reis  or  even  higher,  and  so  justify  the  issue 
of  the  new  diminutive  nickel  20  reis  coin. 

According  to  the  owner  of  a large  roasting 
concern  here — O.  Aloinho  de  Oouro — an  arroba 
(15  kilos)  of  No.  7 coffee,  that  a year  ago  cost 
6$400  now  costs  i6$20O,  and  seems  to  be  well 
on  the  way  to  20$.  Coffee  loses  20  per  cent  on 
roasting,  and  what  with  labor  and  packing  ma- 
terials, and  tax  of  60  reis,  the  bare  cost  of  a kilo 
of  roast  ground  coffee  is  i$727  to  i$757  per  kilo, 
which  the  Food  Controller  obliges  roasters  to  sell 
at  i$70O. 

In  the  city  of  Sao  Paulo,  where  the  Food  Con- 
troller seems  impotent,  roast  coffee  is  selling  at 
2$20O  to  2$40O  per  kilo,  as  it  will  be  at  Rio  before 
long,  unless  the  Federal  Government  intervene  hy 
requisitioning  some  of  the  3,000,000  bags  bought 
by  the  Sao  Paulo  Government  at  6$ooo  per  10 
kilos  a year  ago.  Fazenda. 


EXPORTERS  WANT  LOW-GRADE  TEA 
[from  a staff  correspondent] 
Washington,  D.  C.,  b'ch.  25,  1919. — .American 
tea  exporters  are  understood  to  he  dissatisfied 
with  the  f?lct  that  they  are  not  permitted  to  re- 
pack and  export  tea  of  a grade  low  enough  to 
meet  English  competition  in  South  American 
countries.  The  P)ritish  exporters  have  built  up 
quite  a trade  in  these  low-grade  growths. 

Trade  rumors  have  reached  Washington  that 
these  exporters  are  going  to  see  if  our  Govern- 
ment officials  will  allow  the  importation  of  a lower 
grade  of  tea  than  would  be  alloweil  for  use  in 
the  United  Sfates,  for  the  special  ])urpose  of  ex- 
portation. No  announcement  has  been  made  here 
l)y  the  Treasury  Department  on  this  matter. 
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This  Battery  of  Percolating  Urns  Makes  600  Gallons  of  Coffee  at  One  Brew 

water,  which  is  l)rought  to  the  boiling  point  l)y  the  gas  lieaters  shown  IreloWjis  sprinkled  on  the  cof¥ee 
by  the  spray  attachment  as  seen  in  the  picture. 


Teiese  Automatic  Gas  Heaters  Boil  the  Water  for  Use  in  the  Coffee  Urns 

Kach  coffee  percolator  has  its  own  heater,  and  is  connected  direct  by  piping,  covered  with  asbestos,  to 
retain  the  heat  of  the  water  as  near  as  jiossible  to  the  boiling  point. 

COFFEE  M.4KING  IN  THE  RED  CROSS  CHELSE.4  CANTEEN,  NEW  YORK 


THE  WORLD’S  LARGEST  COFFEE  BREWERY 

^ At  the  Hielsea  Can  teen  in  New  York  City,  the  American  Red  (h-oss 
has  installed  six  large  urns  in  which  (iOO  gallons  of  percolated  coffee 
can  he  made  at  one  brewing.  This  is  said  to  he  the  largest  ])lant  of  its 
kind  in  use,  and  has  been  built  to  supply  Soldiers  and  Sailors  and 
Marines  arriving  in  New  \ork  from  foreign  service  with  a freshly  made 
steaming  cii])  of  coffee. 

By  J.  W,  Hartixc. 

New  York 


^ OFFEE  I y the  ton — that  is  the  way  it  is  pur- 
^ chased  by  the  American  Red  Cross  for  its 
Chelsea  Canteen  at  Eleventh  avenue  and  Nine- 
teenth street,  Xew  York  City.  And  with  troop- 
ships coming  at  the  rate  they  have  since  the  end 
of  the  year  that  amount  of  cofifee  does  not  last 
a month.  The  Canteen's  huge  cofifee  bin  holds 
nearly  three-quarters  of  a ton,  and  it  has  to  be 
refilled  at  least  every  two  weeks. 

The  cofifee  brewing  plant  at  this  Red  Cross 
canteen  is  probably  the  largest  in  the  world. 
Six  hundred  gallons  of  the  stimulating  beverage 
may  be  made  at  one  time.  F'or  this  quantity  i8o 
pounds  of  cofifee  is  used,  with  an  accompanying 
i8o  pounds  of  sugar  and  240  cans  of  evaporated 


milk  for  sweetening  and  flavoring.  And  let  the 
fact  be  emphasized  right  here  that  the  result  is 
good  cofifee — clear,  fresh,  mellow  cofifee,  that  gives 
the  boys  one  more  reason  to  be  thankful  that  they 
were  spared  to  get  back  to  their  own  U.  S.  A. 

If  any  cofifee  epicure,  having  in  mind  the  drab 
fluid  dispensed  at  railroad  stations,  is  skeptical 
as  to  the  merits  of  cofifee  made  in  such  quantities, 
let  him  wander  along  Eleventh  avenue  on  a frosty 
morning.  The  smell  will  convince  him,  for  flat, 
muggy,  stewed  cofifee  simply  cannot  smell  like 
that.  That  smell  will  make  iLleventh  avenue 
famous. 

How  THK  CoFFKE  is  I>kEWF:D 

The  equipment  at  the  Chelsea  Canteen  consists 
of  six  heavy  copper  urns,  each  having  a capacity 
of  100  gallons.  The  urns  are  constructed  on  the 
percolator  principle,  each  having  two  strainers 
of  different  size  wire  mesh.  They  occupy  half 


the  length  of  one  side  of  the  room,  and  the  re- 
maining space  is  taken  up  by  six  automatic  Ruud 
water  heaters,  one  attached  to  each  urn.  The 
urns  were  made  by  L.  Barth  & Son,  Xew  York. 

Thirty  pounds  of  finely  ground  coffee  is  the 
amount  allowed  to  each  urn,  and  this  is  jilaced 
in  the  wire  strainer  suspended  from  the  top  of 
the  tank.  It  is  fitted  with  a conical  cover,  easily 
lifted  by  a pulley  device,  which  allows  a water 
spraying  attachment  to  swing  over  the  top  of  the 
urn.  From  this  the  boiling  water  is  sprayed  over 
the  coffee  in  the  strainer  of  the  urn.  The  boiling 
water  comes,  of  course,  from  the  aforesaid  Ruud 
heaters,  which  are  so  arranged  that  the  gas  is 
lighted  automatically  when  the  water  is  turned  on. 


The  water  percolates  through  the  cofifee  and 
strainers,  returning  to  the  top  hy  way  of  a small 
pipe  running  up  the  outside  of  the  urn.  While 
the  coffee  is  being  brewed  a man  stands  on  the 
running  board,  which  passes  at  the  back  of  the 
urns  about  three  feet  above  the  floor,  and  with  a 
large  wooden  paddle  keeps  the  cofifee  grounds 
from  clogging  the  strainers  and  thereby  causing 
the  urns  to  overflow. 

The  coffee  is  drawn  from  the  urn  by  means  of 
twin  faucets  into  ten-gallon  cans  with  handles  on 
both  sides.  These  cans  have  double  walls,  be- 
tween which  is  an  insulation  packing  of  mineral 
wool,  so  that  the  cofifee  will  retain  its  heat  for  at 
least  24  hours. 

I>efore  the  cofifee  is  run  ofif  into  the  portable 
cans  three  pounds  of  granulated  sugar  and  four 
cans  of  evaporated  milk  are  poured  into  each 
receptacle  and  blended  together  with  a little  hot 


An  idea  of  the  magnitude  of  the  Red  Cross  Canteen  Service  may  be  gleaned  from  the 
few  statistics  given  here.  In  ninety-two  working  days,  covering  a period  of  six  months,  the 
supplies  used  by  the  units  operating  along  the  Hoboken  and  New  York  piers  alone,  included 
16,700  pounds  dry  coffee,  424,000  gallons  liquid  coffee;  18,000  pounds  of  sugar,  or  54  barrels; 
9,287  quarts  milk,  or  18,574  one-pound  cans;  735, coo  raisin  buns;  633,600  boxes  of  cigarettes. 
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water.  The  urns  rest  upon  high  powered  steam 
piping,  and  the  coffee  comes  from  the  spigot  at 
almost  the  boiling  point,  so  the  mixture  when  it 


TEN-GALtoN  Vacuum  Cans  Used  to  Carry 
Steaming  Coffee  from  Canteen  to  Piers 


heat.  Everything  in  the  plant  is  the  last  word  in  SI 
sanitary  perfection. 


The  Food  Served  With  Coffee  ! 

Most  interesting  are  the  storerooms  where  the  || 
surplus  supplies  are  kept  in  orderly  array.  Nearly  ll 
io,oco  cans  of  evaporated  milk  are  kept  in  re-  1 1 
serve.  1 here  are  also  many  cases  of  canned 
soups,  which  are  served  to  the  sick  and  wounded  - \ 
men, . and  numerous  tin  boxes  holding  several 
varieties  of  crackers  and  cookies.  When  news  ;i 
of  the  arrival  of  a troopship  is  received  in  time,  ^ 
big,  juicy  raisin  buns  are  ordered  from  a whole- 
sale  bakery,  but  in  an  emergency  old-fashioned  ^ 
ginger  snaps  and  raisin  cookies'  are  served  with  J 
the  coffee.  For  the  invalids  there  are  small  bags  ; , 
filled  with  the  daintier  crackers — saltines,  little 
cheese  sandwiches  and  a few  sweet  ones.  There  ■ 
has  been  nearly  a million  packages  of  chewing  i 
gum  on  the  place  at  one  time.  .■  I 

These  volunteer  workers  have  attained  not  y 
only  a high  degree  of  efficiency  but  an  amazing 
rate  of  speed.  Recently  fifteen  women  made  I 
i,2C0  sandwiches  in  little  more  than  an  hour.  All  r 
the  liread  was  sliced  at  the  canteen  and  the  filling  | : 
of  minced  ham  and  mayonnaise  prepared  there. 


reaches  the  top  of  the  cans  is  a foamy,  creamy 
golden  brown. 


Serving  Coffee  to  the  Soldiers 

The  Chelsea  Canteen  is  the  main  supply  station 
for  the  Red  Cross  workers  who  serve  the  troops 
arriving  on  the  transports  or  those  passing 
through  the  Pennsylvania  Railroad  station.  From 
this  plant  the  coffee  and  buns  or  sandwiches  are 
carried  by  Red  Cross  motor  trucks  to  the  piers 
or  station.  When  troops  have  to  be  served  at  the 
trainside  the  coffee  is  poured  into  the  “baby  car- 
riage.’’ This  is  a square  tank  with  a capacity  of 
50  gallons,  which  rolls  along  easily  on  wheels. 
It  also  has  double  walls  packed  with  an  insula- 
tion gf  mineral  wool. 

Sometimes  coffee  from  the  Chelsea  plant  is  sent 
to  Jersey  City.  As  soon  as  it  is  known  when  a 
transport  will  dock  the  Red  Cross  canteen 
workers  on  duty  at  the  pier  telephone  Charles 
Clarke,  the  superintendent  of  the  Chelsea  estab- 
lishment, no  matter  what  the  hour.  There  is  no 
actual  night  service,  although  canteen  workers  are 
frequently  at  the  piers  by  5 A.  M.,  but  these  calls 
come  in  at  any  time. 

When  the  cans  are  returned  they  are  thor- 
oughly cleansed  and  sterilized  by  an  automatic 
steam  device,  and  are  then  dried  by  a powerful 


A Rolling  Vacuum  Tank  from  Which  Hot 
Coffee  is  Served  to  the  Boys  on  the  Piers 

There  are  many  interesting  features  concerning 
the  Chelsea  Canteen  apart  from  the  specific  work 
of  feeding  our  boys,  for  which  it  was  instituted. 
The  building  had  to  be  planned  and  constructed 
expressly  for  the  purpose  for  which  it  was 
destined,  and  which  it  has  fulfilled  so  satisfac- 
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torily.  ILxtra  large  connect it)iis  hail  to  he  at- 
tached to  the  water  mains  and  also  the  gas  mains. 
The  two  gas  meters  installed  are  each  3 x 3 x 4 
feet. 

Rrewixo  Cco  (Iai.i.ons  of  Coffkk 
The  Red  Cross  appro.ximates  its  service  capa- 
city at  this  canteen  at  6.OCO  men.  In  reality  this 
is  rather  a low  lignre  considering  its  j^ossihle  pro- 
duction of  Coo  gallons  of  colTee.  .\ccording  to 
standard  measurements  there  are  9,(100  cups  in 
600  gallons.  Even  taking  into  account  the  extra 
size  cups  used  hy  the  canteen,  and  allowing  only 
three  to  the  qinrt  instead  of  t’'e  regulation  four. 


Copyright,  Western  Newspaper  Union 

Red  Cros.s  Workers  Serving  Coffee  and  Doughni'ts  to  Soldiers  Jiist  Landed  i'rom  I'rance 


from  coast  to  coast.  Big  ligures  talk  hut  our 
soldiers  talk  louder.  .\sk  any  hoy  returning 
from  "over  there”  or  from  a camp  "over  here” 
what  he  thinks  of  the  Red  Cross  Canteen  work- 
ers. lie’ll  tell  you. 


CHINA  Sh:Xl)S  SPhXlAL  .Th'.A  SAMIM.ILS 

I FROM  A STAFF  CORRESPONDENT] 

Washington.  D.  C.,  h'eh.  _>5,  igu). — Ueorge  h'. 
Mitchell,  Supervising  Tea  ILxaminer,  has  just  re- 
ceived from  Heieh  \u,  president  of  the  I'irst 
Anhwei  d'ea  College,  of  d'uni,  Anhwei,  China,  a 
numhcr  of  samples  of  China  tea  which  have  hcen 


there  are  7,200  cups,  which  still  gives  more  than 
a thousand  for  good  measure. 

As  regards  the  practical  services  rendered,  it  is 
recorded  that  during  the  height  of  emharkation  it 
was  not  unusual  for  the  Red  Cross  canteen  units 
on  duty  at  the  Hoboken  and  Chelsea  piers  to 
serve  25,000  men  in  one  day.  On  a busy  day  a 
unit,  which  usually  consists  of  sixteen  women, 
feeds  100  men  a minute.  The  system  has  been 
perfected  until  the  maximum  of  speed  consistent 
with  thoroughness  has  been  obtained,  and  all  work 
is  done  without  the  slightest  interference  with 
military  routine. 

.‘\t  the  present  time  there  are  a])proximately 
700  canteens  operating  throughout  the  United 
States,  at  the  various  piers  and  railroad  stations 


specially  cultivated  for  the  .American  market. 
Mr.  Mitchell  is  ex])ected  to  render  a full  report 
on  the  samples  to  President  Yu,  giving  his  oiiinion 
as  to  what  improvements,  if  any,  may  he  neces- 
sary to  make  the  tea  acceptable  here. 


TE.\  AT  Tllh:  PICACE  C(  )N  IH*  R l-.NCh: 
Tea  is  the  favorite  beverage  of  the  delegates  to 
the  iieace  conference  in  Paris,  according  to  iiress 
dispatches,  which  tell  that  though  bottles  of  line 
wine  stand  handy,  the  meml  ers  of  the  conference 
refresh  themselves  with  tea.  It  is  understood 
that  the  h'.nglish  delegates  introduced  the  drink, 
and  the  men  from  other  nations  have  learned  to 
like  it. 


234 


March,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


tea  drinking  in  SWITZERLAND 

This  Investigation  of  the  Market  in  St.  Gall,  a 
Leading  Center,  Shows  the  Possibilities  of 
Future  Trade 


By  Mo^jtefiore  Judelsohn 
St.  Gall,  Switzerland 

C T.-  GALL,  with  a population  of  about  75,000, 
^ imports  annually  a very  large  quantity  of  tea, 
which  it  uses  not  only  for  its  own  consumption, 
but  also  for  distribution  to  a surrounding  popu- 
lation of  over  100,000.  It  is,  however,  almost 
impossible  to  approximate  the  amount  on  account 
of  the  numerous  ways  in  which  the  tea  arrives 
here. 

Many  of  the  town  s leading  manufacturers  are 
widely  traveled  men,  doing  a large  international 
business,  and  they  receive  from  friends  in  other 
countries  large  quantities  for  their  own  con- 
sumption and  for  acquaintances  among  the  local 
tradesmen.  There  are  also  several  shops  devoted 
to  the  serving  of  afternoon  tea  to  a selected 
clientele,  which  make  heavy  importations  for  their 
own  use  of  special  brands.  The  largest  retail 
stores  are  part  of  chains.  These  stores  receive 
all  their  supplies  from  their  central  purchasing 
agencies.  Finally,  there  are  a few  wholesale  and 
large  retail  stores  that  make  direct  importations 
of  tea. 

War  Affects  Imports 

The  consumption  of  tea  has  greatly  diminished 
since  the  war  because  of  sugar  scarcity.  The  in- 
fluenza epidemics  have  increased  the  use  of  linden 
and  mulberry  teas  as  substitutes  for  tea,  espe- 
cially the  former,  which  is  naturally  sweet  and 
needs  almost  no  sugar.  Importers  have  had 
great  difficulty  in  obtaining  the  desired  qualities 
and  are  disposed  to  receive  all  new  offers  skepti- 
cally. As  a general  result  of  these  three  consid- 
erations, the  outlook  is  not  particularly  bright 
at  the  present  moment,  except  for  good  teas 
offered  for  immediate  delivery  and  conforming 
to  sample. 

The  latest  Swiss  customs  statistics  available  give 
figures  of  tea  imports  up  to  June  30,  1918.  Com- 
paring the  last  thirty  months  with  the  thirty 
months  immediately  preceding  the  war,  we  find 
that  all  Switzerland  imported  : 


1912 

Pounds 

Value 
$349  226 

1913 

364  029 

January-J 
1916 

line,  1914. 

178’-263 

RDfi  10ft 

1917 

OU  U,  0 

1 ‘Tin 

January-J 

line,  1918. 

539,’684 

Of  ^ y i -4  0 

322,488 

These 

figures. 

divided  by  countries. 

show  not 

the  countries  of  sale,  but  the  countries  of  origin 


(Russia,  British  Indies,  Dutch  Indies,  Japan, 
China),  and  it  is  impossible  to  learn  from  them 
whether  the  United  States  had  any  share  in  this 
trade.  It  is  said,  however,  that  the  local  mer- 
chants bought  their  supplies  principally  from 
Llamburg,  although  a not  unimportant  minority 
bought  from  big  importers  in  Basle,  Berne,  Lau- 
sanne and  Geneva.  The  local  custom  house  could 
not  furnish  figures  for  St.  Gall  alone. 

Principal  Teas  on  Sale 

As  will  be  seen  from  the  figures,  the  prices 
have  been  gradually  increasing.  St.  Gall  used 
comparatively  high-grade  teas  costing  6 to  7 
francs  per  kilo  ($0.53  to  $0.61  per  pound)  retail 
before  the  war.  The  same  grades  now  cost  about 
20  francs  ($1.75)  per  pound.  Detailed  prices 
cannot  be  given,  as  some  brands  have  either  dis- 
appeared from  the  market  or  have  appeared  as 
substitutes  only  since  the  war.  Among  the 
principal  teas  carried  by  local  groceries  are  Lip- 
ton’s  Darjeeling,  Ridgway’s,  Horniman’s,  Popoff 
(Russian),  Ceylon  Welthee  (via  Hamburg), 
Edelthee,  Gold-Packung,  Riquet,  Messmer’s 
Congou,  Messmer’s  Souchong,  Messmer’s  Ceylon, 
and  Talanda.  The  tea  rooms  use  English  teas  or 
blends  of  English  teas  exclusively. 

It  would  hardly  be  advisable  for  American  tea 
export  houses  to  attempt  isolated  sales  to  St.  = 
Gall,  but  any  of  them  wishing  to  seriously  enter  i 
the  Swiss  field  might  do  well  to  send  a repre-  ! 
sentative  with-  a full  line  of  samples  to  appoint 
one  or  more  agents  with  exclusive  sales  rights  ’ 
for  definite  districts.  In  view  of  the  still  existing  r 
difficulties  of  transportation  it  would  be  most  ad-  ■ 
visable  for  such  a representative  to  bring  with  ’ 
him  an  initial  shipment  to  place  in  the  hands  of  - 
the  agents  on  consignment.  Immediate  deliv-  * 
eries  on  a cash  basis  would  help  permanently  to  \ 
establish  the  brands  so  introduced.  | 

CIVIL  WAR  TEA  AND  COFFEE  PRICES  ’1 
Tea  and  coffee  prices  in  the  closing  year  of  the  ^ 
Civil  War  period  were  far  higher  than  prevailed 
during  the  Great  War,  as  is  shown  in  two  in- 
voices recently  brought  to  light  by  the  S..  Hamil 
Company,  coffee  roaster  in  Keokuk,  la.  These 
iUvoices  were  for  groceries  sold  by  the  Hamil 
Company  to  Messrs.  Barnes  & Phillips,  of  * 
Unionville,  la.,  and  were  dated  December  27  and 
29,  1864.  The  bills  show  one  bag  “Choice  Rio 
Coffee”  weighing  163^  pounds,  at  49  cents  a 
pound,  one  “Box  Sclavonia  Y.  H.  Tea,”  at  $2.10 
a pound,  and  three  pounds  of  “Best  Tea,”  at 
$1.85  each. 

Two  years  later,  December  5,  1866,  the  same 
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firm  sold  a bag  of  “Xo.  i Coffee,”  at  28J/  cents 
a pound,  and  a pound  of  ‘‘Xo.  12  Imperial  I'ea,” 
at  $1.85.  Cassia  was  billed  at  87  cents  a pound, 
and  ‘‘30C  Pepper,”  at  38  cents  a pound. 


A TEA  PROPAGANDA  PROPOSED 

Trade  Meeting  Held  in  New  York  to  Discuss 
Raising  Funds — A Committee  Has 
Been  Appointed 

Tea  men  are  awakening  to  the  possibilities  pre- 
sented by  prohibition  for  the  increased  con- 
sumption of  tea.  On  February  13  a general  meet- 
ing of  the  tea  trade  was  held  at  the  rooms  of  the 
Tea  Association  of  the  United  States,  Xew  \ork, 
attended  by  about  thirty  representative  tea  men. 
At  this  meeting  the  situation  was  discussed  at 
length,  and  while  a decided  difference  of  opinion 
developed  as  to  the  best  method  to  pursue  in  the 
raising  of  funds,  there  was  a unanimous  sentiment 
in  favor  of  a trade  movement  designed  to  increase 
consumption  and  to  educate  the  public  to  make 
tea  properly  and  to  use  good  grades. 

J.  F.  Hartley,  president  of  Carter,  iMacy  & Co., 
•who  has  been  largely  instrumental  in  focusing  the 
trade’s  attention  on  the  subject  of  tea  propaganda, 
was  the  first  speaker  at  the  meeting.  He  expressed 
the  hope  that  the  trade  would  grasp  its  oppor- 
tunity to  increase  consumption,  and  advocated  a 
propaganda  involving  an  expenditure  of  $i,coo,- 
000,  contributions  to  be  made  by  producers,  im- 
porters, jobbers  and  distributers,  and  the  publicity 
to  be  handled  by  a competent  advertising  agency. 
Mr.  Hartley  stated  emphatically  that  pressure 
should  be  brought  to  bear  upon  the  producing 
countries  for  substantial  contributions. 

Producers'  Publicity  Criticised 
During  the  discussion  which  followed  Mr.  Hart- 
ley’s remarks,  the  campaigns  that  have  been  con- 
ducted in  this  country  in  the  past  by  tea  pro- 
ducers came  in  for  considerable  criticism,  jiarticu- 
lar  reference  being  made  to  Japan  tea  advertising. 
It  was  generally  agreed  that  this  advertising  was 
not  productive. 

The  recent  advertising  of  certain  trade-marked 
brands  also  was  the  subject  of  criticism.  J.  J. 
MeXamara,  of  the  Jones  Bros.  Tea  Company, 
Inc.,  Xew  York,  made  a plea  for  honest  tea  ad- 
vertising, and  said  that  certain  recent  package 
tea  advertising  had  been  decidedly  objectionable. 

A.  Alden,  of  M.  J.  Rrandenstein  & Co.,  thought 
that  the  propaganda  funds  should  come  from  the 
tea-producing  countries,  pointing  out  that  most 
of  the  money  to  be  spent  by  the  coffee  men  for 
publicity  will  be  contributed  by  the  coffee  growers. 
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C.  E.  Atwood,  of  the  J.  C.  W'hitncy  Company, 
who  took  an  active  part  in  the  discussion,  stated 
that  it  was  time  the  tea  trade  threw  its  hat  into 
the  ring  and  advertised  tea  as  tea.  1 le  (piestioned, 
however,  whether  the  jobber  and  packer  would 
contribute,  just  now,  to  any  great  extent,  and  sug- 
gested that  a start  might  be  made  with  a fund  of 
$100,000  instead  of  $1,000,000.  lie  said  that  con- 
sumers were  wholly  ignorant  regarding  tea,  and 
that  very  few  of  them  knew,  for  example,  that 
boiling  water  is  essential  to  good  tea.  He  stated 
that  the  Whitney  Company  was  ready  to  help 
foster  the  idea  that  tea  is  a good  thing. 

Personnel  of  Committee 

It  was  voted  at  this  meeting  to  appoint  a com- 
mittee to  prepare  a report  to  be  presented  at  a 
future  meeting  of  the  trade.  The  memhers  of  this 
committee  are  : C.  1C  Atw'ood,  J.  C.  Whitney  & 

Co.,  Chicago;  R.  L.  Hecht,  Irwin-Harrisons  & 
Crosfield,  Tnc.,  Xew  York;  J.  H.  Swenarton,  Jar- 
dine,  Matheson  & Co.,  Ltd.,  Xew  York ; P.  S. 
Birch,  B.  Fischer  & Co.,  Xew  York;  J.  J.  Me- 
Xamara, Jones  Bros.  Tea  Company,  New  York; 
C.  W.  Brand,  The  Widlar  Company,  Cleveland  ; 
T.  Crane,  Thos.  J.  Lipton,  XTw  York;  H.  0. 
Woodworth,  Robinson  & Woodworth,  Boston ; 
S.  Sakai,  Mitsui  & Co.,  Ltd.,  Xew  York;  H. 
Thomson,  Anglo-American  Direct  Tea  Trading 
Company,  Xew  York;  Thomas  Dimn,  Whittal  & 
Co.,  N’ew  York;  G.  Homma,  Meiji  Trading  Com- 
pany, New  York,  and  S.  L.  Stix,  Seeman  Bros., 
New  York. 

This  committee  met  at  the  Bankers’  Club  on 
February  27,  luncheon  being  served  through  the 
courtesy  of  J.  F.  Hartley.  Seven  representatives 
of  trade  papers  and  daily  newspapers  were  present. 

Mr.  Hartley  said  the  time  had  arrived  when  the 
tea  industry  of  the  United  States  ought  to  have 
the  place  in  the  business  world  to  which  it  is 
entitled.  He  gave  it  as  his  opinion  that  the  right 
kind  of  publicity  would  increase  consumption 
here,  and  thus  bring  about  cheaper  teas  and  make 
the  trade  of  this  country  an  important  factor 
in  the  tea  industry  of  the  world.  He  said  t'.ie 
trade  had  never  pulled  together,  and  iileaded  for 
an  association  with  one  ideal.  Mr.  Hartley  stated 
that  he  had  sent  out  six  thousand  letters  in  an 
effort  to  sound  out  trade  opinion  on  the  matter  of 
tea  publicity. 

At  the  conclusion  of  his  remarks  Mr.  Hartley 
called  upon  C.  E.  Atwood  for  a report  on  the 
committee’s  work.  Mr.  Atwood,  however,  refused 
to  discuss  the  matter  in  the  presence  of  the  mem- 
bers of  the  press,  stating  that  the  trade  was  not 
yet  organized,  and  that  the  members  of  the  com- 
mittee did  not  know  just  what  they  were  going  to 
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do.  He  deemed  it  unwise  to  give  out  any  infor- 
mation at  that  time,  as  it  might  be  misleading. 

Mr.  Hartley  said  he  was  of  the  opinion  that  the 
trade  needed  all  the  publicity  it  could  get.  He 
could  see  no  harm  in  acquainting  the  trade  and 
the  consuming  public  with  the  progress  being 
made,  and  that  the  press  could  be  depended  upon 
not  to  violate  any  confidences.  After  consider- 
able discussion  the  press  representatives  retired 
and  the  meeting  went  into  executive  session. 

Another  meeting  of  the  committee  was  held  at 
the  rooms  of  the  Tea  Association  on  March  3,  and 
it  was  decided  to  call  a general  meeting  of  the 
trade  for  March  12,  when  it  was  expected  that  the 
committee  would  have  some  concrete  proposition 
to  present. 

Definite  Publicity  Plan  Formulated 

On  March  ii  the  committee  again  assembled, 
and  agreed  upon  a definite  plan  to  present  to  the 
general  trade  meeting  scheduled  for  the  following 
day.  It  is  understood  that  this  plan  contemplates 
the  appointment  of  a new  committee,  which  is 
expected  to  devise  ways  and  means  for  raising 
the  necessary  funds. 

It  is  believed  that  the  suggested  arrangement 
will  have  the  approval  of  the  entire  tea  trade,  and 
that  the  actual  campaign  will  be  under  way  much 
sooner  than  at  first  contemplated.  The  trade  is 
now  thoroughly  alive  to  its  opportunities,  and  in 
the  opinion  of  trade  leaders  something  definite  is 
quite  certain  to  be  the  outcome  of  the  present  dis- 
cussions.   

“REASONABLY  FILLED”  CONTAINERS 
The  Federal  pure  food  officials  have  been  asked 
to  formulate  and  define  what  in  their  opinion 
constitutes  “reasonably  filled”  food  containers,  ac- 
cording to  a circular  issued  by  the  National  Coflfee 
Roasters’  Association,  and  pending  the  issuance 
of  this  definition,  packers  of  teas,  cofifees,  spices, 
etc.,  are  advised  by  the  N.  C.  R.  A.  to  discontinue 
further  packing  or  purchasing  of  slack-filled 
packages.  The  circular  tells  about  a meeting  of 
spice  grinders  with  officials  of  the  Federal  Pure 
Food  Department  a few  weeks  ago,  and  points  out 
that  Dr.  Alsberg,  chief  of  the  Bureau  of  Chem- 
istry, holds  that  the  size  of  the  container  is  the 
only  index  of  the  contents.  It  was  also  developed 
that  in  the  Department’s  opinion  a slack-filled 
package,  even  with  the  weight  plainly  marked 
thereon,  would  not  comply  with  the  law.  The 
circular  states  that  some  roasters  of  coffee  and 
packers  of  tea  have  been  putting  out  slack-filled 
packages  to  meet  the  war-time  conditions,  which 
caused  spice  packers  to  cut  down  the  net  contents 
of  certain  packages. 


CANADIAN  COFFEE  ANALYSES 

A Report  on  Adulterations,  Compounds,  Sub- 
stitutes, Essences,  Extracts  and 
Preparations 

I N his  latest  report  on  coffee  analyses,  A.  McGill, 
chief  analyst  of  the  Canadian  Bureau  of  Foods 
and  Drugs,  shows  a marked  improvement  in  the 
character  of  the  articles  offered  as  coffee  in 
Canada  in  recent  years.  In  1918  the  proportion 
of  genuine  samples  was  93'per  cent,  as  compared 
with  83  per  cent  in  1916.  Figures  for  1917  are  not 
given.  In  1888  the  percentage  was  52. 

The  report  contains  this  statement:  “Substi-  j 

tutes  for  coffee  and  preparations  for  coffee,  va- 
riously known  as  coffee  extracts,  condensed  cof- 
fee, etc.,  are  more  in  evidence  within  recent  years. 

To  many  of  these  preparations  no  exception  can 
be  taken  on  the  ground  of  wholesomeness  or  de- 
sirability, although  usually  they  are  offered  at 
prices  which  justify  their  being  classed  as  lux- 
uries rather  than  as  staples.” 

Of  187  samples  sold  as  coffee  and  examined  dur- 
ing 1918,  105  were  offered  as  coffee,  23  as  com- 
pounds, 25  as  substitutes,  20  as  extracts  or  es- 
sences, and  14  as  preparations  or  condensations.' 

Of  the  coffee  samples  five  were  found  to  be 
adulterated,  two  consisting  essentially  of  roasted  s 
peas  and  chicory,  one  contained  50  per  cent  of  ’ 

chicory,  one  71  per  cent  of  roasted  grains,  and  one  ; 

8.7  per  cent  of.  roasted  peas. 

Four  of  the  samples  sold  as  compounds  con-  ‘ 

tained  no  coffee  or  only  very  small  amounts.  One  ' 

contained  90  per  cent  of  roasted  cereal,  another 
95  per  cent  chicory  and  peas,  a third  72  per  cent 
chicory  and  grain,  and  the  fourth  95  per  cent 
chicory  and  roasted  cereals.  1 

Mr.  McGill  recommends  that  such  coffee  mix-  ^ 
tures  should  be  named  in  a way  which  would  in-  1 
form  the  buyer  truthfully  about  their  composition,  ^ 
and  if  the  name  of  any  single  ingredient  appears  i 
on  the  label  it  should  be  present  to  at  least  50  s 
per  cent  of  the  weight  of  the  whole.  Thus  an 
article  sold  as  a “Compound  Coffee,”  or  “Coffee 
Mixture,”  should  contain  at  least*  50  per  cent  of 
actual  coffee.  The  four  samples  mentioned  above 
contained  less  than  25  per  cent  of  coffee ; in  fact, 
two  of  them  had  less  than  10  per  cent. 


CANADA  FEARS  A HIGHER  TEA  TAX 
Some  Canadian  tea  men  are  said  to  fear  an 
increased  tax  on  tea  when  the  new  Government 
budget  makes  its  appearance.  An  additional  rate 
of  5 cents  a pound  may  be  assessed,  making  the 
total  tax  15  cents,  according  to  one  rumor. 
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CANADA  DRINKING  MORE  TEA 

Importations  During  the  Past  Two  Years  Have 
Grown  Remarkably,  and  a Trader  Says 
That  Consumption  is  Increasing 

CANADA  is  now  as  heavy  a tea-drinking-  na- 
tion as  Great  Britain,  says  John  D.  Lillico, 
a Canadian  tea  man.  W hile  the  official  import 
figures  for  1918  are  not  yet  available,  tea  men 
point  to  the  33.076,230  pounds  imported  in  19I/. 
as  compared  with  the  17.659.329  pounds  net  of 
1916,  as  indicative  of  the  rate  at  which  tea  con- 
sumption is  increasing  in  Canada. 

It  is  estimated  that  nearly  twice  as  much  tea 
was  brought  in  last  year  as  in  1917.  It  is  also 
pointed  out  in  support  of  the  claim  for  increased 
consumption  that  the  population  has  not  increased 
materially. 

It  is  interesting  to  note  that  the  increase  is  in 
India  and  Ceylon  teas,  and  that  black  teas  are 
favored  over  green.  Mr.  Lillico  says  that  it  is 
next  to  impossible  to  turn  a drinker  of  black  tea 
into  a drinker  of  green,  while  the  green  tea 
drinker  easily  develops  a taste  for  black. 


COFFEE  ENDS  “FLU”  EPIDEMIC 

Steaming  Hot  Coffee  Was  Used  in  France  to 
Check  the  Ravages  of  Influenza  in  the 
Camps  of  the  A.  E.  F. 


HOW  steaming  hot  coffee  was  used  to  check 
the  influenza  epidemic  which  ravaged  the 
A.  E.  F.  camp  at  St.  Nazaire,  France,  last  fall  is 
told  in  the  “Stars  and  Stripes”  in  a recent  issue, 
d'he  account  follows : 

“It  was  hot  coffee — thousands  of  gallons  of  it — 
that  ended  the  deadly  influenza  epidemic  in  the 
dark  autumn  days  when  that  disease  was  working 
ravages  among  the  American  troops  en  route  to 
France. 

“All  summer  and  fall  great  hosts  of  Yanks 
poured  in  and  out  of  Camp  i,  St.  Nazaire.  The 
grippe  became  noticeable  in  September.  1 here 
were  many  sick.  But  there  were  still  more  just 
in  the  receptive  stage.  And  an  American  colonel 
saw  at  once  that  the  damp  weather  would  aid  the 
disease. 

“So,  when  the  camp  was  filled  to  capacity  he 
ordered  the  large  kitchen  kept  open  day  and 
night.  At  2 and  3 o’clock  in  the  morning  there 
could  often  be  seen  long  lines  of  shivering  men 
waiting  for  the  steaming  food.  When,  at  the 
end  of  the  first  two  days,  the  men  appeared  in 
better  shape,  the  night  service  was  reduced  to  hot 
coffee  only.  This,  however,  was  obtainable  at  ah 
times.  Seventy-five  cans  of  coffee,  it  is  esti- 
mated, were  served  every  night  during  these-tense 
two  weeks. 


‘‘The  men  arrived,  chilled,  damp  and  slightly 
coughing.  'I'he  hot,  hearty  drink  proved  the 
necessary  stimulus.  It  supplied  the  heat  required 
to  offset  the  ‘till’  germs.  There  was  plenty  of  it. 
It  was  served  rapidly  and  generously  by  willing 
hands.  Thus  did  St.  Nazaire  roll  hack  the  ‘ilu’ 
wave.” 


TRADE  BOYS  BACK  FROM  WAR 


Tea  and  Coffee  Men  Who  Have  Been 
Discharged  from  Army  and 
Navy  Service 

INURING  the  month  the  following  men  who 
left  their  occupations  in  the  tea,  coffee,  spice 
and  fine  grocery  trades  to  don  the  uniforms  of 
the  U.  S.  Army  and  Navy  have  returned  to  civil 
life : 

Louis  Wetzelherger,  “top”  sergeant  in  Co.  E, 
52d  Pioneer  Infantry,  has  returned  from  service 
in  France  and  resumed  his  occupation  with  C. 
E.  Bickford  & Co.,  in  New  York. 

Henry  Ludeman,  who  fought  with  the  loSth 
Field  Artillery,  medical  detachment,  through  the 
Argonne  to  Verdun,  arrived  from  France  for 
surgical  treatment.  He  was  badly  wounded  and 
also  burned  by  explosion  of  a German  mine  while 
serving  in  the  front  line.  As  soon  as  able  he 
will  return  to  his  former  work  as  salesman  with 
the  G.  Washington  Sales  Company,  Inc.,  New 
York.  Mr.  Ludeman  was  decorated  for  bravery 
under  fire. 

James  W.  Reily,  major  in  the  2d  Anti-Aircraft 
Battalion,  has  returned  from  overseas  and  re- 
sumed his  duties  as  secretary  of  the  Reily-Taylor 
Company,  New  Orleans.  Major  Reily  w'as  com- 
missioned First  Lieutenant,  Coast  Artillery  Re- 
serve Corps,  November,  1917,  was  promoted  to 
Captain  the  following  May-,  and  made  Major  of 
his  battalion  while  serving  on  the  front  in  France. 

Lee  G.  Zinsmeister,  who  spent  eight  months  in 
the  United  States  Navy,  has  returned  to  his 
duties  as  secretary  of  J.  Zinsmeister  & Sons, 
Louisville,  Ky. 


COFl'EE  PROPAGANDA  ABOUT  READY 

The  Joint  Coffee  Trade  Publicity  Committee 
bas  been  working  out  the  details  of  operation  for 
the  coffee  propaganda,  and  is  expected  soon  to 
make  a definite  statement  to  subscribers  to  the 
campaign  fund  so  that  they  can  co-ordinate  their 
individual  publicity  efforts  with  the  national  or- 
ganization. 

The  subscription  list  to  the  advertising  fund 
has  been  reopened,  and  the  committee  hoi)es  for 
a generous  response  from  coffee  men. 
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WHO’S  WHO  IN  THE  TRADE 


An  Appreciation  of  Walter  D.  Stuart,  Coffee 
Department  Manager  for  Geo.  H. 
McFadden  & Bro.,  New  York 


there  is  a new  order  of  things  in  the  New 

^ York  green  coffee  trade.  Eront  street  and 
\ icinity  is  undergoing  a gradual  but  quite  per- 
ceptible change  in  the  character  of  the  firms  rep- 
resented and  in  business  methods.  New  interests 
are  establishing  themselves  as  important  factors 
m the  trade.  Coffee  trading  is  being  conducted 
along  different  and  more  efficient  lines. 

Young  men  are  becoming  factors  in  the  green 
coffee  business,  and  have  much  to  do  with  re- 
cent changes.  Walter  D.  Stuart,  the  subject  of 
tnis  month  s sketch,  is  one  of  the  younger  ele- 
ment identified  with  this  new  and  progressive 
movement  in  the  green  coffee  trade  circles. 

About  eighteen  months  ago  Mr.  Stuart  took 
(barge  of  a newly  established  coffee  department 
for  Geo.  H.  McEadden  & Bro.  Proceeding  along 
the  lines  of  up-to-date  green  coffee  trading- 
methods,  he  has  established  this  business  on  a 
firm  footing. 

Ever  since  he  left  school  at  the  age  of  sixteen 
years  Mr.  Stuart  has  been  actively  identified 
with  the  coffee  business.  His  start  was  made 

ith  R.  C.  Stewart  & Co.,  a New  York  coffee 
Imokerage  house,  and  he  was  afterwards  with  S. 
Matherson  & Co.  for  about  two  years,  but  the 
greater  part  of  his  experience  was  gained  while 
with  Arnold,  Dorr  & Co.,  New  York.  He  was 
with  this  concern  for  fourteen  years,  leaving 
there  for  his  present  connection. 

While  associated  with  S.  Matherson  & Co.,  Mr. 
Stuart  spent  some  time  in  Jamaica,  having  charge 
of  this  firm’s  coffee  buying  in  that  country,  so 
that  he  possesses  an  intimate  knowledge  of  coffee 
cultivation  and  preparation.  Since  joining  Geo. 
H.  McEadden  & Bro.  he  has  made  one  trip  to 
Brazil., 

Mr.  Stuart  is  a firm  believer  in  the  prospects 
for  increased  trade  between  the  United  States 
and  Central  America,  not  only  in  coffee,  but  other 
products.  His  firm  has  recently  established  offices 
in  Costa  Rica,  Colombia  and  Venezuela. 

His  friends  in  the  trade  admire  Mr.  Stuart  not 
only  because  he  is  a hard  worker  and  a good  ex- 
ecutive, but  also  because  of  his  geniality  and  fair 
dealing. 

Mr.  Stuart  was  born  and  brought  up  in  Brook- 
lyn, N.  Y.,  and  is  a member  of  the  Crescent  Ath- 
letic Club,  of  that  city.  He  has  two  hobbies— 
coffee  and  golf. 


‘spices  and  extracts 

^ News  items  of  interest  to  spice  im- 
porters, grinders  and  dealers,  and  to 
manufacturers  of  flavoring  extracts,  per- 
fumes and  toilet  preparations. 


MEXICAN  CHILI  PEPPERS 

A Survey  of  Trade  Conditions,  Areas  of  Pro- 
duction, Kinds  Grown  and  the 
Prevailing  Prices 


By  John  C.  L.  Dreier 

Mexico  City 

^ I 'HE  growing  of  chili  peppers  in  Mexico  is  con- 
fined  principally  to  the  States  of  Vera  Cruz, 
Aguascalientes,  San  Luis  Potosi  and  Lower  Cali- 
fornia, and  the  district  around  San  Martin,  in  the 
State  of  Puebla. 

1 he  latter  district  is  found  to  be  in  normal 
times  one  of  the  most  important  for  the  cultiva- 
tion of  this  product  for  export,  the  possibility  for 
the  crop  being  very  extensive.  The  soil  and 
climate  are  particularly  well  adapted,  and  it  has 
been  the  principal  local  product  so  long  that  the 
farmers  have  become  experts  in  its  cultivation ; 
but  it  is  believed  that  until  normal  conditions  are 
more  nearly  restored  in  this  district  the  cultiva- 
tion of  this  product  will  be  practically  nil. 

Varieties  Grown  in  Tampico  District 

The  territory  adjacent  to  Tampico,  from  which 
that  city  draws  its  supplies,  is  probably  the  first 
in  importance  for  the  present  cultivation  and 
production  of  the  various  species  of  chili  peppers. 
Tampico  is  itself  a large  center  for  the  consump- 
tion of  peppers.  Of  the  Ancho  pepper  alone  (a 
wide,  dried  red  pepper)  approximately  10,000 
kilos  (22,046  pounds)  are  shipped  each  month  into 
Tampico  from  the  States  of  Vera  Cruz,  San  Luis 
Potosi  and  Aguascalientes.  This  particular  pep- 
per is  sold  in  the  Tampico  market  at  2 pesos  ($1) 
per  kilo  (2.2  pounds). 

The  “Pico  de  Pajaro”  pepper  is  smaller  than 
the  Ancho,  and  is  produced  in  and  shipped  from 
the  same  States  to  the  Tampico  market.  The 
monthly  quantity  of  this  grade  of  pepper  is  about 
400  kilos  (882  pounds),  and  sells  at  2.25  pesos 
($1.13)  per  kilo. 

The  chili  chiltepen,  also  a small  red  pepper,  is 
also  produced  near  Tuxpam,  in  the  State  of  Vera 
Cruz,  about  75  miles  south  of  Tampico.  The  im- 
portation into  Tampico  of  this  variety  of  pepper 
averages  3,000  kilos  (6,613  pounds)  per  month, 
and  sells  for  5 pesos  ($2.50)  per  kilo. 
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The  green  chili  includes  both  the  large  and 
small  peppers,  and  is  grown  in  the  Huasteca  dis- 
trict of  Vera  Cruz  State  in  large  quantities,  with 
the  greatest  acreage  along  the  1 amesi  River. 
This  variety  is  taken  into  the  Tampico  market  in 
amounts  averaging  30.000  kilos  (66,138  pounds) 
per  month,  and  sold  at  1,50  pesos  ($0.75)  per  kilo. 

Favorite  Brands 

Several  favorite  brands  are  found  on  the  Tam- 
pico market.  The  sweet,  large-sized  pepper,  in 
one-pound  tins  under  the  trade  name  "Especiali- 
dad  Pimientas  Morroncillos.”  manufactured  in 
Spain,  and  selling  at  $i  per  can.  is  probably  the 
most  popular.  Second  in  rank  is  the  one-pound 
tin  of  hot  pepper  manufactured  locally,  and  selling 
at  75  cents  per  can.  Another  popular  Imand  is 
that  known  as  the  ‘‘Chili  Piquines,”  put  up  in  six- 
ounce  bottles  and  manufactured  in  ^Mexico  City. 
The  smaller  variety  of  this  same  bean-shaped  pep- 
per sells  for  $0.60  per  bottle. 

Trom  all  accounts  the  chili  peppers  are  so 
largely  in  demand  for  local  consumption  in  all  the 
markets  as  to  entirely  exclude  exportation. 

Other  Productive  Regions 

The  principal  section  of  production  in  the  State 
of  Vera  Cruz  is  along  the  Interoceanic  Railway 
from  Vera  Cruz  to  the  Isthmus.  In  normal  times 
the  crops  are  large  and  profitable,  and  quantities 
of  the  product  are  shipped  to  ^Mexico  City,  Toluca 
and  other  marketing  and  canning  points. 

Another  productive  region  for  the  growth  of 
chili  peppers  is  the  extreme  southern  end  of 
Lower  California,  particularly  between  the  towns 
of  La  Paz  and  San -Jose  del  Cabo.  The  principal 
districts  are  the  sandy  stretches  of  land  near 
Eureka  and  the  vicinity  around  the  towns  of 
Mulege,  San  Tgnacia,  San  Agueda  and  San  Bruno, 
comprising  the  territory  of  Santa  Rosalia.  Culti- 
vation here,  however,  is  waning  somewhat,  since 
the  growing  of  cotton  and  sugar  cane  is  proving- 
more  profitable  to  the  farmers. 

While  the  major  part  of  the  harvest  in  the  Santa 
Rosalia  district  is  taken  up  solely  by  one  of  the 
large  mining  and  smelting  companies  of  that 
vicinity,  occasionally  small  shipments  are  made 
to  Los  Angeles  and  San  Diego,  Cal.  In  this  dis- 
trict the  prevailing  wholesale  prices  of  dried  chili 
at  La  Paz  range  from  i peso  ($0.50)  to  1.25  pesos 
($0.62).  Independent  dealers  sell  at  from  T.50 
pesos  ($0.75)  to  2.50  pesos  ($1.25)  per  kilo  (2.2 
pounds). 

In  the  State  of  Jalisco  there  is  also  an  important 
production  of  three  varieties  of  peppers,  but  it 
appears  that  the  supply  merely  cares  for  the  de- 
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mand  of  the  neighboring  territory.  'I'he  first  of 
the  three  varieties  in  order  of  quantity  produced 
is  the  “chili  Colorado,’’  with  a production  of 
approximately  30  tons  per  annum.  Next  in  rank 
is  the  “chilacate,”  representing  a production  of  20 
tons  annually;  and,  finally,  the  variety  called  “chili 
pasilla,”  of  which  there  is  a yearly  production  of 
18  tons. 

Authentic  Government  statistics  as  to  produc- 
tion, planting  and  other  essential  phases  are  not 
available.  This  is  partly  due  to  the  cultivation 
being  in  the  hands  of  small  individual  fanners, 
as  well  as  to  the  general  absence  of  compiled  sta- 
tistical data  in  the  territories  under  discussion. 


ZANZIBAR’S  CLOVE  INDUSTRY 


Some  Plantations  Are  a Century  Old,  and 
Trees  that  Have  Been  Standing  for  90 
Years  Are  Still  Producing 

’~y  ANZIBAR’S  clove  industry  dates  from  1818, 
although  most  of  the  trees  now  in  Zanzibar 
proper  have  been  planted  since  the  hurricane  of 
1872  wiped  out  the  plantations.  Pemba,  however, 
escaped,  and  the  large  groves  there  are  there- 
fore much  older,  varying  from  60  to  go  years. 

It  is  estimated  by  the  British  “Board  of  Trade 
Journal”  that  there  are  in  lioth  islands  about 

52.000  acres  under  close  cultivation,  and  about 

4.700.000  trees  in  liearing.  The  large  plantations 
are  chiefly  owned  by  Arabs,  a few  being  held  by 
Indians.  Many  natives  possess  small  plantations. 

Output  and  Prices 

The  output  varies  consideralily,  the  trees  liear- 
ing  heavy  crops  periodically  every  three  to  five 
years.  The  average  output  of  recent  years  has 
been  about  14,000,000  pounds.  The  largest  crop 
was  that  of  the  season  1911-1912,  yielding  28,000,- 
coo  pounds,  of  which  Peml)a  contributed  20,000,- 
000  pounds.  The  smallest  crop  recorded  of  re- 
cent years  was  in  the  season  1912-13,  when  only 

4.750.000  pounds  were  harvested,  of  which  Pemba 
contributed  rather  more  than  3,500,000  ])ounds. 

J'he  average  yield  ])er  annum  from  a jilantation 
of  about  3,000  trees  of  about  60  years  old,  owned 
and  managed  by  luiro])eans,  is  8 pounds  per  tree. 
Ninety-five  trees  are  planted  to  the  acre. 

J'he  ]>rice  varies  according  to  the  size  of  the 
crop.  Marked  fluctuations  are  due  to  outside 
causes,  'fihe  ]>rice  of  recent  years  has  varied 
from  Rs.8.8  to  Rs.27.9  i>er  frasila  of  35  pounds. 
The  government  levies  a duty  of  25  per  cent  on  all 
clove  exported. 

Deliveries  for  the  season  1916-1917  (July  i, 
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1916,  to  June  30,  1917)  and  for  the  season  1917  to 
April  30,  1918,  were  as  follows : 


Zanzibar 
Pemba  . 


1916-17,  Lbs.  1917-18,  Lbs. 

7,305,165  2,226,686 

10,602,200  7,896,671 


17,907,365  10,123,357 

For  the  remaining  two  months  of  the  last  sea- 
son about  300,000  pounds  to  360,000  pounds  were 
expected  to  come  in  from  the  merchants’  stores. 

Prices  per  frasila  (35  pounds)  during  the  sea- 
son ranged  from  Rs.12.25  to  Rs.27.56  for  Zanzibar 
cloves,  and  from  Rs.10.37  to  Rs.27.25  for  Pemba 
cloves. 


The  high  price  reached  during  the  season  is 
attributed  to  prosperity  in  India  and  a continued 
demand  there  for  the  product,  with  steadily  de- 
creasing supplies. 


the  spice  package  seizure  case 

[special  correspondence] 
Washington,  D.  C.,  March  3,  i9i9._The  Chi- 
cago slack-filled  spice  package  seizure  case,  which 
was  reported  in  the  February  issue,  is  being  con- 
sidered by  the  Bureau  of  Chemistry,  Department 
of  Agriculture.  Certain  close  questions  of  law 
in  the  interpretation  of  the  net  weight  amendment 
of  the  Food  and  Drugs  Act  are  involved  and  are 
now  receiving  the  attention  of  the  solicitor  of  the 
Department. 

Dr.  Alsberg,  chief  of  the  Bureau,  has  stated 
that  the  size  of  the  container  is  the  only  index 
of  the  contents,  and  that  a slack-filled  package, 
even  with  the  weight  plainly  marked  thereoni 
would  not  comply  with  the  law.  The  solicitor  of 
the  Department  is  of  the  opinion  that  the  prac- 
tice of  slack-filling  packages  constitutes  a gross 
fraud  on  the  consumer  and  must  be  stopped, 
but  in  so  far  as  is  known  he  has  not  expressed 
himself  on  the  legality  of  placing  the  net  weight 
on  packages  containing  two  ounces  or  less. 

L.  A.  W. 


SPICE  FIRM  IN  ARMY  FRAUD  CASE 
[from  associated  trade  press] 

St.  Louis,  Mo.,  Feb.  25,  1919.— Louis  Christo- 
phersen,  president  of  the  St.  Louis  Coffee  & Spice 
Mills,  and  Charles  J.  Bauer,  secretary  of  the  same 
company,  were  indicted  here  recently  by  the 
Federal  grand  jury  on  two  counts  of  having  made 
and  presented  for  approval  and  payment  false 
claims  and  vouchers  upon  the  Quartermaster’s 
Department  of  the  United  States  Army.  Chris- 
tophersen  and  Bauer  were  placed  under  $5,000 
bond. 

One  count  is  on  163,518  cans  of  ground  pepper 


contracted  for  at  a weight  of  one-fourth  of  a 
pound  each,  but  found  after  delivery  to  the  army 
to  be  underweight  in  each  can.  The  second  count 
is  similar  to  the  first  except  the  number  of  cans 
m the  contract  were  76,856.  The  indictment  also 
charged  the  selling  of  coffee  to  the  army  which 
was  ‘‘molded,  rotten  and'  of  an  inferior  grade.” 

L.  R. 


flavoring  EXTRACTS  THREATENED 
The  Flavoring  Extract  Manufacturers’  Asso- 
ciation has  asked  its  members  to  fight  the  adoption 
of  the  National  House  Bill  No.  14,915,  which,  in 
I the  opinion  of  the  national  organization,  threatens 
to  place  flavoring  extracts  in  the  same  category 
as  proscrflDed  alcoholic  beverages.  The  bill  reads 
in  part,  ‘That  whenever  the  terms  intoxicating 
liquors  or  alcoholic  liquirs  appear  in  any  statute 
of  the  United  States,  or  in  any  statute  enacted 
by  a territory,  district  or  inland  possession  of  the 
United  States  prohibiting  the  sale  of  intoxicating 
or  alcoholic  liquors  or  beverages,  it  shall  be  con- 
strued to  include  all  liquors  containing  alcohol  in 
any  degree  whatever.” 


THE  SPICE  PACKERS’  CONFERENCE 
[from  a staff  correspondent] 
Washington,  D.  C,  March  3,  iqiq.—Up  to 
this  time  Dr.  Alsberg,  chief  of  the  Bureau  of 
Chemistry,  has  not  set  a date  for  hearing  the 
spice  trade  in  the  matter  of  slack-filled  packages 
of  ground  spices.  However,  it  is  expected  this 
will  take  place  soon.  ■ It  is  thought  that  the  legal 
department  of  the  Bureau  will  not  take  further 
action  until  after  the  conference.  L.  M.  L. 


VANILLA  CONTRACT  AWARDED 
[from  a staff  correspondent] 
Washington,  D.  C.,  Feb.  25,  iqiq.-The  War 
Department  has  awarded  a contract  to  the  E.  O. 
Gatlin  Importing  Company,  Kansas  City,  Mo.,  for 
furnishing  22,100  8-ounce  bottles  of  vanilla’ ex- 
tract at  35  cents,  less  i per  cent  ten  days,  total 
price  $7,735.  Lamm. 


WANTS  OHIO  EXTRACT  LAW  AMENDED 
A bill  designed  to  amend  the  Food  Law  of 
Ohio  so  that  it  will  not  require  flavoring  extracts 
to  be  labeled  with  the  formula  in  terms  of  per- 
centages, etc.,  has  been  introduced  into  the  Ohio 
Legislature  on  behalf  of  the  Flavoring  Extract 
^Manufacturers  Association.  As  it  now  stands 
the  Ohio  law  requires  all  extracts  for  which  no 
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standard  exists  to  be  labeled  “Artihcial”  or  “Imi- 
tation/’ and  the  formula  printed  in  terms  of 
percentages  in  certain  size  type.  This  is  held 
to  be  a great  nuisance  in  the  case  of  the  new 
fruit  flavors,  many  soda  water  flavors,  etc. 


GROCERY  TRADE  DIGEST 

^ The  most  important  news  happenings 
of  the  month  boiled  down  for  busy 
readers. 


New  Head  for  U.  S.  Sugar  Board 
George  A.  Zabriskie  has  been  elected  president 
of  the  Lnited  States  Sugar  Equalization  Board, 
Inc.,  succeeding  George  M.  Rolph,  who  tendered 
•his  resignation  January  30,  to  take  effect  as  soon 
as  a successor  was  appointed.  Theodore  F.  Whit- 
marsh  was  elected  vice-president,  James  F.  Bell 
treasurer,  and  William  A.  Glascow,  Jr.,  general 
counsel.  E.  S.  Keeley  is  assistant  treasurer.  The 
board  of  directors  is  now  composed  of  Herl)ert 
Hoover,  chairman;  Dr.  F.  W.  Taussig,  C.  M. 
\\  ooley  and  the  officers  named  in  the  foregoing. 

More  Food  Regulations  Removed 
All  remaining  special  regulations  governing 
dealers  in  eggs  and  cold  storage  warehousemen 
have  been  withdrawn,  effective  February  14.  Li- 
censes are  still  required  for  dealers  in  eggs  and 
for  cold  storage  warehousemen,  and  licensees  are 
still  subject  to  the  general  regulations. 


Complaint  Against  Los  Angeles  Whole.salers 
Declaring  it  has  reason  to  believe  the  concerns 
with  the  intent,  purpose  and  effect  of  stifling 
and  suppressing  competition”  have  “conspired 
and  federated  together”  to  boycott  the  Los  Ange- 
les Grocery  Company,  and  prevent  that  company 
from  obtaining  grocery  supplies  from  manufac- 
turers and  selling  agents,  the  Federal  Trade  Com- 
mission has  issued  formal  complaint  against  Haas, 
Baruch  & Co.;  Stetson-Barret  Company;  R.  L. 
Craig  & Co.;  M.  A.  Newmark  & Co.;  United 
Wholesale  Grocery  Company;  Channel  Com- 
mercial Company,  and  California  Wholesale  Gro- 
cery Company,  wholesale  grocers  of  Los  Angeles. 
The  complaint  alleges  the  concerns  threatened 
manufacturers  that  if  they  supplied  the  Los  Ange- 
les Grocery  Company  the  combining  concerns 
would  boycott  the  offending  manufacturer’s 
goods;  and  that  “in  many  instances’’  they  in- 


duced manufacturers  and  agents  to  refuse  to  sell 
to  the  Los  Angeles  Grocery  Company. 


Pennsvlv.\nia  Firms  Merge 
It  is  said  in  the  New  York  grocery  trade  that 
the  H.  G.  1 ombler  Company,  of  Easton,  Pa.,  of 
which  Arjay  Davies,  president,  of  the  National 
Wholesale  Grocers’  Association,  is  head ; the 
J.  A.  Eberts  Grocery  Company,  of  Bethlehem,  and 
iMartin  H.  Strauss,  of  Allentown,  are  about  to 
merge  interests.  The  Tomliler  Company  is  over 
seventy  years  old  and  the  other  two  aliout  twenty 
years.  In  the  consolidation  they  will  all  lose  their 
identity  and  become  parts  of  the  Davies,  Strauss 
& Stauffer  Company,  the  new  name  being  that  of 
Charles  M.  Stauffer,  now  general  manager  of  the 
Eberts  Compan\\  The  new  company  will  be  capi- 
talized at  about  $1,500,000.  Arjay  Davies  will  be 
president;  Martin  H.  Strauss,  treasurer,  and 
Charles  Stauffer,  vice-president  and  general 
manager. 


Co-operative  Society  in  Syracuse 
The  American  Grocers’  Society,  Inc.,  of  New- 
ark, N.  J.,  and  Boston,  Mass.,  a co-operative  Con- 
cern from  which  only  members  may  purchase 
supplies,  has  opened  a branch  in  Syracuse,  N.  Y. 
It  is  claimed  that  the  membership  is  now  over 
10,000.  The  society  has  warehouses  in  Boston, 
New  \ ork,  Newark,  Pittsliurgh,  Washington, 
D.  C.,  Baltimore  and  Savannah,  and  is  planning 
new  ones  for  New  Orleans  and  Worcester,  Mass. 


Armour  Branch  Loses  License 
Armour  & Co.’s  licenses  covering  their  trans- 
actions in  butter,  eggs  and  lard  at  their  Buffalo, 
N.  Y.,  branch  have  been  revoked  for  thirty  days, 
from  February  15,  by  the  Food  Administration, 
for  failure  to  mark  butter  invoices  and  containers 
with  the  words  “Cold  Storage,”  as  required  by 
the  Administration’s  regulations.  In  the  formal 
decision  it  was  said  : “This  was  a violation,  long 
continued  and,  in  our  judgment,  deliberate. 


The  Wholesalers’  Convention 
1 he  National  Wholesale  Grocers’  Association 
will  hold  its  next  (thirteenth)  annual  convention 
during  the  week  beginning  June  2,  at  Hotel  Sin- 
ton,  Cincinnati. 


An  Association  for  Ho.miny  Makers  • 
Practically  every  cannery  in  the  United  States 
packing  lye  hominy  has  joined  the  National  Asso- 
ciation of  Hominy  Makers,  which  was  organized 
at  the  recent  canners’  convention. 
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PATENT  OFFICE  RECORD 


Patents  Granted,  Trade  Mark  Applications, 
Certificates  Issued  and  Labels  and  Prints 
Registered  During  the  Month 


[staff  correspondence] 
Washington,  D.  C.,  Feb.  28,  1919. 
TIERE  follows  a complete  record  of  the  latest 
^ activities  of  the  United  States  Patent  Office, 
in  so  far  as  they  apply  to  the  tea,  coffee,  spice  and 
general  grocery  trades : 

Patents  Granted 

Percolator — Erederick  Hachmann,  St.  Louis, 
Mo.,  assignor  of  one-half  to  Fred  C.  Schoenthaler, 
St.  Louis.  (No.  1,290,546.)  A device  of  the  class 
described,  comprising  a liquid  receiving  vessel,  a 
coffee  container  constructed  and  arranged  to 


float  upon  the  surface  of  said  liquid,  and  a per- 
colator tube  having  a longitudinally  movable  sec- 
tion connected  for  movement  automatically  with 
said  container  to  accord  with  variation  in  the 
level  of  the  liquid.  (Illustrated.) 


Apparatus  for  Preparing  Coffee  Infusions — 
Robert  E.  West,  Colorado  Springs,  Col.  (No. 
1)291,315.)  In  an  apparatus  of  the  character  de- 
scribed, the  combination  of  a liquid  receptacle,  a 
removable  container  for  a charge  of  coffee  above 


said  receptacle,  a cover  for  said  container  and 
mechanically  operated  means  supported  by  said 
cover  within  said  receptacle  and  adapted  to  be 
readily  withdrawn  therefrom  for  lifting  liquid 
from  said  receptacle  and  delivering  it  continuously 
to  the  charge  of  coffee.  (Illustrated.) 


Coffee  Strainer — Louis  Daniels,  New  York. 
(No.  1,291,429.)  The  herein  described  coffee 
strainer  comprising  an  open  frame,  a hollow 
reticulated  strainer  body  attached  to  the  frame 
and  serving  either  as  an  internal  strainer  for  a 
coffee  pot  or  as  a cup  strainer,  and  holding  means 
for  the  device  comprising  a spring  hook  carried 
by  one  end  of  the  frame  and  adapted  to  extend 
therefrom  over  the  rim  of  the  coffee  pot  and 
thence  downward  and  inward  toward  the  center 
of  the  strainer  body,  and  a handle  carried  by  the 
opposite  end  of  the  device  and  extending  in  a 
direction  away  from  the  body.  (Illustrated.) 


Coffee  Grinder — rHerbert  L.  Johnston,  assignor 
to  the  Hobart  Manufacturing  Company,  Troy, 
Ohio.  (No.  1,291,534.)  In  a machine  of  the’ 
character  described,  a casing,  a rotatable  bur 
mounted  therein,  with  means  for  rotating  the 
same,  a second  bur  to  co-operate  with  the  rotatable 
bur,  and  means  for  normally  locking  said  bur  in 
fixed  position  in  the  casing,  said  means  compris- 
ing a ball  located  between  the  casing  and  the  bur, 
with  means  for  holding  the  ball  in  engaging  posi- 
tion, said  means  adapted  to  yield  under  pressure 
to  release  the  fixed  bur  and  allow  the  same  to 
rotate  with  the  rotatable  bur  and  means  for  hold- 
ing said  locking  means  out  of  operation  when  re- 
leased  u'ntil  reset.  (Illustrated.)  . < 


Trade  Marks  Registered 
Here  is  a list  of  marks  which  have  been  regis-  i 
tered  and  for  which  certificates  have  been  issued:  ' 

'‘01-I-V-Nut.”  (124,029.)  John  G.  Neumeis- 

ter  Company,  Chicago,  111.  For  olive  and  peanut 
oil.  First  use,  April  18,  1918. 

‘Uemulsion.”  (124,062.)  The  Widlar  Com-  ; 
pany,  Cleveland,  Ohio.  For  lemon  flavors  and  ex-  ; 
tracts  for  food  flavoring.  First  use,  November  ' 
30,  1917.  Registered  December  31,  1918.  | 


“Kah-va.”  (124,106.)  Kellogg  Toasted  Corn  ^ 
Flake  Company,  Battle  Creek,  Mich.  For  a coffee-*  ^ 
like  beverage.  First  use,  February  16,  1918.  ' 

“Premier.”  (124,110.)  Francis  H.  Leggett  & 
Co.,  New  York,  N.  Y.  For  certain  named  foods. 
First  use,  on  tea  April,  1903;  spices,  September, 
1902;  flavoring  for  foods,  June,  1903,  olive  oil, 
April,  1903;  salad  dressing,  August,  1914. 

“Advo.”  (124,124.)  McCord-Brady  Company, 
Omaha,  Neb.  For  certain  named  foods.  First 
use,  December,  1899. 

Registered  January  14,  1919. 


“Outing.”  (124,189.)  Castle  Bros.,  San  Fran- 
cisco, Cal.  For  certain  named  foods.  First  use, 
1905. 

“Banner.”  _ (124,203.)  The  Minor  & Dixon 
Company,  Cincinnati,  Ohio.  For  coffee.  First 
use,  1887.  Registered  January  21,  1919. 
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TRADE  MARKS  PENDING 
The  following  marks  have  been  favorably  acted 
upon.  Any  person  who  believes  he  would  he 
damaged  by  the  registration  of  a mark  may  within 
thirty  days  enter  opposition  to  prevent  the  pro- 
posed registration.  All  inquiries  should  he  ad- 
dressed to  The  Tea  and  Coffee  Trade  Journal, 
79  Wall  street.  New  York. 

Week  Ending  Novemrer  26,  1918 
“jekeo."’  (113,5^9.)  John  E.  King  Coffee  Com- 
pany, Detroit,  Mich.  Coffee. 


Week  Ending  December  31,  1918 
“Silk  Stocking."  (113,514.)  ■ J.  J.  Rogers  & 


Trade  Mark.s  Pending 


Son,  Tupelo,  Miss.  For  coffee,  rice,  wheat  flour 
and  flavoring  extracts  for  foods. 


Week  Ending  January  7,  1919 
“Lisaco.”  (112,694.)  Liberty  Salad  Oil  Com- 
pany, New  York.  For  salad  oils. 

“Figure  of  a stork  MCCO.”  (113,494.)  Mac- 
Donald & Co.,  San  Francisco,  Cal.  For  cocoa. 

“Olympian”  figure  of  a man  throwing  a disk. 
U 13)676. ) The  Stowell  Coffee  Company,  Cin- 
cinnati, Ohio.  For  coffee. 


Week  Ending  January  14,  1919 
“Figure  of  a hand  holding  a fish.”  (103,105.) 
Frank  E.  Davis  Company,  Gloucester,  Mass.'  Used 
on  certain  named  foods. 


Week  Ending  January  28,  1919 
“Liiluca,”  woman  (head  of).  (113,509.)  Mic- 


routscicos  Bros.,  New  York.  I'or  edible  oil, 
namely,  cottonseed  oil  mixed  with  olive  oil. 


THE  UPLIFT  CORNER 


Helpful  Thoughts  and  Verses  that  Make 
for  Self-Reliance  and  Freedom,  in 
Blending  Sentiment  with 
Business 


OATH  OF  THE  YOUNG  MEN  01'  ATHENS 
“JUc  ziHll  iiczrr  briuij  disgrace  to  this  our  city 
by  any  act  of  d'ishoncj>ty  or  coTcardicc,  nor  cirr 
desert  our  suffering  comrades  in  the  ranks.  IVe 
zidll  fight  for  the  ideals  and  sacred  things  of  the 
' city,  both  alone  and  until  many;  zve  zvill  revere 
and  obey  the  city’s  laws  and  do  our  best  to  incite 
a like  respect  and  reverence  in  those  above  us 
zvho  are  prone  to  annul  or  set  them  at  naught; 
zee  zvill  strwe  unceasingly  to  quicken  the  public’s 
sense  of  civic  duty,  lints  in  all  these  zmys  zee 
zeill  transmit  this  city  not  only  not  less  but 
greater,  better  and  more  beautiful  than  it  zeas 
transmitted  to  us.” 


On  the  Oath  of  the  Young  Men 
Men  swore  an  oath  in  Athens  to  this  end — 

To  make  their  city  beautiful  and  great, 

A citadel  their  valor  might  defend, 

A shrine  to  hold  the  honor  of  the  state. 

O,  mine  ozen  city,  young  and  strong  and  bold. 
Are  we,  thy  sons,  less  loyal  than  of  oldF 

They  swore  an  oath  in  Athens  to  revere 
Their  city’s  laws,  her  fair  and  holy  things ; 

To  hold  in  veneration,  without  fear. 

Her  high  ideals — the  glory  of  her  wings. 

O,  mine  ozen  city,  zee  teho  are  thy  sons — 

Are  zve  less  faithful  than  these  elder  ones? 

They  swore  an  oath  in  Athens,  they  whose  dust 
Dares  us  to-day  with  no  uncertain  voice 
To  leave  their  city  lovelier — a trust 

Inilfiilled  whereat  their  children  might  rejoice. 

O,  mine  ozen  city,  young  and  fair  and  free, 

('lod  grant  we  do  not  less  in  serving  thee! 

— Written  by  Thf;odo.sia  Garrlson  for  the  City 
I listory  Club. 


THE  ROAD  TO  HAPPINESS 
Let  us  see  to  it  that  nothing  good  in  us  goes  un- 
expressed ; for  every  right  impulse  given  effect 
we  gain  a thousandfold. — Stephen  P>errien  Stan- 
ton,‘‘The  Hidden  Hapiiiness.” 
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THE  SLACK-FILLED'  CONTAINER* FRAUD 

Not  all  the  spice  packers  are  willing  to  plead  guilty  to  the  slack-filled  spice  package 
indictment.  One  of  them  writes  us  that  he  has  been  placing  the  net  contents  on  his  slack- 
filled  package,  and  this,  it  seems  to  us,  shows  the  right  war-time  spirit.  But  Dr.  Alsberg  is 
said  to  have  declared  that  the  size  of  the  container  should  be  taken  as  the  only  index  of  the  j 

contents.  In  normal  times,  yes,  but  wasn  t this  the  only  honorable  way  out  for  the  spice  ’ 

packer  facing  a serious  container  dilemma? 

The  Solicitor  of  the  Department  is  said  to  be  waiting  on  the  spice  trade  hearing  on  this  ' 

question,  while  Dr.  Alsberg,  on  the  other  hand,  appears  to  be  waiting  on  the  determination  • 
of  some  close  questions  of  law  involved  in  the  interpretation,  of  the  net  weight  amendment 
by  the  Solicitor.  Meanwhile  the  slack-filled  abuse  has  spread  to  tea  and  coffee,  and  the 
consumer  is  being  further  imposed  upon.  The  right  thing  is  for  the  packer  to  adopt  a smaller  1 

sized  package  if  he  cannot  afford  to  fill  the  standard  size  he’s  been  using.  If  for  any  reason  1 

he  cannot  get  it  in  tin  or  fiber,  why  not  use  cartons  or  paper  bags?  One  thing  is  certain,  .} 

the  Department  of  Agriculture  owes  it  to  the  honest  packer  and  to  the  consumer  to  stop  j 

without  further  delay  the  fraud  represented  by  the  slack-filled  package.  It  should  never  have  ,1 

been  permitted  in  the  first  place. — U.  . 


AN  UNFORTUNATE  "TEMPEST  IN  A TEA  POT”  i 

It  is  to  be  regretted  that  so  estimable  a publication  as  The  Literary  Digest  should  have  .;i 

become  a party  to  the  spread  of  such  a purely  gratuitous  attack  upon  tea  as  that  which  it  recently  l| 

published  under  the  smart  title  of  “Teetolahsm  and  Tea-Tippling.”  As  originally  printed  | 

the  item  would  not  have  drawn  serious  attention  from  this  trade,  but  because  of  its  being  ' 

given  currency  by  a paper  of  the  standing  of  The  Literary  Digest  it  has  assumed  a dignity  1 

not  justified  by  its  character,  and  has  caused  a disproportionate  “tempest  in  a tea  pot.”  j 

The  Literary  Digest  made  the  mistake  of  assuming  that  the  mouthpiece  of  a health  ! 

institute  was  a safe  authority  on  tea.  The  sanitarium  man’s  business  is  to  discredit  tea  and 
coffee  wherever  possible.  He  saw  in  a statement  by  the  National  City  Bank  of  New'  York 
a fine  text  on  which  to  hang  a characteristic  anti-tea  editorial.  He, wrote: 

^*The  National  City  Bank  of  New  York  has  made  a special  investigation  for  the  purpose 
of  ascertaining  whether  the  consumption  of  tea  was  increasing  or  diminishing.  The  result 
was  the  discovery  that  tea  drinking  is  increasing  at  an  alarmingly  rapid  rate.  * * * When 

King  Alcohol  is  finally  dethroned  we  shall  have  to  begin  another  campaign  against  tobacco, 
tea  and  coffee,  so  that  we  may  be  free  from  drug  addiction  of  all  kinds.” 

The  National  City  Bank  statement  responsible  for  this,  after  mentioning  that  the  tea  . | 

imports  of  1918  were  151,000,000  pounds,  as  compared  with  103,000,000  in  1917,  and  115,000,000  ! 
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pounds  in  the  liigh  record  year  of  1909,  reaches  the  niisfaken  conclusion  that  the  large  in- 
crease was  consumed  in  America,  whereas,  as  every  intelligent  man  in  the  trade  knows, 
practically  all  the  excess  al  ove  our  normal  imports  was  held  in  warehouses  to  meet  a growing 
export  demand,  due  to  the  closing  of  European  sources  of  supply.  The  increased  imports 
were  also  in  part  due  to  the  fact  that  large  quantities  of  tea  were  sent  here  on  consignment 
in  1918.  because  the  producers  found  their  regular  markets  abroad  temporarily  closed  to  them. 
The  National  City  Bank’s  error  reminds  us  of  the  doctor  who,  when  he  saw  the  saddle 
under  the  bed.  rashly  concluded  that  the  patient  had  eaten  the  horse.  In  point  of  fact  there 
doesn’t  seem  to  be  much  excuse  for  publishing  the  statement  unless  the  idea  was  to  "bull”  the 
tea  market,  because  it  is  certainly  misleading  to  talk  about  ‘‘the  tea  habit”  of  people  of  the 
United  States  when  every  school  hoy  knows  we  are  a nation  of  coffee  drinkers.  And  when 
we  read  further  in  this  statement  that  “another  extremely  striking  change  in  the  tea  habit 
of  the  people  of  the  United  States  is  the  disposition  to  look  to  the  Indies  for  our  tea  supply 
instead  of  the  China-Japan  area  as  in  the  past,”  and  that  “the  great  tea  successes  of  to-day 
are  those  utilizing  large  capital,’’  we  remember  that  the  National  City  Bank  has  a tea  axe 
to  grind,  and  we  are  convinced  that  the  bank’s  press  agent  is  not  altogether  guiltless. 

True,  the  consumption  error  was  partially  corrected  by  a large  tea  import  house,  which 
caused  to  be  published  in  a New  York  newspaper  an  advertisement,  in  which  it  was  pointed 
out  that  the  tea  imports  for  1918  were  abnormal,  and  were  in  no  way  affected  by  the  actual 
consumption  of  tea  in  the  United  States,  which,  it  adds,  “has  decreased  from  1.39  pounds 
per  capita  in  1880  to  .97  pounds  in  1917.”  This  advertisement  also  states  that  while  the  popu- 
lation of  the  United  States  has  increased  ic8  per  cent  in  twenty-seven  years,  the  tea  imports 
have  increased  only  43  per  cent.  These  figures  are  commended  to  the  thoughtful  considera- 
tion of  the  National  City  Bank,  the  sanitarium  editor,  and  particularly  to  The  Literary  Digest, 
which  owes  it  to  itself,  as  well  as  to  its  readers,  to  correct  the  false  impression  it  has  helped 
spread  abroad. 

As  for  the  suggestion  that  tea  and  coffee  may  eventually  be  legislated  from  off  our  diet 
list,  it  is  tco  frivolous  to  be  given  serious  thought  by  intelligent  moulders  of  public  opinion. 
Tea,  like  coffee,  needs  no  apology,  although  it  has  a story  to  tell,  and  the  tea  men  should 
see  to  it  that  it  be  told  without  bombast  and  with  a nice  regard  for  common  sense  and 
accuracy.  Undoubtedly  the  American  people  would  drink  more  tea  if  they  were  t9ld  more 
about  its  dietetic  value,  how  to  know  good  tea  when  they  see  it,  and  how  to  make  it  correctly 
and  really  enjoy  it.  Here  is  a greater  opportunity  for  an  educational  advertising  campaign 
than  was  ever  offered  to  the  coffee  men  in  this  country.  While  the  coming  coffee  campaign 
may  rescue  a number  of  the  perishing  ones  who  have  back-slid  into  the  substitute  fakers’ 
camp,  and  while  it  may  hearten  the  weak-kneed,  who  long  to  be  red  blooded  but  are  haunted 
by  the  fear  thoughts  planted  in  them  by  these  same  fakers,  it  is  a moot  question  as  to 
whether  the  average  American  coffee  drinker  can  be  persuaded  to  drink  much  more  coffee 
than  he  is  now  drinking.  But  there  is  no  such  question  about  tea.  All  that  needs  to  be  done 
is  to  tell  the  coffee  drinker  what  he’s  missing  by  not  having  tea  included  in  his  dietary  to 
make  him  want  to  take  it  on — not  in  place  of  coffee,  but  as  another  of  life’s  pleasures. 

The  moral  which  attaches  to  this  “tempest  in  a tea  pot’’  is  twofold;  First,  banking 
concerns  with  trade  connections  should  be  careful  not  to  hand  out  to  the  press  misleading 
or  half-baked  statements  designed  to  bull  or  bear  the  speculative  markets — they  are  likely 
to  prove  boomerangs;  Second,  editors  should  exercise  more  caution  in  dealing  with  press 
agent  propaganda,  and  learn  to  spot  it  in  whatever  guise  it  presents  itself,  even  in  the  columns 
of  well-meaning  but  misguided  sanitarium  organs. — W.  G. 

HOW  TO  INCREASE  THE  CONSUMPTION  OE  TEA 

Statistics  show  that  the  per  capita  consumption  of  tea  has  not  increased  with  the  in- 
crease in  population.  Why  is  this?  We  suggest  two  reasons;  First,  because  the  mass  of 
tea  imported  into  the  country  is  below  medium  quality.  Would  not  an  improvement  be 
effected  by  raising  the  standards  for  tea  imports?  We  think  so.  Second,  because  the  tea 
men  haven’t  advertised.  The  remedy  is  simple  ; Raise  the  tea  standards,  so  that  only  teas 
of  quality  shall  be  offered  to  the  consumer,  d'hen  make  an  advertising  i)ropaganda  which 
will  teach  both  the  trade  and  the  consumer  how  to  make  the  beverage  properly.  Intelligently 
directed,  such  a campaign  will  soon  sell  two  pounds  of  tea  where  only  one  was  sold  before. 
Every  coffee  drinker  is  also  a potential  tea  drinker.  The  opportunity  is  a big  one.  We  hope 
to  see  the  tea  men  rise  to  it. — U. 


TEA  AND  COFFEE  RESEARCH  BUREAU 

^ A department  of  scientific  research  under  the  editors’  direction  in  which 
will  be  found  short,  popularized  reviews  of  current  and  older  works  of  a phy- 
siological-chemical character,  fugitive  paragraphs,  references  and  articles  dealing 
with  the  history,  pharmacology  and  technology  of  tea,  coffee  and  spices. 


COFFEE  CARBOHYDRATES 

Their  Occurrence  in  the  Green  Bean  and  Their 
Use  in  the  Preparation  of  Coffee 
for  Consumption 

^ ARBOHYDRATES  are  substances  composed 
of  carbon,  hydrogen  and  oxygen.  The  term 
carbohydrate  originated  through  the  erroneous 
conception  that  these  substances  were  compounds 
of  carbon  and  water,  as  the  proportion  of  oxygen 
to  hydrogen  in  them  is  generally  the  same  as  in 
water ; for  instance,  the  chemical  formula  for 
cane  sugar,  C12H22O11,  might  just  as  well  be 
written  C12I1H2O.  The  general  class  of  carbo- 
hydrates may  be  divided  into  sugars,  starches, 
gums  and  celluloses. 

The  sugars  of  particular  interest  in  connection 
with  coffee  are  glucose,  sucrose,  mannose,  galac- 
tose, melezitose,  lactose  and  the  pentoses,  of 
which  xylose  and  arabinose  are  examples.  Glu- 
cose, C0H12O0,  is  commonly  known  as  grape  sugar, 
and  occurs  in  honey  and  in  a number  of  sweet 
fruits.  Sucrose  is  the  common  cane  and  beet 
sugar  of  commerce.  Mannose  and  galactose  are 
two  hexoses,  obtained  by  the  hydrolysis  of  natural 
vegetable  products,  the  former  from  the  so-called 
hemi-culluloses  of  peas,  coffee  beans,  date  stones, 
ivory  nuts,  etc. ; the  latter  from  milk  sugar,  and 
the  gums  of  peaches  and  plums  and  the  pectic 
substances  of  carrots  and  pears.  Lactose  is  a 
constituent  of  milk,  being  known  as  milk  sugar. 
Melezitose  is  a trisaccharide,  C18H32O16,  occurring 
in  some  saps,  manna  and  the  honey  of  bees  in 
certain  localities.  The  pentoses,  C3H10O5,  occur 
in  many  plant's,  generally  in  a combined  state. 

Carbohydrates  in  Unadulterated  Coffee 

There  has  been  considerable  diversity  of  opin- 
ion regarding  the  sugar  of  coffee.  Bell  believed 
the  sugar  to  be  of  a peculiar  species  allied  to 
melezitose,  but  Ewelff,  G.  L.  Spencer  and  others 
definitely  proved  the  presence  of  sucrose  in  cof- 
fee. In  fat-free  coffee  6 per  cent  of  sucrose  was 
found  extractable  by  70  per  cent  alcohol.  Baker^ 

1 Amer.  Chem.  J.,  14,  473  (1892). 


claimed,  that  manno-arabinose,  or  mannoxylose, 
formed  one  of  the  most  important  constituents 
of  the  coffee  berry  substance  and  yielded  man- 
nose on  hydrolysis.  Schultze  and  Maxwell  state 
that  raw  coffee  contains  galactan,  mannan  and 
pentosans,  the  latter  present  to  the  extent  of  5 
per  cent  in  raw  and  3 per  cent  in  roasted  coffee. 

By  distilling  coffee  with  hydrochloric  acid  Ewell  ; 
obtained  furfural  equivalent  to  9 per  cent  pen- 
tose. He  also  obtained  a gummy  substance  which, 
on  hydrolysis,  gave  rise  to  a reducing  sugar,  and 
as  it  gave  mucic  acid  and  furfural,  on  oxidation, 
he  concluded  that  it  was  a compound  of  pentose 
and  galactose.  In  undressed  Mysore  coffee  Com- 
maille^  found  2.6  per  cent  of  glucose  and  no  dex- 
trin. This  claim  of  the  presence  of  glucose  in 
coffee  was  substantiated  by  the  work  of  Hlasi- 
wetz^,  who  resolved  a caffetannic  acid,  which  he  . 
had  isolated,  into  glucose  and  a peculiar  crystalliz-  i 
able  acid,  CsHs04,  which  he  named  caffeic  acid. 

In  examining  the  flowers  from  20-year-old  cof- 
fee trees  Graf  found  a reducing  sugar,  phytos-  t 
terol,  caffetannic  acid,  and  0.9  per  cent  of  caffeine.  ' 

The  starch  content  of  coffee  is  very  low.  ' 

Cereals  may  readily  be  detected  and  identified  in  ; 

coffee  mixtures  by  the  presence  and  character- 
istics of  their  starch,  in  view  of  the  fact  that  ; 
coffee  (and  chicory)  is  practically  free  from 
starch.  On  this  score  it  is  inadvisable  for  dia-  j 
betics  to  use  any  of  the  many  cereal  substitutes  ( 
for  coffee.  It  is  pertinent  to  note  in  this  connec-  i 
tion  that  persons  suffering  from  diabetes  may  ■ 
sweeten  their  coffee  with  saccharin  (j/2  to  i grain  ‘ ' 
per  cup)  or  glycerol,  thus  obtaining  perfect  satis- 
faction without’  endangering  their  health. 

The  cellulose  in  coffee  is  of  a very  hard  and 
horny  character  in  the  green  bean,  but  it  is  made 
softer  and  more  brittle  during  the  process  of 
roasting.  It  is  rather  difficult  to  define  under  the 
microscope,  particularly  after  roasting,  even 
though  the  chief  characteristics  of  the  cellular  tis- 
sue are  more  or  less  retained.  Coffee  cellulose 
gives  a blue  color  with  sulphuric  acid  and  iodine, 

2 Analyst,  26,  116  (1902).  3 

Mon.  Sci.,  3,  6,779. 

^ J.  P.  C.,  1867,  307. 
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ami  is  dissolved  by  an  ammoniacal  solution  of 
copper  oxide.  Even  after  roasting,  remnants  of 
the  silver  skin  are  always  present,  the  structure 
of  which,  a thin  membrane,  with  adherent,  thick- 
walled,  spindle-shaped,  hollow  cells,  is  peculiar 
to  coffee. 

C-XRBOHYDRATES  IX  COFFEE  PREPARATION 
In  roasting  coffee  the  cellulose  and  other  con- 
stituents are  decomposed  by  heat  to  give  a galaxy 
of  products,  the  sugars  lieing  in  the  main  con- 
verted into  caramel.  The  caramel  which  is  thus 
produced  is  the  main  color-producing  constituent 
of  the  coffee  infusion.  The  exact  part  played 
by  the  sugars  in  the  production  of  the  individual- 
istic flavoring  components  of  coffee  is  not  well 
understood.  True,  ErdmaiP  claimed  that  the 
aroma  of  coffee  is  produced  when  caffetannic  acid, 
caffeine  and  cane  sugar  are  gently  heated  to- 
gether, and  not  when  any  one  of  these  constitu- 
ents is  omitted ; but  later  investigators  have  been 
unable  to  duplicate  his  work.  Frequently  coffee 
has  been  roasted  with  an  addition  of  sucrose  or 
glucose,  with  the  object  of  improving  the  quality 
of  the  resultant  product.  When  roasted  with 
the  addition  of  glucose  syrup,  the  berries  hold  an 
additional  7 per  cent  of  water  and  give  a darker 
decoction  than  normally  roasted  coffee.  When 
the  green  coffee  is  glazed  with  cane  sugar  prior 
to  roasting,  the  losses  during  the  process  are  much 
higher  than  ordinarih',  on  account  of  the  higher 
temperature  required  to  attain  the  desired  results. 
Losses  for  ordinary  coffee  taken  to  a 16  per  cent 
roast  are  9.7  per  cent  of  the  original  fat  and  21. i 
per  cent  of  the  original  caffeine,  while  for  “sugar 
glazed”  coffee  the  losses  were  18.3  per  cent  of 
the  original  fat  and  44.3  per  cent  of  the  original 
caffeine,  using  8-9  per  cent  sugar  with  Java  coffee. 

One  ingenious  use  of  sugar  for  sophisticating 
coffee  was  at  one  time  practiced  by  preparing  a 
coffee  extract  from  the  whole  beans  and  then  re- 
roasting with  the  addition  of  a little  sucrose. 

Glazing  is  sometimes  practiced  for  the  alleged 
purpose  of  improving,  the  keeping  properties  of 
the  roasted  beans,  and  one  of  the  mixtures  em- 
ployed, glucose  and  egg  albumen,  is  said  to  also 
have  the  effect  of  clarifying  the  brew.  However, 
the  improved  appearance  of  the  beans  and  an  in- 
crease of  weight,  due  to  the  absorption  and  re- 
tention of  moisture,  are  probably  the  important 
conditions.  This  latter  end  can  be  reached  by 
the  addition  of  cane  sugar  previous  to  roasting. 

The  literature  relating  to  coffee  extracts  and 
coffee  essences  shows  that  sugars  have  played  a 
considerable  part  in  their  preparation.  In  the 

5 Ber.,  .3.5,  1846-18.54  (1901). 


manufacture  of  the  liquid  extracts  of  coffee,  sugar 
in  various  forms  was  frequently  added  to  cloak 
the  bitter  flavor  produced  by  improper  prepara- 
tion, and  also  to  render  them  more  suitable  for 
soda-fountain  use.  Caramel  is  often  added  to 
these  essences  in  order  to  deepen  the  color,  and 
even  factitious  caramels,  made  by  adding  a brown 
coal-tar  dye  to  glucose,  have  been  employed  as 
adulterants.  In  making  solid  coffee  extract  tab- 
lets, lactose  and  surcrose  are  employed  for  the 
multiple  purpose  of  a binder  for  the  tablets,  to 
mask  unnatural  flavors  which  may  be  present, 
and  also  to  permit  using  the  tablet  for  making 
coffee  without  the  presence  of  accessories. 

This  gives  rise  to  the  question  of  why  sugar  is 
used  in  coffee.  At  the  present  time  the  use  of 
sugar  may  probably  be  attributed  to  the  fact  that 
when  the  average  drinker  of  coffee  began  to  con- 
sume his  beverage,  it  was  given  to  him  with  an 
ample  amount  of  sugar  therein,  and  ever  since 
he  has  always  put  a certain  amount  of  sugar  in 
his  cup  before  tasting  it.  The  original  of  this 
practice  may  be  partly  attributed  to  bad  roasting 
and  brewing  during  the  early  days  of  the  use  of 
coffee  as  a beverage,  and  partly  to  the  inevitable 
inclination  of  the  human  being  toward  sweet 
beverages.  The  fact  that  sugar  serves  to  cover 
up  some  of  the  characteristics  of  the  coffee  drink 
is  demonstrated  every  day  by  cup  testers,  who 
seldom,  if  ever,  put  sugar  in  coffee  when  testing 
it,  regardless  of  their  knowledge  that  the  ma- 
jority of  the  consumers  do.  Also  connoisseurs 
of  coffee,  those  who  are  good  judges  of  the  drink, 
and  who  drink  it  for  the  utmost  flavor  which  it 
contains,  do  not  mar  it  by  the  addition  of  sugar. 

There  is  this  much  that  can  be  said  in  favor 
of  the  use  of  sugar  in  coffee.  A straight  bre\t 
of  coffee  has  but  little  food  value,  but  the  addi- 
tion of  two  teaspoonfuls  or  two  lumps  (approxi- 
mately 20  grams)  of  sucrose  to  the  average  sized 
cup  of  coffee  will  raise  its  food  value 
to  80  calories. 


ENGLAND  PERMITTING  TEA  EXPORTS 

I .SPECIAL  correspondence] 

P>ERNE,  Switzerland,  h'eb.  9,  1919. — The  British 
Government  has  notified  our  h'ederal  Council  that 
the  British  War  Trade  Office  is  now  ready  to 
grant  export  licenses  for  limited  shipments  of  tea 
to  Switzerland,  Holland,  Norway,  Sweden  and 
Denmark.  These  limitations  are  exactly  defined. 
Applications  must  be  reinforced  by  official  recom- 
mendations and  references,  says  the  “Berne 
Bund,”  the  official  Government  journal,  which 
assumes  the  Black  List  is  still  in  force,  according 
to  the  latest  news  from  London.  1,  T.  N. 


MISCELLANEOUS  TRADE  NEWS 

^ A Department  Covering  the  Activities  and  Developments  of  the  Manu- 
facturing Tea,  CoflFee,  Sp’ce  and  Fine  Grocery  Interests  and  the  Supply  Trades 


COFFEE  ASSOCIATION  NEWS 

About  Unjust  Wharfage  Charges,  Premiums, 
Invoice  Dates  and  Invoices,  Terms  and 
Discounts  and  Uniform  Prices 


INURING  the  month  of  February  the  National 
Coffee  Roasters’  Association  sent  to  its  mem- 
bers an  unusually  large,  number  of  bulletins  on 
subjects  of  interest  to  the  whole  coffee  trade. 
Among  subjects  discussed  were  unjust  wharfage 
charges  in  New  York,  premium  legislation,  dates 
of  purchase  on  invoices,  suggestions  for  a stand- 
ard invoice  form,  terms  and  cash  discounts,  and 
basing  roasted  coffee  prices  on  the  current  or  daily 
market. 

Wharfage  Charges 

In  regard  to  unjust  wharfage  charges  the  asso- 
ciation says  several  members  have  complained 
about  some  New  York  rates  on  imports  of  coffee, 
spices,  etc.  Members  of  the  N.  C.  R.  A.  and  non- 
members who  have  complaints  to  make  are  re- 
quested to  send  full  particulars  to  the  association 
office  at  74  Wall  street.  New  York. 

• For  Premium  Users 

Members  interested  in  premiums  are  recom- 
mended to  get  in  touch  with  the  American  Manu- 
facturers’ Premium  Association,  at  32  Liberty 
street.  New  York  (Charles  Wesley  Dunn,  gen- 
eral counsel),  whenever  they  want  advice  or  in- 
formation about  premium  legislation  or  similar 
matters. 

For  Better  Invoice  Forms 
The  executive  committee  recommends,  to  mem- 
bers and  non-members  that  they  show  the  date  of 
purchase,  as  well  as  the  date  of  shipment,  on  their 
invoices.  The  general  trade  practice  has  been  to 
book  orders  at  a fixed  price  for  later  delivery,  and 
often  changes  in  current  prices  occur  between  the 
date  of  purchase  and  the  date  of  shipment.  The 
bulletin  says  : “Invoices  to  the  trade  showing  only 
the  date  of  shipment  and  omitting  all  reference  to 
date  of  sale  are  often  used  by  buyers  with  com- 
peting salesmen  in  an  effort  to  secure  advantage, 


and  this  practice  causes  general  demoralization  to 
the  sales  force.  The  matter  can  readily  be 
remedied  if  all  interests  will  adopt  the  plan  of 
entering  the  date  of  purchase  on  every  invoice. 
To  be  effective  the  date  of  purchase  should  im- 
mediately precede  or  follow  the  date  of  shipment, 
so  that  the  latter  may  not  be  seen  or  displayed 
without  also  displaying  the  former.” 

It  was  also  suggested  that  roasters  do  not  show 
the  particular  rate  of  discount  on  the  invoice, 
but  instead  fill  in  the  actual  discount  in  dollars 
and  cents  as  follows:  “Terms  30  days.  Deduct 

$3.47  discount  if  paid  on  or  before  March  31, 
1919.”  In  this  way  it  is  hoped  to  prevent  dealers 
making  errors  in  figuring  discounts  themselves. 

Terms  and  Cash  Discounts 

The  association  believes  now  is  the  time  to 
shorten  terms  of  sale,  and  recommends  that  the 
period  be  reduced  to  30  days,  or  at  the  very 
maximum  60  days,  and  also  to  omit  any  distinction 
for  teas,  including  them  under  the  general  terms 
for  all  products.  It  is  further  suggested  that 
the  maximum  cash  discount  should  he  2 per  cent. 

Basing  Prices  on  Daily  Market 
In  regard  to  the  differences  in  coffee  prices 
existing  in  many  sections  of  the  country,  which  is 
said  to  be  due  to  the  fact  that  some  roasters  still 
have  low-cost  produce  while  others  have  to  make 
replacements  in  high  markets,  the  N.  C.  R.  A. 
says  that  confidence  in  coffee  on  the  part  of  the 
retailer  can  hardly  be  established  so  long  as  the 
wholesale  market  for  roasted  coffee  continues  as 
confused  as  at  present,  and  “can  only  be  brought 
about  by  basing  the  product  on  the  current  or 
daily  market,” 

More  New  Members 

The  following  firms  have  recently  become  mem- 
bers of  fche  association : The  Higgins-Babcock- 

Hurd  Company,  Cleveland;  Oliver-Finne  Com- 
pany, Memphis;  J.  A.  Folger  & Co.,  Kansas  City; 
Warfield-Pratt-Howell  Company,  Sioux  City,  and 
the  Powell-Sanders  Company,  Spokane, 
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NEW  COFFEE  BROKERAGE  HOUSE 

W.  Lee  Simmonds,  Formerly  of  Steinwender, 
Stoffregen  & Co.,  Establishes  Business 
on  His  Own  Account 


LEE  SIMMONDS,  for  twenty-six  years 
• with  Steinwender,  Stoffregen  & Co.,  New 
York,  as  coffee  grader  and  manager  of  the  South- 
ern jobbing  department,  has  severed  his  connec- 
tion with  that  firm  to  organize  a coffee  brokerage 
business  under  the  name  of  W.  Lee  Simmonds  & 
Co.,  acting  as  buyer  and  broker  for  out-of-town 


President  Wilson's  first  trip  to  the  Paris  peace 
conference  was  displayed  in  the  drygoods  window 
of  Gimbel  Bros.,  New  York,  tluring  the  month. 
The  urn  was  of  the  conventional  shape  and  made 
by  the  manufacturer  of  IHerwear  aluminum 
articles. 


A TESTED  COFFEE  PACKAGE 


Laboratory  Investigation  Demonstrating  the 
Keeping  Qualities  of  the  “Napacan” 

Fiber  Container 


\\ . Lee  Simmonds  in  a Private  Room  of  His 
New  Coffee  Broker.vge  Offices 


roasters.  His  son,  A.  G.  Simmonds,  will  be  a 
partner  in  the  business. 

Mr.  Simmonds’  father,  an  old-time  New  York 
coffee  merchant,  is  still  actively  engaged  in  the 
business,  so  that  the  advent  of  this  new  concern 
finds  three  generations  of  the  Simmonds  family 
engaged  in  the  coffee  business  on  Front  street. 

The  offices  of  the  new  firm  occnjiy  the  entire 
street  floor  at  88  P'ront  street,  and  are  complete 
in  every  detail,  the  equipment  including  the  latest 
type  of  coffee,  sampling  and  testing  devices.  The 
accompanying  picture  shows  Mr.  Simmonds 
seated  in  the  private  office  of  his  new  quarters. 


HISTORIC  COFFEE  URN  DISPLAYED 
The  8o-gallon  aluminum  coffee  urn  which  was 
used  aboard  the  S.  S.  George  Washington  during 


"^HE  accompanying  cut  illustrates  what  is 
known  as  the  ‘‘Hermetic  Seal”  process  coffee 
can.  It  is  a new  type  of  paper  coffee  package 
manufactured  by  the  National  Palmer  Can  Com- 
pany, Milwaukee,  hav- 
ing a special  closure 
designed  to  -retain  the 
original  flavor  and 
strength  of  the  coffee. 

Some  interesting  tests 
were  recently  made 
with  this  package  by 
the  Detroit  Testing 
Laboratory,  the  results 
of  which  are  embodied 
in  a seven-page  report 
to  the  manufacturers. 

The  letter  accompany- 
ing this  report  states 
that  under  average 
conditions  or  under  ex- 
tremes of  heat  and 
moisture  three  types  of  New  1 ype  of 

“Hermetic  Seal”  clos-  Paper  Can 

lire  containers  were 

found  slightly  superior  to  tin  cans.  The  report 
explains  that  in  the  case  of  tin  the  hard  surface 
throws  back  any  oil  which  exudes  from  the  coffee, 
and  this  oil,  unabsorbed,  becomes  rancid  and 
contributes  to  coffee  staleness,  whereas  the 
“Napacans”  have  an  absorbing  surface.  The  con- 
tainers studied  were  regular  tin  cans  with  slip 
covers,  plain,  unlined  cardboard  cartons,  and  four 
types  of  “Napacans”  with  “Hermetic  Seal" 
closures. 

L.  C.  Brooks,  president  of  the  National  Paper 
Can  Comiiany,  states  that  during  the  past  few 
months  he  has  been  in  contact  with  coffee  roast- 
ers on  the  Pacific  Coast,  who  jiacked  ground 
coffee  in  vacuum  tins,  and  he  is  confident  that 
the  “Napacan’’  with  “Hermetic  Seal”  closure 
constitutes  a process  of  packing  in  the  all-paper 
can  just  as  much  as  the  vacuum  tin  is  a process 
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of  packing,  and  that  ground  coffee  put  up  in  the 
Napacan”  with  the  special  closure  will  keep  as 
well,  for  any  commercial  period,  as  the  more  ex- 
pensive tin  can. 


A PAMPHLET  ON  BOILING  COFFEE 
Edward  Aborn  has  had  'reprints  made  of  the 
article  he  wrote  for  the  January  issu'e  of  this 
paper,  entitled  “On  Boiling  Coffee,”  and  is  offer- 
ing them  to  wholesalers  and  retailers  at  a nominal 
price  for  publicity  purposes.  To  the  original 
article  he  has  added  two  new  paragraphs,  under 
the  subtitle  of  “Boiling  Method  Requires  More 
Coffee,”  and  has  printed  the  whole  in  a four-page 
pamphlet,  leaving  sufficient  space  on  the  last  page 
for  the  private  advertising  of  the  wholesaler  or 
retailer.  No  other  advertising  matter  appears. 
The  pamphlets  can  be  bought  for  $3.60  per 
thousand  from  Mr.  Aborn,  of  Arnold  & Aborn, 
39  Old  Slip,  New  York.  They  offer  a good 
medium  for  publicity  work,  and  should  prove  ef- 
fective in  the  coming  educational  campaign  to  be 
conducted  by  the  coffee  interests  of  the  United 
States  and  Brazil, 


A COMPARISON  OF  TEA  IMPORTS 
An  interesting  comparison  of  tea  imports  into 
the  United  States  during  the  calendar  year 
periods  1916,  1917  and  1918  has  been  compiled  by 
Macy  Bros.  & Gillet,  Inc.,  New  York  tea  brokers, 
as  follows  : 


1918 

Pounds 

1917 

Pounds 

1916 

Pounds 

Formosa 

15,216,70? 

18,349,367 

19,035,605 

Foochow 

303,616 

668,414 

1,593,322 

Congou 

5,563,169 

8,440,448 

7,209,613 

India 

10,902,294 

14,056,193 

11,694,214 

Ceylon 

18,843,468 

23,073,340 

18,.328,662 

Ceylon  Blend.  . . . 

2,039,301 

4,275,566 

Ceylon  Green .... 

234,899 

173,912 

74,293 

J ava 

36,181,566 

12,575,496 

529,039 

Ping  Suey 

8,420,960 

7,180  994 

7 046  997 

Country  Green.  . . 

2 951  292 

2 411,074 

1,505,991 

Japan 

33,677,468 

30,191,561 

30,234,125 

Japan  Dust 

3,238,558 

1,613,585 

2,776,343 

Scented  Pekoe . . . 

28,990 

8,823 

26,452 

Scented  Canton . . 

359,146 

569,373 

509,354 

Canton 

124,041 

425,684 

361,744 

Capers 

876 

4,449 

Totals 

136,050,051 

121,777,565 

105,205,769 

COFFEE  CONTRACT  AWARDED 
[from  a staff  correspondent] 
Washington,  D.  C.,  Feb.  25,  1919. — The  War 
Department  has  awarded  a contract  to  the  Jones, 
Thierbach  Company,  San  Francisco,  for  50,000 
pounds  of  Hawaiian  and  50,000  pounds  of  Central 
American  coffees,  both  at  29  cents  a pound  ; also 
696  cans  of  coffee  in  R.  and  G.  lacquered  2-pound 
cans  at  74  cents  each.  The  total  contract  price 
is  $29,542.88.  Lamm. 


MAINLY  ABOUT  PEOPLE 


News  About  Men  in  the  Trade  at  Work" 
and  at  Play 


GEORGE  W.  LAWRENCE,  accompanied  by 
Mrs.  Lawrence,  sailed  for  Brazil  on  the  Vauban 
on  February  14.  Louis  R.  Gray,  of  Arbuckle 
Bros.,  was  a passenger  on  the  same  steamer.  Mr. 
Lawrence  will  visit  Rio  and  Santos  and  return 
to  the  United  States  in  May. 

ROSS  W.  WEIR  was  absent  from  his  Front 
street  office  for  several  days  during  the  latter  part 
of  February.  Mrs.  Weir  was  reported  to  be 
seriously  ill. 

CHRISTIAN  ARNDT,  who  recently  retired 
from  Steinwender,  Stoffregen  & Co.,  is  said  to 
have  invested  some  of  his  fortune  in  a twelve- 
story  apartment  in  West  End  avenue  at  Seventy- 
fifth  street.  New  York. 

C.  A.  SMITH,  president  of  the  National  Retail 
Tea  and  Coffee  Merchants’  Association,  was  a 
visitor  in  New  York  last  month. 

PAUL  FINDLAY,  who  is  traveling  the  country 
for  the  California  Fruit  Growers’  Exchange  as  ’ 
“Retail  Merchandizer,”  reached  New  York  for  a ' 
brief  visit  the  latter  part  of  February.  ' 

SYDNEY, H.  THOMSON,  president  of  the  i 
Provident  Chemical  Works,  St.  Louis,  was  a ' 
New  York  visitor  recently.  His  son,  H.  F.  Thom-  ' 
son,  formerly  manager  of  the  New  York  office  of 
the  Provident  Chemical  Works,  and  recently  a 
lieutenant  in  the  navy,  is  now  sales  manager  at 
St.  Louis.  • 

GEORGE  S.  BEEBE,  Formosa  tea  buyer  for  | 
Carter,  Macy  & Co.,  Inc.,  New  York,  is  preparing  | 
to  return  to  Formosa  for  another  season.  Mr.  [ 
Beebe  has  been  buying  tea  in  the  Far  East  for  ^ 
many  years,  and  is  particularly  experienced  with  ‘ 
conditions  in  the  Formosa  market. 

L.  N.  GOLL,  of  New  Orleans,  expects  to  make 
his  home  in  New  York  after  March  i,  where  he 
will  have  charge  of  the  offices  of  M.  Levy’s  Sons. 
This  growing  coffee  importing  house  now  has 
temporary  offices  at  87  Front  street,  but  negotia- 
tions are  being  made  for  a permanent  New  York 
home.  Mr.  Goll’s  family  will  reach  New  York 
the  latter  part  of  March. 

ROBERT  L.  HECHT,  of  Irwin-Harrisons  & 
Crosfield,  Inc.,  tea  importers,  returned  to  New 
York  on  January  27  after  a five  months’  stay  in 
California,  where  he  was  in  charge  of  his  firm’s 
San  Francisco  office.  Judging  by  appearances  his 
sojourn  in  California  agreed  with  him,  and  he  1 
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— elsewhere 


in  this  issue  you  will  read  of  the 
world’s  largest  coffee  brewing  sta- 
tion. In  this  connection  it  is  per- 
haps enough  to  say  that  the  colos- 
sal battery  of  100  gallon  urns  is  of 
BARTH  construction  and  installa- 
tion. 

However,  we’d  like  to  call  your 
attention  not  so  much  to  this  bat- 
tery as  to  the  many  batteries  of 
smaller  urns  we  have  installed  for 
thousands  of  individuals,  Y.  AI.  C_ 
A.,  Salvation  Army,  Red  Cross,  etc 

Good  coffee  ceases  to  be  good  cof- 
fee the  minute  it  is  improperly 
brewed.  Therefore,  it  is  up  to  the 
seller  to  exert  his  influence  toward  • 
the  installation  of  proper  brewing 
facilities  by  his  purchaser. 

A very  popular  choice  just  now  is 
our  SAN  FRANCISCO  urn— in  all 
sizes.  Its  popularity  is  built  on 
merit,  not  advertising,  and  we  would 
welcome  the  opportunity  of  sup- 
plying you  with  detail  on  this 
particular  item. 

Drop  us  a line — it  doesn’t  place 
you  under  any  oblig;ation — and 
whether  you  purchase  or  not,  you 
may  have  the  benefit  of  knowledge 
gained  from  fifty  years’  experience 
in  the  hotel  and  restaurant  supply 
business. 


"Everything  oT  One  Place” 


When  Writing  .Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trahi:  Journal 
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states  that  he  resumes  activities  in  New  York  with 
extremely  pleasant  recollections  of  the  treatment 
accorded  him  by  Pacific  Coast  merchants.  W.  S. 
King,  of  Harrisons,  King  & Ramsey,  Ltd.,  who 
makes  his  headquarters  in  China,  accompanied 
Mr.  Hecht  across  the  continent  en  route  to 
London. 

A.  C.  RICKS,  of  New  Orleans,  who  recently 
established  a coffee  brokerage  business  on  his 
own  account  in  that  city,  was  a New  York  visitor 
during  the  month.  He  was  formerly  connected 
with  the  New  Orleans  office  of  Ruffner,  McDowell 
& Burch. 

LEIGH  F.  PYE,  who  for  a number  of  years 
has  been  Japan  tea  buyer  for  Carter,  Macy  & Co., 
Inc.,  New  York,  operating  in  the  company’s  offices 
in  Shidzuoka  and  Yokkaichi,  was  expected  to  set 
out  for  his  return  to  Japan  about  the  middle  of 
March. 


COFFEE  ARBITRATORS  ELECTED 
The  board  of  managers  of  the  New  York  Coffee 
Exchange  have  elected  the  following  as  coffee 
arbitrators:  Addison  Leavens,  Charles  McDou- 

gall,  A.  Reamer,  Thomas  B.  Smith,  Jr.,  C.  B. 
Struthers,  G.  C.  Williams,  C.  W.  Glover  and 
William  H.  Bennett,  Jr.  Walter  Murphy  was 
elected  a member  of  the  arbitration  committee  in 
the  place  of  William  Bayne,  Jr.,  who  has  resigned. 

The  following  changes  have  been  made  in 
standing  committees:  Trade  and  statistics,  A.  C. 

Israel,  vice  J.  H.  Taylor,  resigned;  spot  quota- 
tions, C.  B.  Struthers,  vice  J.  Walker,  resigned. 


NEW  COFFEE  PLANT  IN  THE  SOUTH 

The  Young  & Griffin  Coffee  Company,  97  Water 
street.  New  York,  is  to  have  a branch  roasting 
plant  in  New  Orleans,  C.  W.  Griffin  concluding 
the  purchase  on  March  i of  the  building  occu- 
pied by  the  Consumers’  Baking  Company  and 
seven  lots  adjoining.  The  price  paid  is  said  to 
$55,000.  It  was  announced  in  New  Orleans 
that  the  Young  & Griffin  Company  will  install 
a modern  roasting  plant,  including  the  most  ap- 
proved machinery  and  other  equipment.  The 
building  stands  in  the  square  formed  by  Front, 
Fulton,  Lafayette  and  Poydras  streets. 


ARMY  AWARDS  COFFEE  CONTRACT 
[from  a staff  correspondent] 
Washington,  D.  C.  March  3,  1919.— The  War 
Department  has  awarded  a contract  to  the  E.  S. 
Kuh  & Valk  Company,  of  New  York,  for  furnish- 
ing 292,500  pounds  of  ground  coffee  at  $38,376. — 
Lamm. 


OBITUARY 


Julius  J.  Schotten 

Julius  J.  Schotten,  president  of  the  William 
Schotten  Coffee  Company,  St.  Louis,  and  past 
president  of  the  National  Coffee  Roasters’  Asso- 
ciation, was  accidentally  struck  and  killed  by  an 
automobile  on  Feb- 
ruary 13,  in  St.  Louis. 

Born  in  St.  Louis 
sixty  years  ago,  Mr. 
Schotten  spent  prac- 
tically his  entire  busi- 
ness life  in  the  firm 
founded  by  his  father, 
William  Schotten.  He 
became  a leader  not 
only  in  the  industry 
with  which  he  was  con- 
nected, but  in  the  civic 
and  business  life  of  St. 
Louis.  He  was  a mem- 

Julius  J.  Schotten  ter  of  the  Board  of 

Directors  of  the  St. 
Louis  Worlds  Fair,  who  attended  the  funeral 
in  a body.  He  was  the  first  president  of  the  St. 
Louis  Coffee  Roasters’  Association  and  was  a 
member  of  the  St.  Louis  Chamber  of  Commerce. 

The  Schotten  firm  was  founded  in  1847.  On 
the  death  of  his  father  in  1875  Mr.  Schotten  be- 
came cashier  of  the  company.  Five  years  later 
he  was  admitted  as  a partner,  and  when  his 
brother  died,  in  1897,  he  became  the  sole  owner 
of  the  business. 

Mr.  Schotten  is  survived  by  his  widow,  Pauline 
Feldman  Schotten,  a son,  Jerome  J.  Schotten, 
vice-president  and  general  manager  of  the  firm, 
and  a daughter,  Miss  Zoe  Schotten,  who  has  just 
returned  from  France  after  seven  months’  ser- 
vice with  the  Red  Cross.  Mr.  Schotten’s  will  di- 
vides the  estate  equally  betwen  the  widow,  son 
and  daughter.  Jerome  Schotten  and  the  Mer- 
cantile Trust  Company,  of  St.  Louis,  are  named 
as  executors. 


( 

i 


■I 


William  H.  Decker 

William  H.  Decker,  a retired  tea  merchant  of 
New  York,  died  March  2 at  his  home  in  South 
Orange,  N.  J.,  age  89  years.  He  was  a native  of 
New  York  City  and  had  been  in  the  tea  business 
there  for  over  a half  century.  Mr.  Decker  was 
connected  with  the  firm  of  Corliss  & Decker,  later 
known  as  Decker  & Knapp,  which  business  passed 
to  Carter,  Macy  & Co.,  Inc.  Some  }Tars  ago  Mr. 
Decker  made  several  trips  to- China  for  Carter. 
Macy  & Co. 
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American  Goods 

WANTED 

for  the 

British  Market 


PRODUCERS  and  exporters  of  Ameri- 
^ can  Food  Products  will  find  it  to  their 
interest  to  correspond  with  us.  We  wish 
to  open  accounts  for  lines  of  goods  selling 
through  the  Grocery  Trade.  American 
producers  and  exporters  visiting.  England 
should  call  on  us  in  London  Office,  or 
Liverpool.  Cable  address  “Grecian,  Lon- 
don.” Reference:  London  County,  West- 
minster & Parrs  Bank. 


E.  W.  GARNHAM,  Ltd. 

LONDON  LIVERPOOL 

9 13  & 13  Union  Court 

Mincing  Lane  Castle  Street 
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Charles  Austin  Murdock 
Charles  Austin  Murdock,  president  and  founder 
of  the  C.  A.  Murdock  Manufacturing  Company, 
Kansas  City,  Mo.,  died  February  13,  at  his  home  in 
that  city,  age  74  years.  Mr.  Murdock  was  widely 
known  in  the  coffee  and  spice  trades.  In  his 
early  years  he  was  partner  of  the  Jewett  & Sher- 
man Manufacturing  Company,  of  Milwaukee,  Mr. 
Murdock’s  native  city.  He  left  this  firm  in  1878 
to  form  his  own  company  in  Kanass  City,  which 
has  become  an  important  factor  in  the  coffee  and 
spice  business  of  the  Middle  West. 


Duncan  Bankhardt 

Duncan  Bankhardt,  a widely  known  shipping 
and  coffee  man,  died  February  4,  in  New  York 
City,  at  64  years  of  age.  Mr.  Bankhardt  was 
born  in  Scotland,  coming  to  the  United  States 
about  five  years  ago.  He  spent  about  twenty 
years  in  the  coffee  business  in  Mexico.  For  the 
past  two  years  he  was  manager  of  the  ship- 
chartering  department  of  the  Produce  and  War- 
rant Company,  of  New  York. 


Harry  R.  Edwards 

Harry  R.  Edwards,  vice-president  and  treas- 
urer of  the  William  Edwards  Company,  Cleve- 
land, one  of  the  largest  wholesale  grocery  houses 
in  the  Middle  West  and' a leading  coffee-packing 
concern,  died  recently,  in  his  native  city  of  Cleve- 
land. He  was  one  of  the  leading  citizens  of  the 
city  and  was  active  in  civic  affairs  and  well  known 
as  a club  member.  He  is  survived  by  a brother, 
Maj.  Gen.  Clarence  R.  Edwards,  commander  of 
the  Department  of  the  East,  and  a sister — Mrs. 
Charles  A.  Otis. 


Charles  E.  Armstrong 
Charles  E.  Armstrong,  head  of  the  spice  and 
rice  firm  of  that  name  at  5 State  street.  New 
York,  died  February  22  while  on  a pleasure  trip 
to  Lake  Placid,  N.  Y.  He  was  56  years  old  and 
resided  in  Brooklyn,* N.  Y.,  in  which  city  he  was 
born.  Mr.  Armstrong  was  widely  known  in  the 
spice  and  rice  trades,  having  been  in  that  busi- 
ness for  more  than  thirty  years.  He  was  a promi- 
nent member  of  the  American  Spice  Trade  Asso- 
ciation. 


C.  F.  Goll 

C.  F.  Goll,  manager  of  the  accounting  depart- 
ment of  M.  Levy’s  Sons,  New  Orleans,  and 
brother  of  L.  N.  Goll,  a partner  of  the  firm,  died 
in  that  city  on  January  18.  He  was  born  in  New 
Orleans  twenty-five  years  ago  and  had  been  with 
the  company  since  its  inception  three  years  ago. 


MARKETS  OF  THE  WORLD 


Latest  News  Letters  from  Staff  and 
Special  Correspondents  in  Foreign 
and  Domestic  Trade  Centers 


OUR  LONDON  LETTER 


The  Latest  News  From  Mincing  Lane  and  the 
Continental  Trade  Centers 

Office  of  The  Tea  and  Coffee  Trade  Journal, 

34  Cranbourn  Street,  London,  W.  C.  2, 
London,  Feb.  4,  1919. 

fllGH  hopes  were  expressed  in  the  tea  trade 
here  when  it  was  announced  that  the  British 
Government  was  at  last  going  to  allow  a resump- 
tion of  tea  exports.  No  tea  has  been  publicly  sold 
for  foreign  consumption  since  exports  were  pro- 
hibited as  a war  measure.  The  result  was  that 
the  sale  rooms  of  Mincing  Lane  on  January  8 
were  thronged  with  traders,  who  evidently  re- 
garded the  experimental  sale  as  a precursor  of  the 
general  resumption  of  auctions  and  the  return  ‘ 
of  the  tea  trade  to  normal  conditions.  ; 

These  views  have  not  been  justified  to  date,  ; 
whilst  at  the  same  time  buyers  at  the  auction  were  ; 
slow  and  feeling  their  way.  The  tea  was  sold  in  . 
lots  of  twelve  chests  each,  so  as  to  give  small  ’! 
dealers  a chance.  In  normal  times  as  many  as  , 
200  chests  and  more  are  sometimes  sold  together, 
and  an  average  break  often  consists  of  about  ' 
forty  chests.  The  comparatively  small  amount  - 
of  11,000  packages  of  Indian  and  Ceylon  tea  took  I 
several  hours  to  dispose  of,  hut  unexpectedly  | 
good  prices  were  secured,  and  I understand  the  'j 
Food  Ministry  of  this  country  made  a profit  of  ) 
between  $40,coo  and  $5o,coo  on  the  sale.  1 

Buyers  were  present  from  Scandinavia,  Hoi-  j 
land  and  France.  For  some  of  the  best  Orange 
Pekoe  about  44  cents  a pound  was  paid.  This, 
of  course,  meant  that  after  allowing  for  duties 
imposed  by  foreign  countries  and  for  distributing- 
costs  the  tea  would  be  sold  at  a high  retail  price. 

A second  auction  for  exportable  tea  was  ar- 
ranged for  a fortnight  later,  but  as  in  the  mean- 
time no  licenses  had  been  issued  to  export  the 
tea  already  bought,  buyers  were  becoming  dis- 
satisfied. Then  the  Government  ruled  that  under 
no  conditions  would  licenses  be  granted  for  ship- 
ments to  Serbia,  Rumania  or  Russia.  These  pro- 
hibitions and  delays  practically  killed  the  second 
auction. 
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The  question  of  barring  the  Russian  market 
was  regarded  as  a very  serious  thing  for  the 
trade,  as  it  was  alleged  that  tea  was  being  sent 
into  Russia  direct  from  India  by  the  overland 
route. 

The  War  Trade  Department  on  January  22, 
however,  announced  that  conditional  licenses 
were  then  being  freely  granted  for  all  exports  of 
tea  to  Norway,  Sweden,  Denmark,  Holland  and 
Switzerland. 

It  will  be  seen,  therefore,  that  the  freeing  of 
the  tea  trade  in  this  country  is  very  far  from 
being  complete,  and  men  in  the  business  here 
recall  again  that  during  the  last  two  years  this 
export  trade  in  tea  has  been  practically  mon- 
opolized by  Americans,  who  are  declared  to  have 
imported  the  tea  direct  from  the  East  Indies, 
buying  at  very  low  prices  and  apparently  not 
being  hampered  in  any  way  as  regards  re-exports. 
The  British  tea  trade  hopes  to  get  freedom  of 
export,  with  all  that  will  follow,  and  before  it  is 
too  late. 

The  ballot  system,  involving  the  wholesale 
blending  of  teas,  good,  bad  and  indifferent,  has 
never  been  Jiked  here  or  approved  by  the  trade 
leaders,  although  it  is  understood  that  some  peo- 
ple have  made  plenty  of  money  out  of  it,  and 
more,  in  fact,  than  they  could  have  hoped  for 
under  free  competition.  Under  the  present  sys- 
tem the  tea  is  sold  at  the  fixed  rate  of  64  cents 
per  pound  still,  whether  the  consumer  would  like 
to  pay  less  or  more  for  graded  goods.  The  trade 
declares  that  if  the  present  flat  rate  were  abol- 
ished plenty  of  good  tea  could  be  sold  as  low  as 
25  cents  a pound. 

The  large  distributing  houses  here  are  quite 
willing  to  guarantee  that  all  the  cheap  tea  re- 
quired shall  be  available ; and  in  view  of  the  enor- 
mous stocks  on  hand  the  need  for  a change  of 
method  is  pressing.  The  trade  also  knows  pretty 
nearly  what  the  present  big  stocks  have  cost  the 
Ministry  of  Food,  and  they  could  be  unloaded  by 
arrangement  onto  the  trade  at  prices  which  would 
show  the  Ministry  a fair  profit,  or  at  least  no  loss 
need  be  incurred  by  the  Government. 

While  the  great  bulk  of  the  tea  handled  at  the 
recent  ballots  consisted  of  Indian  growths,  the 
quality  of  this  tea  appears  to  be  distinctly  poorer 
in  liquor.  Discrimination  in  quality  being  impos- 
sible under  the  ballot  system,  the  trade  has  to  do 
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the  best  it  can.  The  falling  off  in  quality  has 
been  unusually  pronounced,  and  it  is  to  be  hoped 
that,  given  more  plentiful  arrivals  of  Ceylon,  a 
larger  pioportion  of  the  finer  liquoring  grades 
will  become  available  in  the  near  future.  In  re- 
gard to  China  tea,  it  is  expected  that  the  tea 
purchased  on  Government  account  will  reach 
here  towards  the  middle  of  February. 

Coffee  Trade  Feels  Aggrieved 

In  the  coffee  section,  too,  there  is  now  much 
protest  and  grievance.  There  is  “free”  coffee 
and  there  is  “prize”  coffee,  the  latter  in  many 
cases  being  the  least  desirable  type  of  Santos  and 
Brazilian.  The  prize  coffee  being  for  hom*e  con- 
sumption only,  the  free  coffee  is  logically  avail- 
able for  export.  At  the  same  time,  in  applying 
for  licenses  to  export  this  kind,  traders  have  to 
supply  a sealed  sample  from  the  warehouse,  even 
though  they  may  have  ample  samples  of  the  goods 
in  their  own  departments.  The  inference  is, 
apparently,  that  they  are  not  to  be  trusted  to  sub- 
mit a correct  one. 

At  the  time  of  mailing  this  letter  the  market  is 
very  poorly  supplied  with  qualities  of  coffee  that 
are  most  suitable  for  the  home  trade,  and  full 
prices  are  being  quoted  for  anything  available. 
The  latest  news  is  that  better  facilities  are  being  ■ 
given  for  coffee  export  to  approved  countries,  j 
in  view  of  the  fact  that  there  are  at  present  large  ; 
stocks  in  this-  country  unsuited  to  the  needs  of 
consumers,  and  well  able  to  be  spared  therefore. 
What  are  wanted  specially  just  now  are  fresh 
supplies  of  mild  descriptions,  but  prospiects  of 
additional  arrivals  are  not  good  at  the  moment.  - 

Thomas  Reece. 


GERMAN  COFFEE  PRICES  FALLING 
[special  correspondence] 

Basle,  Switzerland,  Jan.  23,  1919.— There  is  a 
lively  tumbling  of  prices  in  Germany,  especially 
in  the  lines  of  staples,  such  as  coffee,  tea,  cocoa 
and  sugar.  Dealers  who  had  stored  away  con- 
siderable quantities  of  these  wares,  which  nobody 
could  buy  in  the  legitimate  trade,  have  begun  to 
unload.  They  know  they  cannot  continue  charg- 
ing exorbitant  prices  indefinitely,  since  peace  and 
a reopening  of  the  old  trade  routes  are  in  sight. 
The  decline  in  the  prices  of  tea,  coffCe  and  cocoa 
amounts  to  20  marks  ($5.00)  per  pound.  G.  S. 


MEW  EQUAL  VALUE  ASSORXIVIEMTS 

Puritan  China  will  delight  your  most  discriminating  patrons.  Ask  for  samples 
and  details — there’s  no  obligation. 

THE  LIMOGES  CHINA  CO.  w.  i.  gahris.  Pres.  SEEKING,  OHIO 
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Harve  st 


HARVEST  BRAND 

Trade  Mark  Reg.  U.  S.  Pat.  OfT. 

Cocoa  and  Chocolate  Products 


Sweetened  Cocoa,  1 lb.  tins,  100  lbs.  to  case. 

''It  pays  to  invest  in  Hootons  HARVEST.  ” 

Breakfast  Cocoa,  lb.  tins,  100  lbs.  to  case. 

“ The  IIooto7i  Factories  do  produce — The  finest  Cocoas  put  to  use.  ” 

Premium  Chocolate,  lb.  cakes,  100  lbs.  to  case. 

“ To  best  the  rest  it  is  designed — 'Tis  H oo ton' s famous  'Premium'  kind.  " 

Sweet  Chocolate,  3^  lb.  cakes,  50  and  100  lb.  cases. 

' II ooto7i  is  a Mark  in  Trade — That  signifies  surpassing  grade.  ” 

All  Harvest  Brand  Products  are  of  highest  quality  and  are  packed 
expressly  for  the  Tea  and  Coffee  Trade. 


We  also  pack  Cocoa  Powder  and  Chocolate  under  DRALERvS’ 
BRANDvS  for  Tea  and  Coffee  Distributers,  Wholesale  Crocers  and 
vSpecialty  Houses. 

Cocoa  powder  in  bulk,  packed  in  barrels,  100,  50  and  25  lb.  drums. 
Natural  and  Dutch  Process. 

White  for  samples  and  prices. 

Hooton  Cocoa  Company 

Newark,  New  Jersey. 
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CEYLON  TEA  IN  1918 


Toward  the  Ejid  of  the  Year  Prices  Gradually 
Declined,  and  the  Quality  Fell 
Off  Considerably 

[from  a staff  correspondent] 

Colombo,  Ceylon,  Jan.  14,  1919. 

' I ’HERE  has  been  no  outstanding  feature  to 
* mark  the  course  of  trading  during  the  year. 
While  no  official  figures  of  exports  to  various 
markets  are  available,  it  may  be  noted  that  ship- 
ments to  the  United  Kingdom  in  1918  totaled  94 
million  pounds,  against  86  millions  in  1917,  while 
offerings  at  public  auctions  were  83  million 
pounds,  against  91  millions  in  the  previous  year, 
so  that  it  is  fair  to  say  that  the  quantities  handled 
in  each  year  were  practically  the  same,  viz. : 177 
million  pounds. 

Prices  opened  on  the  basis  of  36  cents  for 
“price”  Pekoe,  and  were  well  maintained  for  the 
greater  part  of  the  year,  very  high  rates  being 
paid  for  fine  Pekoes  by  American  buyers  up  till 
May-June,  and  later  by  Bombay  buyers  for  Orange 
Pekoes  and  tip*py  broken  Orange  Pekoes.  Aus- 
tralian demand  was  continuous  till  October,  and 
served  to  keep  broken  grades  at  a high  level  of 
price. 

Owing  to  the  restriction  placed  on  shipments 
of  Java  tea  to  Europe,  that  country  had  to  find 
an  outlet  for  her  produce,  and  dumped  tea  into 
American  and  Australasian  markets  at  “chuck- 
away”  prices,  with  the  result  that,  latterly,  these 
countries  have  been  unable  to  send  orders  for 
Ceylon. 

Prices  here  have  consequently  gradually  fallen 
away,  until  at  the  present  moment  “price”  Pekoe 
Souchong  and  broken  Pekoes  may  both  be  quoted 
at  28  and  30  cents. 

Quality  for  the  greater  part  of  the  year  was 
satisfactory,  but  during  the  last  month  or  so  has 
been  extremely  poor,  with  lastest  invoices  prob- 
ably the  worst  seen  for  several  years.  Scarcity 
of  labor,  caused  by  the  influenza  epidemic,  has 
undoubtedly  helped  in  this  direction.  Russian 
buyers  have  recently  reappeared  in  the  room,  but 
their  operations  have  been  confined  to  dusts  and 
fannings.  Strong  support  from  this  direction 


cannot  be  expected  for  a considerable  time  yet. 

Prospects  for  the  coming  year  may  be  looked 
on  as  sound.  Shipments  of  Java  to  Europe  will, 
no  doubt,  shortly  be  resumed,'and  will  reduce  the 
competition  of  that  growth  in  American  and 
Australian  markets,  but  undoubtedly  they  have 
now  got  a strong  hold  in  both  by  reason  of  their 
excellent  manufacture.  Only  by  endeavor  to 
maintain  distinctive  quality  will  Ceylon  hold  its  ; 
position. 

As  regards  the  green  tea  market,  owing  to  lack 
of  demand  from  Russia,  total  shipments  have 
only  been  1V2  million  pounds,  against  4^4  rnil- 
lions  in  1917.  Shipments  to  America  and  North- 
ern India  have  been  about  the  same  as  last  year, 
and  it  is  pleasing  to  see  an  increased  demand 
from  South  Africa  and  other  outside  markets. 
Quality  has  been  poor,  and,  as  low-class  green 
tea  can  be  supplied  by  China  and  Japan,  it  will 
only  be  by  turning  out  a fine  quality  article  that 
Ceylon  will  hold  the  Russian  demand  (which  is 
certain  to  come  along)  for  this  class  of  tea. 

J.  F. 


COFFEE  IN  CENTRAL  AMERICA 


In  an  Essay  on  Cultural  Methods  an  Investi- 
gator Tells  About  the  Recent  Change  ; 

in  the  System  of  Selling  ; 

F late  years  there  has  been  a change  in 
methods  of  selling  coffee  in  Central  America  , 

for  foreign  trade,  points  out  W.  M.  Strachan,  a t 

United  States  Trade  Commissioner,  in  a recent  ■ 

essay  on  coffee  cultural  methods  obtaining  in 
that  section.  He  also  tells  how  the  Germans 
managed  to  get  control  of  the  coffee  business  in  , 
Guatemala.  The  Commissioner’s  statements  about  ^ 
the  trade  methods  were  as  follows  : ] 

“While  many  finqueros  sell  their  product  in  the  I 

foreign  market  through  commission  houses,  of  j 

late  years  there  has  been  a great  deal  of  buying 
in  the  local  market  by  foreign  houses  represented  l| 
there.  The  majority  of  bankers  lack  sufficient  ;■ 

capital  to  operate  without  borrowing,  and  there  ' 

are  no  land-mortgage  banks,  so  the  system  of 
advances  and  coffee  in  consignment  probably  will  j 
continue  to  come  in  spite  of  the  objection  that  it 
is  open  to  suspicion  by  the  planters. 

“This  is  the  system  by  which  the  Germans  gained 
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such  a strong  hold  in  Guatemala.  Arriving  there 
in  numbers  some  twenty-five  years  ago,  they 
began  to  lend  money  on  the  security  of  land  mort- 
gages, with  the  additional  pledge  of  the  crop, 
which  was  sent  to  Hamburg  on  consignment.  The 
native  planters  were  caught  in  a vise.  Instead 
of  using  the  advances  for  the  improvement  of  the 
land,  many  of  them  spent  it  in  foreign  travel  and 
in  other  unproductive  amusements,  and  before 
they  realized  it  they  were  changed  into  unpaid 
employees  of  foreign  agriculturists  and  capital- 
ists, and  finally  by  foreclosure  proceedings  their 
lands  were  taken  away  for  a fraction  of  their 
value.” 

Commissioner  Strachan  also  says  that  there  is 
a spirit  of  optimism  prevailing  in  Central  America 
owing  to  the  increase  in  price,  which  in  1918  in 
Nicaragua  ranged  from  $13  to  $14.50  per  quintal 
f.  o.  b.  Corinto,  as  compared  with  $8  in  the  pre- 
ceding season.  He  reports  that  there  is  renewed 
interest  in  planting  throughout  Central  America, 
and  that  the  consequent  influx  of  money  from 
abroad  will  increase  the  purchasing  capacity  of 
the  people. 

The  balance  of  his  article  tells  about  the  cultural 
methods,  the  manufacturing  processes  employed, 
the  classification  of  the  various  kinds  of  cof¥ee, 
the  approved  management  of  a beneficio,  trade 
relations  between  growers  and  owners  and  im- 
porters, and  the  cost  of  production. 

FINNISH  COFFEE  EIRM  IN  COMBINE 

The  Einnish  Coffee  Import  Company  (Finska 
Kaffeimport  Aktiebolag)  has  joined  the  export, 
import  and  domestic  manufacturing  concerns 
which  combined  recently  in  Finland  under  the 
name  of  the  Helsingfors  Transatlantic  Trading 
Company,  with  a capital  of  30,000,000  Finnish 
marks  (about  $5,800,000). 

It  is  the  intention  of  the  company  to  establish 
branches  in  the  world’s  more  important  trade  cen- 
ters, especially  Russia,  secure  advantageous  mar- 
kets for  export  goods,  import  colonial  wares 
(groceries)  and  raw  materials  for  domestic  in- 
dustry, and  carry  on  international  commerce. 
Business  started  in  January,  1919. 


THE  TRADE’S  OPPORTUNITY 
Tea,  coffee  and  spice  wholesalers  in  the  United 
States  should  abandon  their  waiting  policy  and 
stock  up  now  for  the  entire  year,  says  I.  B.  Catz, 


of  the  Catz  American  Company,  New  York  im- 
porter and  exporter,  who  recently  returned  from 
the  Far  East,  where  he  made  a special  investiga- 
tion of  market  conditions,  particularly  in  Java: 
Unless  the  American  trade  takes  advantage  of  the 
opportunity  now,  Europe  will  soon  control  the 
stocks  of  the  Far  East,  and  buyers  in  this  country 
will  have  to  replenish  through  Europe,  as  before 
the  war.  “My  opinion,”  says  Mr.  Catz,  “is  that 
New  York  can  become  the  primary  market  for 
Indian  products.  The  question  is  will  the  United 
States  be  the  primary  market  and  take  hold  of 
production,  or  will  they  let  it  slip  again  to 
Europe  ?” 


SWITZERLAND’S  CHOCOLATE  TRADE 
[special  correspondence] 

Luzerne,  Switzerland,  Eeb.  6,  1919.— Less  than 
25  per  cent  of  a normal  year’s  amount  of  choco- 
late was  exported  from  Switzerland  during  1918, 
says  the  Luzerne  “Tagblatt.”  Every  ounce  of 
cocoa  allotted  to  Switzerland  by  the  Entente  pow- 
ers was  imported,  and  all  the  factories  were 
working  to  the  limit  of  their  capacity.  Home 
consumption  increased  tremendously,  and,  be- 
sides, the  Swiss  did  a lapd  office  business  in  smug- 
gling chocolate  across  the  frontier  into  Germany 
and  Austria.  ‘ 

Although  the  cost  of  production  increased  ' 
somewhat  the  retail  prices  were  not  raised. 
Manufacturers  are  organized,  and  do  their  buying  ^ 
collectively,  which  tends  to  keep  prices  as  low  ( 
as  possible.  This  sort  of  organization,  which  has  ■ 
been  adopted  by  most  of  our  industries,  is  one 
of  the  war  blessings.  It  will  be  continued  in 
peace  times,  as  it  means  economy.  I.  T.  N.  , 

■■  i 

^ i 

EREE  TRADE  FOR  ALL  COFFEES  | 
The  War  Trade  Board  has  announced  that  all  ^ 
coffees  are  removed  from  the  export  conservation  1 
list,  with  the  result  that  the  free  licensing  of  this  J 
commodity  to  practically  all  destinations  will  be 
permitted,  except  as  limited  ‘by  the  several  ration-  | 
ing  arrangements  with  certain  European  neutrals.  ^ 
And  individual  licenses  will  no  longer  be  required  ^ 
for  shipment  to  the  United  Kingdom,  France,  < 
Belgium,  Italy,  Japan  or  their  colonies. 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiitiiiiiiiiiiMiiiiiiiiiiiiiiiiiiiiintiiiiiiiiiiiiiiiiiiiiiiitiiiMiifiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiMiiiiiiiiiiiiiiiiiniifiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiiitiiiM 

|uiiiiiiiiiMiiiiiiiitniiiniuitiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiitiiiiimiiiniiitiiiii iiiiiiiiiiiiim  i 

PUREST  AND  BEST  BAKING  POWDERS 

I Cream  of  Tartar  and  Pure  Phosphate  | 

I Buyers  Private  Brands  at  Attractive  Prices 

3 Also  High  Grade  Cocoas  under  Private  Brands  "I 

MANHATTAN  BAKING  POWDER  CO.,  264  Spring  St.,  New  York 
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How  Will  You  Meet  the  Competition? 

Getting  away  from  Government  regulation  means  getting  back  to  a 
competitive  basis.  The  new,  intensified  conditions  mean  that  more  than 
ever  business  success  will  depend  upon  creative  salesmanship. 

The  high  value  of  an  attractive  package  in  business-building  is  estab- 
lished; especially  when  it  is  also  an  economical  package. 

The  growth  of  many  big  concerns  has  been  due  primarily  to  the  favor 
with  which  customers  have  looked  upon  a beautifully  printed,  neat 
package  that  clearly  showed  the  commodity  to  be  intact,  clean  and 
reasonably  fresh.  Such  a package  creates  new  sales. 

A commodity — coffee,  tea,  flour,  meal,  rice,  sugar,  dried  fruits — packed 

in  Vhe  UNION  DUPLEX  BAG,  or  ^he  UNION  DUPLEX  SACK, 
printed  in  the  attractive  way  for  which  our  Printing  Department  is 
well-known,  has  a sales-appeal  that  is  irresistible.  The  use  of  either 
gives  you  a considerable  advantage — both  economical  and  sales-produc- 
tive — over  the  competitor  who  neglects  the  opportunity  that  such  a 
container  affords. 

Let  us  show  you  how  UNION  DUPLEX  BAG,  or  ^/?e  UNION 
DUPLEX  SACK,  can  help  you  meet  your  competition  successfully. 
The  gratuitous  help  of  our  Sales  Specialists  and  Art  Department  is  at 
your  service  at  all  times. 


UNION  BAG  & PAPER  CORPORATION 

{Name  of  the  Nearest  Selling  Agent  upon  request) 
PRINCIPAL  OFFICES  - WOOLWORTH  BUILDING  - NEW  YORK  CITY 
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CHICAGO  NEWS  LETTER 

Activities  of  the  Trade  in  the  Windy  City  and 
Vicinity  as  Seen  by  Our  Own 
Correspondent 

Chicago,,  March  i,  1919. 

O LIGHT  change  was  noted  in  the  coffee  and 
^ tea  markets  during  the  past  month.  Condi- 
tions cannot  be  termed  satisfactory,  but  the  be- 
lief is  general  here  that  the  immediate  future 
will  bring  improvement. 

The  coffee  supply  is  limited.  Buying  is  going 
on  only  to  the  extent  of  keeping  up  necessary 
supplies.  This  is  being  done  because  of  a feel- 
ing in  some  quarters  that  present  prices  will  de- 
cline shortly  because  of  an  easing  up  in  shipping 
facilities.  Coffee  in  quantities  is  already  re- 
ported on  the  way,  but  what  effect  this  will  have 
on  prices  remains  to  be  seen.  While  a drop  is 
anticipated  by  some,  there  are  those  who  insist 
. that  prices  will  remain  stationary  because  of  a 
great  demand  for  the  product. 

A Coffee  Man's  Opinion 
“The  Germans  and  the  Austrians  are  so  hungry 
for  coffee,  after  going  without  it  for  four  years, 
that  they  will  pay  anything  to  get  it,”  declared 
a representative  of  one  importing  house.  “Ameri- 
cans won’t  pay  high  prices,  therefore  the  entire 
output  of  Brazil  is  going  to  Germany  and 
Austria,  where  the  demand  is  abnormal.  The 
increase  in  prices  was  inevitable.  The  situation 
will  not  last  long,  however.  The  market  will 
become  normal  soon,  we  expect.  As  soon  as  Ger- 
many and  Austria  have  purchased  coffee  enough 
to  supply  the  demand  there,  Brazilian  prices  will 
fall  and  American  prices  will  follow  suit.” 

The  tea  market  is  in  a more  healthful  condi- 
tion. The  volume  of  business  is  increasing  after 
a reign  of  quiet  since  November.  Prices  are  low 
and  good  values  are  encouraging  distribution. 


i 

i 

March,  iqifl 

ihe  supply  here  is  reported  plentiful,  at  leasti 
enough  to  go  around. 


NEW  ORLEANS  LETTER  I 

News  of  the  Trade  in  the  “Logical  Port”  as| 
Gathered  by  Our  Own  Correspondent  j 


New  Orleans,  March  i,  1919. 
DUSINESS  is  quiet  in  coffee,  tea,  spices,  etc., 
but  the  outlook  is  considered  good.  Over 
500,000  bags  of  coffee  are  afloat  for  this  port, 
although  most  of  it  already  is  sold  to  the  in- 
terior. Stocks  are  at  about  their  lowest  point! 
and  will  not  be  greatly  increased  by  the  arrivals ' 
because  much  of  the  coffee  has  already  been  1 
bought  by  the  out-of-State  trade. 

With  such  a limited  stock,  trading  has  been 
light  and  grades  hard  to  fill.  At  the  close  of  the 
month  spot  quotations  showed  Rio  7 at  i6ki 
cents,  and  Santos  4 at  22j^  cents  per  pound. 

Prices  Are  Unchanged 
Roasters  say  their  trade  has  been  quiet,  owing 
to  scarcity  of  stock  and  because  of  the  very  rainy 
weather  that  has  prevailed  during  all  the  month 
of  February.  Unless  the  afloat  coffee  continues 
to  increase  steadily,  they  fear  that  it  will  be  diffi- 
cult to  get  the  supply  up  to  the  standard  for  sev- ; 
eral  months.  However,  they  are  doing  a very  ^ 
good  business.  No  material  change  in  prices  has  i 
been  made  during  the  month. 

The  market  for  teas  is  very  unsettled.  There  I 
are  large  stocks  on  hand  and  dealers  are  not 
willing  to  buy  any  more  than  is  absolutely  neces- 
sary, owing  to  uncertain  conditions.  | 

The  situation  as  regards  spices  is  about  the  J 
same  as  to  teas.  • 

New  Orleans  coffee  importers  have  not 
abandoned  the  plan  to  secure  larger  importations  < 
through  this  port,  in  which  they  are  backed  by  ^ 
the  trade  in  the  Mississippi  Valley,  and  it  is  j 


i 


I 

i 


March,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


263 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journai- 


264 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


March,  1919 


hoped  that  during  this  year  it  may  be  possible  to 
double  the  business  many  times. — E.  K.  P. 


THE  NEW  YORK  MARKETS 


Special  Market  Reviews  for  “The  Tea  and 
Coffee  Trade  Journal” 


New  York,  March  3,  1919. 

I 'HE  improved  demand  for  green  coffees  in  the 
local  market  witnessed  late  in  January  has 
not  been  sustained,  and  since  then  the  market 
as  a rule  has  been  decidedly  quiet  and  featureless. 
This  was  especially  disappointing  to  those  who 
had  counted  on  a striking  improvement  in  export 
inquiry  following  the  announcement  of  the  War 
Trade  Board  on  February  14  to  the  effect  that 
export  restrictions  on  coffee  of  all  kinds  had 
been  removed.  Still,  it  was  pointed  out  that  this 
did  not  mean  that  all  obstacles  to  export  business 
had  been  removed,  inasmuch  as  import  permits 
are  still  required  on  the  other  side.  The  inter- 
allied food  controllers  are  particularly  exacting 
regarding  shipments  to  the  Continent,  as  the  em- 
bargo against  food  shipments  to  enemy  countries 
is  still  in  force.  Nevertheless,  the  removal  of  re- 
strictions, coupled  with  the  free  buying  by  a 
prominent  local  firm  late  in  January  (as  reported 
in  our  February  issue),  encouraged  a stronger 
attitude  among  holders  and  prices  temporarily 
moved  to  higher  levels.  This  was  also  true  of 
primary  markets,  cost-and-freight  offers  being 
sharply  higher  at  one  time.  Subsequently  the 
non-appearance  of  an  active  export  demand  and 
the  failure  of  the  expected  domestic  “boom”  to 
materialize  made  holders  less  confident  and  much 


of  the  advance  was  lost,  not  only  in  this  market, 
but  in  Brazil  also. 

About  the  middle  of  the  month  fair  sales  were 
reported  of  Victorias  on  spot  and  afloat,  and 
shortly  afterwards  the  Belgian  Relief  Commis- 
sion made  further  purchases  of  spot  Rios.  Occa- 
sionally it  was  possible  to  And  an  importer  who 
could  report  fair  dealings,  but  these  were  de- 
cidedly in  the  minority.  It  was  evident  that  the 
majority  of  buyers  were  adhering  to  their  hand- 
•to-mouth  buying  policy,  still  hoping  that  prices 
would  fall  to  lower  levels.  This  hope  was  founded 
partly  on  additional  releases  of  vessels  from  war 
uses,  many  old-time  cargo  ships  reappearing  in 
pre-war  channels.  With  tonnage  abundant  at 
Brazilian  ports,  space  was  offered  on  two  steam- 
ers at  $1.40  and  $1.50,  compared  with  the  recent 
official  rate  of  $1.70.  On  a motorship  room  was 
offered  at  $1,  against  $1.20  previously,  while  at 
least  one  sailing  vessel  was  offere'd  at  60  cents,  or 
40  cents  below  the  old  rate.  It  would  not 
astonish  some  traders  of  long  experience  to  see 
the  rate  on  steamers  fall  to  75  cents  in  the  near 
future. 

At  the  same  time,  shipments  from  Brazil 
showed  marked  enlargement.  The  total  clear- 
ances during  February  were  about  1,460,000  bags, 
including  roundly  700,000  to  this  country.  As  a 
consequence,  the  quantity  afloat  increased  ma- 
terially and  is  now  larger  than  at  this  time  last 
year,  namely,  1,072,000  bags,  against  523,000. 
Still,  the  arrivals  were  only  about  170,000  bags, 
and  hence  the  quantity  in  store  was  reduced.  In 
fact,  the  New  York  stock-  of  Brazilian  grades  at 
one  time  was  said  to  be  the  smallest  ever  known. 
321,014  bags.  Therefore,  in  spite  of  the  much 


SEALRIGHT 

THE  SEAL  OF  PERFECTION  IN  PAPER  CANS 
EFFICIENCY-DUR  ABILITY-ECONOMY 
“SEALRIGHT  PACKS  IT  RIGHT” 
SEALRIGHT  COMPANY,  Inc. 

MAIN  OFFICE  & FACTORY  FULTON,  N.  Y. 

Thos.  P.  Monahan  G.  A.  Schmidt 

MONAHAN  BROKERAGE  COMPANY 

(Incorporated) 

BROKERS  IN  COFFEE 
506  South  Tth  Street,  St.  I_ouis,  IVio. 

IF  YOU  WANT  “SERVICE”,  Don’t  fail  to  command  us. 


March,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


265 


FOIL  LINED 
BAGS 

FOR  RACKING  COFFEE 


They  are  most  efficient ! 

Foil  lined  ba^s  are  used  by  many^ 
of  the  most  successful  coffee  roasters 
and  with -out  exception  byeveiylai^e 
tobacco  and  chocolate  packer 


With  cans  selling  at  so 
widely  divergent  prices 
the  use  of  tin  foil  bads 
is  rapidfyand  constant 
increasii^ 

Thomas  M Royal  6-  Co 

Bryn  Mawr  Pennsylvania 
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larger  quantity  afloat,  the  total  in  sight  is  still 
over  a million  bags  less  than  at  this  time  last 
year,  the  respective  figures  being  1,441,013  and 
2,448,802  bags. 

Because  of  the  refusal  among  buyers  to  take 
more  than  enough  for  immediate  requirements, 
warehouse  deliveries  continued  remarkably  light. 
It  is  true  the  February  total  for  New  York  and 
New  Orleans  was  about  230,000  bags,  against 
190,464  in  January,  but  last  February  the  total 
was  516,608.  Indeed,  the  shrinkage  in  the  de- 
liveries of  Brazilian  as  compared  with  the  pre- 
vious season  has  been  going  on  for  months.  Since 
July  I the  total  is,  roughly,  3,163,666  bags,  against 
4,105,475  for  the  same  period  last  year.  Although 
this  difference  was  offset  to  some  extent  by  the 
much  larger  deliveries  of  mild  grades,  it  is  quite 
obvious  that  the  “invisible  supply”  of  Brazilian 
must  have  been  reduced  appreciably. 

Milds  Are  Active  and  Higher 

Business  in  mild  grades  has  been  active  during 
the  month  and  generally  at  slightly  higher  prices. 
A still  larger  business  was  prevented  by  the  light 
stocks  of  washed  coffees  of  all  descriptions. 
There  have  been  no  offerings  of  Colombias  for 
future  delivery,  as  the  Magdalena  River  became 
so  dry  that  all  traffic  was  suspended.  Venezuela 
has  been  decidedly  firm,  mainly  owing  to  large 
sales  for  shipment  to  Spain,  while  European  in- 


terests have  been  outbidding  American  importers : 
in  Central  America.  Arrivals  during  January  j 
were  the  largest  ever  known,  330,566  bags,  and  ‘ 
they  were  also  large  during  February,  viz.,  about  ■ 

260.000  bags.  The  total  for  eight  months  was ! 
roundly,  4,325,000  bags,  against  1,445,000  last  sea- ! 
son.  Late  arrivals  showed  better  assortment,  but  I 
low  grades  were  still  scarce  and  displayed  special 
firmness,  being  in  good  demand,  particularly  for  | 
export.  Deliveries  have  also  continued  large,  ! 
being  243,169  bags  for  the  month,  against  330,566 
in  January  and  184,223  last  February.  The  total 
for  eight  months  is  about  2,100,000  bags,  against 

1.447.000  last  season.  Stocks  in  all  ports  are 
551,369  bags,  against  543,928  a month  ago,  and 
586,957  a year  ago.  Well-informed  merchants 
look  for  a big  business  from  now  on,  including 
an  active  demand  from  Europe. 

The  Tea  Market 

A greatly  improved  tone  is  noticeable  in  the 
tea  market,  largely  because  the  long-hoped-for 
export  demand  finally  developed.  It  has  been 
impossible  to  get  definite  figures  as  to  the  quan- 
tity, but  it  is  agreed  that  many  packages  of  Java 
tea  have  been  sold  for  shipment  to  Holland,  where 
the  retail  price  is  in  the  neighborhood  of  $i  per 
pound.  Moreover,  numerous  inquiries  have  been’ 
received  as  to  available  offerings  for  Great  Britain.- 
British  markets  have  been  active  and  strong,  es- 


COFFEE — Roasted  and  Green 


To  Wholesale  Dealers  Only 


General  Can  Company 

Tin  and  Fibre 

Sixteenth  & Canal  Sts. 
Chicago,  111. 
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COFFE 


all  fiber  cans 

Ixltcnie  S TIN  TOP  AND  BOTTOM  CANS 

The  ideal  container  in  place  of  expensive  tin  cans,  Ritchie's  Paraffined  or  Parchment  lined  cans 
hold  the  aroma,  are  airtight  and  non-absorbing.  The  ideal  package  for  Coffee,  Tea,  Spices,  Cocoa- 
nut  and  all  dry  foods. 

Quotations  and  samples  promptly  forwarded. 

w.  C.  Ritchie  and  Company 
414  so.  GREEN  ST.,  CHICAGO,  ILL. 


The  Ideal  Shipping  Case  for  Tea,  Coffee  and  Spices  || 


II  Glance  at  these  li  & D FIBRE  SHIPPING  BOXES  filled  with  all  sorts  of  goods  in  the  Tea  Store  || 

II  line.  Every  packer  of  these  boxes  is  guaranteed  against  theft  in  transit  and  makes  a big  saving  of  || 

II  packing  expense.  U*-  's  worth  your  while  to  investigate.  Write  for  booklet  “HOW  TO  PAGK  || 

II  IT,”  sent  free  on  request.  || 

IjTHE  HINDE  Sr  DAUCH  PAPER  COMPANY  || 

II  851  Water  Street,  Sandusky,  Ohio  (Canadian  Trade:  Address  Toronto,  Canada)  || 
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pecially  on  Orange  Pekoes.  One  cable  reported 
a million  pounds  sold  at  auction  at  an  advance 
equivalent  to  15  cents  per  pound,  including  Ceylon 
at  2s.  2d.,  and  Indian  at  is.  9d.  In  view  of  the 
fact  that  London  is  paying  roundly  54  cents  for 
Orange  Pekoes,  as  compared  with  38  to  40  cents 
recently  current  here,  it  is  not  surprising  that  the 
local  demand  has  shown  some  improvement. 
Moreover,  it  was  reported  that  primary  markets 
had  advanced  sharply  in  sympathy  with  London, 
but,  as  cables  were  delayed,  the  full  extent  of  the 
advance  was  not  disclosed. 

It  is  realized  that  our  stocks  cannot  last  long 
if  Europe  begins  buying  freely,  which  seems 
quite  probable,  in  view  of  the  much  lower  levels 
prevailing  here.  Hence,  leading  importers  be- 
lieve that  domestic  buyers  will  experience  great 
difficulty  in  replenishing  their  depleted  supplies 
unless  they  meet  the  views  of  sellers  now,  before 
the  foreign  demand  develops.  The  more  confi- 
dent feeling  is  also  based  on  the  opening  of  Rus- 
sian and  Balkan  markets.  The  former  have 
bought  much  more  than  had  been  thought  pos- 
sible, and  it  is  officially  reported  that  large 
quantities  stored  at  Vladivostok  are  being  sent 
into  Russia  via  Odessa.  Hitherto  there  has  been 
some  doubt  as  to  what  disposition  could  be  made 
of  some  3<5>oc>o  to  40,000  half-chests  of  country 


green  China  teas,  but  it  is  now  reported  that  they  i 
have  all  been  bought  for  Europe.  i 

The  Spice  Market  j 

Much  of  the  time  during  the  month  the  spice  ' 
market  exhibited  the  same  unsatisfactory  condi-  j 
tions  as  noted  in  January.  In  the  main  the  ten-  ! 
dency  has  been  described  as  halting  and  irregular.  ^ 
It  has  often  been  impossible  to  obtain  definite  I 
quotations,  there  being  a wide  difference  of 
opinion  as  to  values.  Leading  importers  have 
generally  been  firm  in  their  views,  partly  owing 
to  the  steady  dwindling  of  stocks,  the  belief  that 
domestic  demand  must  improve  ere  long,  and 
expectations  of  fairly  big  orders  from  Europe  | 
and  South  America.  Moreover,  they  point  to  | 
the  poor  prospects  for  the  replenishment  of  sup-  ! 
plies,  no  fresh  import  business  being  possible,  in- 
asmuch as  Africa  and  the  Orient  are  well  above 
our  parity.  The  fact  that  some  prices  named  in 
producing  countries  are  even  higher  than  before 
freight  rates  were  reduced  is  regarded  as  indi- 
cating serious  under-production  or  heavy  Euro- 
pean buying — possibly  both.  On  the  other  hand, 
some  of  the  smaller  interests,  many  of  them  not 
regular  spice  people  and  best  described  as  “fly- 
by-nights,”  have  become  tired  of  paying  storage  - 
and  other  charges,  and  hence  have  named  much 


When  in  the  market  for  bulk  coffees  let  us 
quote  and  submit  samples.  tj 

A larg»e  assortment  of  quality  coffees  to  j 
select  from. 

B.  FISCHER  <a  CO.,  Inc. 

IMPORTERS 

Tea— Coffee— Spice— Rice  NEW  YORK  CITY  ^ 
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1 

HI 

1 

i 

Over  2,000,000  F'amilies 

depend  upon  the  Jewel  Tea  Company,  Inc.,  for  their  supplies  of  Teas,  Coffees,  Spices,  Cocoa 
other  food  products. 

For  their  higher  priced  Teas,  Coffees,  Spices,  etc.,  as  illustrated  above,  they  use  exclusively 


and  have  contracted  with  us  for  their  requirements  for  a period  of  years. 

What  better  indorsement  could  we  have  than  the  continued  re-orders  from  so  large  and  so 
reputable  a concern? 

Write  us  for  samples  of  Paraffined  or  Parchment-lined  Containers  to  meet  YOUR  requirements. 


THE  FIBRE  CONTAINER  CORPORATION 


160  WEST  FRONT  ST., 


MONROE,  MICH. 


THE  LAST  THREE 


in  the  box  and  they’ll  soon  be  gone!  No  wonder — 
for  the  flavor,  crispness  and  fine  quality  put  into  them 
by  the  Taggart  people  have  been  kept  in  by  the 
waxed  paper  sealer.  Most  prepared  products  (par- 
ticularly foods)  lose  considerable  of  their  goodness  be- 
fore the  consumer  gets  them.  That’s  why  "quick  * 
turnover’’  is  a good  thing  for  all  concerned.  Waxed 
paper  sealers  or  wrappers  are  simply  insurance  against 
loss  of  goodness  before  the  user  gets  the  package. 

Will  you  permit  the  World’s  Cleanest  Paper  Mill 
to  submit  samples  of  KVP  waxed  and  also  vegetable 
parchment  papers? 

Kalamazoo  Vegetable  Parchment  Company 

Kalamazoo,  Michigan 

The  World’s  Cleanest  Paper  Mill. 
Manufacturers  of  Waxed,  Vegetable  Parchment 
and  Bond  Papers. 


FIDELITY  CAN  CO. 

Baltimore,  Md. 

TIN  CANS 

and 

CONTAINERS 
WOODEN  BOXES 

and 

BOX  SHOOKS 
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lower  prices  in  order  to  dispose  of  their  bur- 
dens. This  sort  of  selling  has  naturally  had  a 
decidedly  unsettling  effect,  but  some  well-in- 
formed people  believe  that  holdings  of  this  nature 
have  been  quite  thoroughly  liquidated.  While 
it  lasts,  however,  it  naturally  encourages  buyers 
to  adhere  to  their  policy  of  buying  only  for  im- 
mediate needs.  Late  in  the  month  rather  more 
settled  conditions  were  noted.  Although  pur- 
chases were  of  small  volume,  demand  was 
broader  and  there  was  less  pres^re  to  sell.  Fol- 
lowing the  reduction  in  freight  rates  more  ex- 
port inquiry  was  in  evidence.  Nevertheless, 
freight  room  remained  scarce,  preventing  busi- 
ness of  importance. — C.  K.  T. 


SALIENT  TRADE  NOTES 

Bowers  Bros.,  coffee  roasters  and  packers, 
Richmond,  Va.,  have  opened  a New  York  office 
at  88  Front  street,  in  order  to  take  care  of  their 
growing  needs  and  to  be  in  close  touch  with  the 
primary  markets. 

Leopoldino  Cunha,  who  is  connected  with  the 
firm  of  Andrade  Junquerra  & Co.,  Santos,  Brazil, 
arrived  in  New  York  during  the  month  on  a 
combined  business  and  pleasure  trip. 

Theodore  F.  Whitmarsh  and  Edgar  Rickard, 
who  have  been  directing  the  Food  Administration 


TO  GREEN  COFFEE  BUYERS 

unprecedentedly  dangerous  coffee  market  situation,  the 
^ changed  conditions  occasioned  by  the  war,  and  the  advent  of 
numerous  outside  interests  render  the  services  of  a New  York  repre- 
sentative absolutely  essential  to  all  wide-awake  and  progressive 
roasters  and  jobbers. 

A thoroughly  equipped  office  and  efficient  staff,  together 
with  thirty-one  years’  experience  in  all  branches  of  the  business,  are 
at  your  service. 

Correspondence , solicited. 

W.  LEE  SIMMONDS  & CO. 

Coffee  Brokers 

88  Front  Street  New  York 


during  Herbert  Hoover’s  absence  in  Europe,  have 
been  appointed  joint  United  States  directors  of 
the  American  Relief  Association,  which  has  been 
established  to  administer  the  $100,000,000  fund 
appropriated  by  Congress  for  European  relief. 

Graham  Arnold,  formerly  connected  with  the 
green  coffee  department  of  Arbuckle  Bros.,  has 
assumed  the  management  of  the  coffee  department 
of  the  General  Commercial  Company,  Ltd.,  of  the 
United  States,  New  York,  import  and  export  con- 
cern. The  department  will  be  operated  in  con- 
junction with  their  house  in  Santos.  Before  es- 
tablishing his  new  headquarters  Mr.  Arnold  spent 
two  weeks  traveling  through  Western  and  South- 
ern markets  in  company  with  William  Korbin,  of 
Edward  Bleecker’s  office. 

Fromm  & Co.,  members  of  the  New  York  Cof- 
fee and  Sugar  Exchange,  and  now  occupying  the 
premises  at  82  Beaver  and  98  Water  streets.  New 
York,  have  purchased  the  five-story  and  basement 
building  at  92  Front  street,  and  will  use  it  in  the 
near  future  to  house  all  their  departments  under 
one  roof.  The  sale  os  understood  to  have 
amounted  to  about  $50,000. 

The  new  office  which  C.  E.  Bickford  & Co. 
opened  recently  at  180  North  Dearborn  street, 
Chicago,  has  been  equipped  with  a three-cylinder 
Burns  sample  coffee  roaster.  Tuxedo  table,  etc. 

R.  Alexander  Schonbrunn,  of  S.  A.  Schonbrunn 
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Tf  L^PHONE— JOHN  4112-3-4. 

CABLE  ADDRESS— MACILLET. 

CODES— BENTLEY’S,  LIEBERS,  ABC-5TH.  EDIT. 


CAPITAL— $100,000. 


MACY  BROS.  & GILLET,  INC. 


OLIVER  CARTER  MACY 

President 

T.  RIDGWAY  MACY 

Vice-President 


TEA  BROKERS 

98  WALL  STREET 
NEW  YORK 


LOUIS  ALLSTON  GILLET 
Treasurer 

HARRY  E.  HAYES 

Secretary 


Buyers  will  find  our  private  tea  rooms  on  different  floors  the  finest 
and  most  up-to-date  in  the  country.  Our  long  experience  as  Im- 
porters, Brokers  and  Tea  Experts,  together  with  our  special  sources 
of  information  concerning  both  domestic  and  foreign  market  con- 
ditions, will  be  at  the  service  of  our  customers. 


We  aim  to  give  both  buyers  and  sellers  a service  not  yet 
attained  in  this  country  and  believe  we  have  the  facilities  for 
doing  it. 


Samuiel  IVI.  L.ariQStori  Co.,  Camden,  N.  d.,  C.  S.  A. 


Headquarters  for 

Complete  Sets  of  Machinery 

For  Making 

PAPER  CANS 


Agents: 

Canadian-Fairbanks-Morse  Co.,  Ltd. 
Montreal,  Canada,  Toronto 
T.  W.  &C.  B.  Sheridan  Co.,  London,  England 
Geo.  Fethers  & Co.,  Melbourne,  Australia 


a.  W.  BERRY 

TEA  AND  COFFEE  BROKER  AND  IMPORTER 

Correspondence  invited. 

J.  \V.  Berry  thoroughly  understands  the 
Tea  and  Coffee  business  from  first  to  last. 
Thirty  years’  active  and  intelligent  experi- 
ence in  the  trade.  Vancouver  is  the  big 
point  of  entry  on  the  Canadian  Pacific 
Coast. 

Imports  orders  taken  for  Tea  from  Cey- 
lon, India,  or  Japan,  in  2.5  case  lots  or  over. 
The  present  is  a good  time  to  import. 

33  Bank  of  Hamilton  Bldg.,  VANCOUVER,  CANADA 

Bankers:  Bank  of  Nova  Scotia. 


A.  C.  RICKS 

COFFEE  BROKER 

Strict  Attention  paid  to  Cup  Quality. 

Samples  sent  on  request. 
Correspondence  Solicited. 

626  Poydras  St.  New  Orleans 
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& Co.,  New  York,  has  purchased  the  five-story 
and  basement  building  at  83  Front  street,  of 
which  the  company  has  been  lessee  for  about  fif- 
teen years.  Extensive  improvements  will  be 
made. 

Ruffner,  McDowell  & Burch,  well-known  coffee 
brokers  of  Chicago,  are  opening  an  office  in  San 
Francisco.  A complete  equipment  of  Burns  appa- 
ratus will  be  installed,  including  a five-cylinder 
sample  roaster,  electric  grinder  and  Tuxedo  re- 
volving table. 

Brewster,  Gordon  & Co.,  Rochester,  N.  Y.,  will 
be  taken  over  by  E.  F.  Brewster,  Jr.,  and  all  the 
old  employees.  Every  one  of  the  old  employees 
has  stock  in  the  new  company,  which  will  be  in- 
corporated for  $750,000. 

The  plant  of  the  Borden  Condensed  Milk  Com- 
pany, at  Belvidere,  111.,  where  a coffee  compound 
is  to  be  produced,  will  have  a No.  i Bu'rns  roaster, 
cooler  and  stoner.  No.  ii  mill,  etc.,  duplicating 
apparatus  now  used  by  this  company  for  similar 
work  at  Truro,  N.  S. 

The  Midwest  Grocery  Company,  a new  import- 
ing, wholesale  and  manufacturing  company  of 
Kansas  City,  Mo.,  began  business  on  February  i. 
O.  C.  Linquist  and  R.  B.  Linquist  are  president 
and  vice-president,  respectively.  E.  D.  Hankey  is 
secretary  and  treasurer. 


March,  igig  | 

The  Sheppard-Strassheim  Company,  wholesale  : 
grocer,  of  Chicago,  has  recently  installed  a No.  4 • 
Burns  separator  for  grading  green  coffee.  | 

Harrisons  & Crosfield,  Ltd.,  London,  have  ap- 
pointed George  Croll  as  chairman  of  the  com-  ^ 
pany,  to  succeed  C.  Heath  Clark,  who  resigned 
January  i. 

The  business  of  the  Paul  de  Lima  Company, 
Syracuse,  N.  Y.,  has  developed  so  that  a larger 
plant  is  required.  New  machinery,  soon  to  be 
installed,  includes  a No.  15  Jubilee  roaster  with 
flexible-arm  cooler  and  stoner  and  other  modern 
connections. 

The  Royal  Cocoa  Company  of  Jersey  City, 
N.  J.,  got  a verdict  for  the  payment  of  insurance 
policies  amounting  to  $510,000  from  a jury  in  the  | 
United  States  Court  at  Newark.  The  cocoa  plant  I 
was  burned  a year  ago,  and  the  company  sued 
sixteen  fire  insurance  companies  for  payment, 
which  was  refused  on  the  ground  that  the  Royal  i 
Company  had  been  negligent  in  its  provisions  ; 

against  fire.  , 

The  Plunkett-Jarrell  Grocer  Company,  of  i 

Little  Rock,  Ark.,  is  about  to  install  additional 
coffee  roasting  apparatus.  Three  more  No.  5 
Burns  roasters  will  be  put  in,  and  these  machines,  j 
though  arranged  for  gas  fuel,  will  also  have  com-  i 
plete  fu'rnaces  for  using  coal.  ■ 

— ^1 
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EPPENS,  SMITH  COMPANY 

Importers  and  Jobbers 


COFFEES  and  TEAS 

267-269-271  Washington  St.,  103-105-107  Warren  St., 
124  Front  St.,  New  York 

eJAVA  and  SUIVIAXRA 
COFFEES 

SPOT  AND  AFLOAT 


Offering  some  choice  lots 


Ask  for  Samples 
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FRANCIS  PEEK  & CO.,  Ltd. 

Head  Office:  20  Eastcheap,  London,  E.  C. 

SINGAPORE  JAVA  SUMATRA 

Laidlaw  Batavia,  Soerabaja,  Bandoengf  Medan  and 

Buildings  and  Semarang  Padang 


EXPORTERS  of  JAVA  TEA 

and  other  Dutch  East  Indian  Produce 


TIN  RUBBER  SUGAR 

COFFEE  RICE  TAPIOCA  PEPPER  CITRONELLA  OIL,  ETC. 


WRITE  TO  OUR  BATAVIA  HOUSE  AND  ASK  TO  BE  PLACED  ON 
MAIL  LIST  TO  RECEIVE  OUR  JAVA  MONTHLY  PRODUCE  REPORT 


JAVA  TEAS  OF  DIRECT  IMPORT 

ROWLEY  DAVIES  & CO.,  LTD. 

BATAVIA,  JAVA 
OR  FENCHURCH  HOUSE, 

5,  FENCHURCH  STREET, 

LONDON,  E.  C. 

WILL  GLADLY  SUPPLY  ALL  INFORMATION 


Meiji  Trading  Company,  Ltd. 

Successors  To 

Furuya  and  Nishimura 

HEADQUARTERS  for  TEAS  of  ALL  KINDS 
and  PRODUCE 

96  Front  Street  New  York 

Branches  at  Chicago  and  Montreal 
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W.  F.  McLaughlin  & Co.,  of  Chicago,  importers 
and  roasters  of  coffees,  have  moved  into  a new 
building  on  the  corner  of  La  Salle  and  Ontario 
streets.  It  is  an  eight-story  building  of  the  most 
modern  type,  and  gives  this  company  greatly  in- 
creased floor  space. 

The  Ideal  Cocoa  & Chocolate  Company,  of 
Lititz,  Pa.,  is  making  important  improvement's. 
In  the  roasting  department  two  No.  i Burns  ma- 
chines are  to  be  added,  with  a flexible-arm  tiptop 
cooler  box,  raw  cocoa  cleaner,  and  various  bins 
and  elevators. 

The  Corey  Trading  Corporation,  iii  Broad- 
way, New  York,  has  been  incorporated,  with  a 
capital  of  $100,000,  by  M.  Richig,  H.  H.  Winter 
and  L.  Corey,  to  trade  in  coffee,  cocoa  and  cotton- 
seed products. 

An  equipment  for.  the  manufacture  of  peanut 
butter  has  been  ordered  by  the  Griffin  Grocery 
Company,  McAlester,  Okla.  The  plant  will  in- 
clude a one-bag  roaster  with  rocking  cooler, 
blancher,  picking  table  and  grinder,  all  from  the 
factory  of  Jabez  Burns  & Sons,  New  York. 

The  coffee  roasting  and  spice  mills  of  Van  Loan 
& Co.,  at  64  North  Moore  street.  New  York,  were 
badly  damaged  by  fire  recently,  the  loss  on  the 
building  and  contents  being  estimated  at  $200,coo. 


The  Park  & Grant  Mercantile  Company,  of 
Watertown,  S.  D.,  will  soon  install  a No.  5 Burns 
roaster  for  two-bag  batches  of  pod  peanuts,  with 
a 2-horsepower  driving  motor. 

Emerson  Knoff  has  been  appointed  vice-presi- 
dent and  general  manager  of  the  Gerrard  Wire 
Tying  Machine  Company,  Inc.,  Chicago,  accord- 
ing to  an  announcement  sent  out  by  President 
A.  J.  Gerrard.  - 

The  Chicago  office  of  Hunt  & Co.,  importers  of 
Japan  and  China  teas,  with  headquarters  at  135 
Front  street.  New  York,  has  been  moved  to  222 
North  Wabash  avenue. 

Frederick  Bischoff,  the  Brooklyn,  N.  Y.,  cocoa 
and  chocolate  manufacturer,  is  reported  to  be 
planning  a branch  factory  in  Ballston  Spa,  N.  Y. 
Plans  are  being  laid  to  remodel  the  former  plant' 
of  the  Union  Bag  & Paper  Corporation,  known  as 
Union  Mill.  New  machinery  will  be  installed  at 
an  early  date. 

The  Reily-Taylor  Company,  tea  and  coffee  im- 
porter, of  New  Orleans,  has  reprinted  the  “Toast 
to  Our  Boys  Over  There,”  written  by  George 
Morrow  Mayo  and  read  by  Senator  John  Sharp 
Williams  to  the  United  States  Senate  last  sum- 
mer. The  toast  is  printed  on  medium  weight 
cardboard,  and  is  used  as  an  envelope  stuffer. 


COFFEE  ROASTING  FOR  THE  TRADE 

ONLY 

No  Spice  Grinding  COFFEE  SEPARATED  No  Coffee  Selling 

JOHN  W.  HAULENBEEK  CO. 

(Established  for  38  Years) 

NO  ACCOUNT  TOO  LARGE  FOR  US  TO  HANDLE. 

WE  MAKE  A SPECIALTY  OF  HANDLING  OUT  OF  TOWN  ACCOUNTS. 

393  GREENWICH  STREET  NEW  YORK 

»Phone  Canal  217-218-219 


Protect  Your  Trade 
Marks  and 

Your  Trade  Marks 
will 

Protect  You. 

For  all  information  and  services  relating 
to  Trade  Marks,  Write 

TRADE  MARK  TITLE  CO. 

Ft.  Wayne,  Ind. 


REEVE  & VAN  RIPER 

WAREHOUSEMEN 

COFFEE 
Packers  of  Teas 

Storage  and  Weighing 

46-48-49  WATER  ST..  NEW  YORK 


“EXACT  WEIGHT’^  Scales  represent 
NINE  PARTS  SCALES  AND  ONE  PART 
UNSKILLED  LABOR.  Any  fool  can 
draw  a straight  line  with  a rule. 

Skilled,  experienced  operators  can 
produce  accurate  weights  on  ordinary 
scales. 
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Help  Yonr  Coffee  Crop  to  Bigger  Growth 

with 

CaiiEiN  Nitrite  of  Soda 

For  every  1000  lbs.  of  merchantable 
coffee  produced,  about  24  pounds  of 
nitrogen  are  drawn  from  the  soil. 

Replenish  the  fertility  of  your  soil 
by  spreading  broadcast 

Nitrate  of  Soda 

It  will  enable  the  trees  to  resist 
unfavorable  seasons  and  the  attacks 
of  parasites  by  sustained  vigor  of 
growth. 

Write  for  a free  copy  of  “Coffee  Planting. 

Dr.  William  S.  Myers 
Chilean  Nitrate  Committee 
25  Madison  Ave.'  New  York 


COFFEE  ROASTING  and  GRINDING 

for  the  TRADE 

No  job  too  small  or  too  large 

Prompt  Service 

TRADE  COFFEE  ROASTING  CO. 

83  PINE  STREET  NEW  YORK 

Telephone  for  Representative 
HANOVER  6186 


BUSINESS  WITH  PORTUGAL 

Specialty  in 

Teas,  Coffees  and  Cocoas 

Importers  and  Exporters 

SOCIEDADE  PORTUGUESA  IMPORTA- 
DORA  AND  EXPORTADORA  Lda. 

(Portuguese  Import  and  Export  Co.,  Ltd.) 
Head  Office: 

Rua  dos  Douradores,  83,  LISBON 
London  Office:  63,  Crutched  Friars,  E.  C.  3 
Agencies  all  over  the  world 


BEST  VALUES  IN 

India  and  Ceylon 

TEAS 

Importers 


87  Front  St.,  New  York 

Tel.—  HANOVER— 6604 


TRICOLATOR 

“THE” 

COFFEE  MAKER 

The  Aluminum  Bowl 
Makes  Perfect  Coffee 
Thru  Paper  Filters 
$1.75 

Included  with  the 
2qt.  FIRE  KING 
(Almost  Unbreakable) 

CHINA  Urn  $3.00 

A Gallon  size  $7.50 
with  Fire  King  urn 
and  100  filters 

Send  for  circular  and  prices  on  Urn 
TRICOLATORS  and  Filter  Paper, 

THE  TRICOLATOR  CO. 

CHICAGO 
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THE  PRACTICAL  RETAIL  GROCER 

^ A department  devoted  to  the  discussion  of  problems  which  vex  retailers* 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad- 
vertise, how  to  obtain  the  maximum  eflSciency  in  the  grocery  bus'ness. 


THE  RIGHT  SELLING  PRICE 


A Discussion  of  the  Many  Factors  That  Enter 
Into  the  Calculation  of  Costs  and  Profits 
in  Grocery  Stores^ 

By  L.  D.  H.  Weld 

Chicago 

NO,  I ^TURNOVER  AND  NET  PROFITS 

' I 'HE  relation  of  turnover  to  net  profits  is 
rather  vague  in  the  minds  of  many.  In  con- 
sidering a store  as  a whole,  it  is  obvious  that  if 
the  net  profit  on  each  complete  stock  turn  is  2 
per  cent,  five  stock  turns  in  a year  will  mean  10 
per  cent  profit  on  capital  invested ; ten  stock 
turns  will  mean  20  per  cent,  and  so  on. 

But  how  does  the  rate  of  turnover  of  an  indi- 
vidual article  affect  the  profits  on  that  article? 
Just  the  same  way  as  for  the  store  as  a whole. 
But,  of  course,  in  order  to  find  the  net  profit  on 
a single  stock  turn  we’ve  got  to  determine  the 
cost  of  selling  the  article.  The  main  point  is 
that  the  rate  of  turnover  on  a single  article 
affects  the  cost  of  selling  that  article  by  affecting 
its  carrying  charges. 

How  ? Remember  that  fate  of  turnover  means 
the  relation  between  average  quantity  of  the 
article  on  hand  and  the  total  sales.  If  a mer- 
chant carries  equal  quantities  of  two  articles,  but 
sells  four  times  as  much  of  the  one  as  of  the 
other,  how  does  this  affect  his  selling  cost?  The 
answer  is  that  some  items  of  expense  depend  on 
the  amount  of  stock  carried,  while  others  depend 
on  the  sales. 

Take  the  item  of  interest-  on  capital ; suppose 
the  merchant  keeps  $100  tied  up  in  each  of  the 
two  articles  suggested  above.  The  sales  of  the 
one  are  $400,  and  of  the  other  only  $100.  The 
actual  interest  cost  is  the  same  on  both— say  5 
per  cent  of  the  capital  tied  up,  or  $5  on  each. 
But  the  $5  is  only  1.25  per  cent  of  the  $400  of 
sales  of  the  first  article,  while  it  is  5 per  cent  of 
the  $100  sales  of  the  second  article.  In  other 


interest  cost  on  the  article  with  four  stock  turns 
is  only  one-fourth  of  the  interest  cost  of  the 
article  with  one  stock  turn. 

On  the  other  hand,  take  the  item  of  delivery 
cost;  this  depends  primarily  on  volume  of  de- 
livered sales,  rather  on  the  amount  of  stock  car- 
ried. Assuming  that  the  two  articles  are  deliv- 
ered with  equal  facility,  delivery  cost,  expressed 
as  percentage  of  sales,  would  be  the  same  for 
the  two  articles.  Rapidity  of  turnover  has  little 
or  no  effect  on  delivery  costs. 

By  analyzing  the  expense  account  of  a store  a 
merchant  can  easily  determine,  at  least  roughly, 
whether  any  single  item  of  expense  depends  on 
the  amount  of  stock  carried,  or  on  volume  of 
sales. 

Salesmen  s salaries,  delivery,  btiying  expense, 
bad  debts,  wrapping  paper  and  other  supplies  de- 
pend on  volume  of  sales  and  the  selling  expense 
expressed  as  a percentage  of  sales  is  the  same 
irrespective  of  the  rate  of  turnover.  But  in- 
terest, rent,  insurance  and  taxes,  heat,  light  and 
depreciation  depend  primarily  on  the  amount  of 
stock  carried,  rather  than  on  volume  of  sales. 
Wherever  an  item  of  expense  depends  on  stock 
carried,  the  more  rapid  the  turnover  the  smaller 
this  expense  becomes  when  expressed  as  a per- 
centage of  sales. 

It  follows  that  advertised  goods — if  the  ad- 
vertising has  been  successful  enough  to  make  the 
goods  move  rapidly— may  be  more  profitable  to 
the  merchant  at  smaller  margins  than  unadver- 
tised  goods  at  higher  margins.  A corollary  of 
this  conclusion  is  that  merchants  often  waste 
time  and  expense,  and  add  nothing  to  their  profits, 
by  forcing  their  salesmen  to  spend  time  and 
energy  in  pushing  slow-moving  long-margin 
goods. 

It  also  follows  that  an  article  carrying  a long 
margin,  say  50  per  cent,  may  yield  only  a loss. 
How  can  that  be  ? Suppose  the  merchant  carries 
a $1,000  stock  and  sells  only  $10  worth  a year! 
Isn’t  that  sufficient  answer  for  almost  anyone? 


I 

i 

i 


i 

i 
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words,  when  figured  as  percentage  of  sales  the  How  It  Might  Work  Out  for  Two  Articles 


* I'rom  System. 


Remembering  that  some  items  of  expense  vary 
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S W WEIR'et  »NE!M 


War  Changed  the  Map 

but  war  did  not  change  the  process  of  manu- 
facture, or  the  purity,  wholesomeness  or 
nutritive  value  of 


1 


Shredded  Wheat 


It  is  the  same  cereal  you  have  always  sold, 
made  of  the  whole  wheat,  nothing  added, 
nothing  taken  away.  The  removal  of  gov- 
ernment restrictions  will  enable  our  dis- 
tributors to  supply  the  normal  demand  for 
this  product  which  was  somewhat  curtailed 
during  the  war.  It  is  the  same  vShredded 
Wheat  you  have  always  sold — pure,  clean 
wholesome,  nutritious. 


Made  only  by 

The  Shredded  Wheat  Company, 


Niagara  Falls,  N.  Y. 
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with  sales  and  some  with  amount  of  stock,  the 
selling  expenses  of  a retail  grocery  store  and  of 
two  single  articles,  such  as  flour,  with  a rapid 
turnover  and  an  imported  delicacy  with  a slow 
turnover,  might  be  somewhat  as  in  the  following 
table  if  it  were  possible  to  ascertain  the  individ- 
ual costs  accurately. 


Whole 

Imported 

Varies 

Items  of  Sales  Cost 

Store 

Flour 

Delicacy 

With 

Salaries  of  clerks... 

8.5 

6.0 

12.5 

Sales 

Rent  

3.0 

2.5 

5.5 

Stock 

Delivery  

3.0 

3.0 

3.0 

Sales 

Insurance  and  taxes. 

0.75 

0.5 

1.5 

Stock 

Depreciation  

0.75 

0.5 

1.5 

Stock 

Bad  debts  

0.5 

0.5 

0.5 

Sales 

Heat  and  light 

0.5 

0.3 

0.8  • 

Stock 

Supplies  

0.5 

0.5 

0.5 

Sales 

Interest  . .• 

1.0 

0.7 

1.2 

Stock 

Total  percentage.. 

18.5 

14.5 

27.0 

Of  course  these  ngures  are  merely  hypotheti- 
cal ; but  they  illustrate  admirably  how  different 
items  of  expense  are  affected  by  the  relation  1)e- 
tween  stock  carried  and  volume  of  sales.  The 
fast-moving  article  bears  a smaller  percentage  of 
those  expenses  that  depend  primarily  on  amount 
of  stock  carried ; whereas  both  articles  carry  the 
same  percentages  of  those  items  that  depend  on 
volume  of  sales.  Under  the  circumstances  as- 
sumed in  this  table,  flour  could  be  sold  on  a 15 
per  cent  margin  without  loss ; the  imported  deli- 
cacy would  have  to  carry  a margin  of  more  than 
27  per  cent. 

Above  all,  remember  that,  in  addition  to  these 
reductions  in  carrying  charges,  a fast  rate  of 
turnover  gives  a merchandising,  competitive  ad- 
vantage of  great  value.  With  a fast  rate  of 
turnover  you  can  build  up  a suitable  net  out  of 
little  nets  and  legitimately  sell  below  the  prices 
of  the  competitors  who  sell  at  long  margin  with 
a slow  rate  of  turnover,  and  thereby  increase 
your  good  will  and  sales.  That’s  the  important 
advantage  of  a fast  rate  of  turnover  to  the  live 
merchant  who  maintains  it. 


MORE  SELF-SERVICE  GROCERIES 
Alabama,  Louisiana, and  Tennessee  are  to  have 
a chain  of  self-serve  food  shops  if  the  plans  of 
the  recently  organized  Acka  Packa  Stores  Com- 
pany, of  Nashville,  do  not  go  awry.  The  first 
store  of  the  chain  was  opened  in  January  in  Nash- 
ville. Like  others  of  this  type  the  chain  groceries 
will  have  no  clerks,  and  will  make  no  deliveries. 
Stock  will  be  displayed  in  alphabetical  order,  and 
fresh  meat  departments  will  be  prominent  fea- 
tures. 


NOVEL  WINDOW  DISPLAY  IDEAS 

Hints  for  the  Busy  Merchant  on  How  to  Get 
the  Most  Benefit  Out  of  His 
Store  Window 

By  B.  J.  Munchweiler 
Philadelphia 

JTERE  are  practical  suggestions  for  making 
the  grocery  window  display  more  attractive 
to  the  passersby  and  a greater  source  of  income 
to  the  proprietor. 

Write  Your  Own  Advertisements 
If  you  subscribe  to  trade  journals  clip  every- 
thing that  could  be  used  for  an  ad.  in  your  line. 
Paste  clippings  in  a scrapbook,  arranged  under 
proper  headings  so  that  you  can  easily  find  any- 
thing. By  this  means  make  use  of  your  own 
advertisements  preserved  for  five  or  six  years 
back,  and  frequently  get  head  lines,  sentences  and 
ideas  from  others  foreign  to  your  line.  After 
a lapse  of  a few  years  one  can  collect  a mass  of 
advertising  ideas  relating  to  his  own  business 
that  will  be  very  valuable  to  him. 


Test  Your  Own  Eggs 

Make  an  egg  tester  with  twelve  holes  instead 
of  one  for  placing  the  eggs  in.  It  is  easy  to  con- 
struct. The  tester  (it  is  kept  filled  with  a dozen 
eggs  at  all  times)  is  placed  just  inside  the  store 
by  the  entrance,  - with  an  attractive,  easily  read 
showcard,  stating  that  you  “actually  get  fresh 
eggs  when  purchased  from  us.”  The  customer 
will  see  for  herself,  by  looking  into  a tester 
(placed  at  a convenient  height),  that  the  eggs 
are  indeed  fresh. 


Ask  Yourself  These  Questions 

Do  I weigh  all  goods  bought  by  weight  promptly 
on  receipt? 

Do  I make  the  written  claim  for  shortage  at 
once  ? 

Do  I count  all  goods  bought  by  numerical 
count  ? 

Do  I check  and  recheck  all  invoices  ? 

Do  I gauge  all  liquids  bought  by  keg,  barrel  or 
case  ? 

Do  1 keep  a tight  cover  on  liquors  which  evapo- 
rate? 


ANCLEFOO 


The  Non-Poisonous 
Fly  Destroyer 


The  U.  S.  Dept,  of  Agriculture  says  in  the  Bulle- 
tin; “Special  pains  should  be  taken  to  prevent 
children  from  drinking  poisoned  baits  and  poi- 
soned files  dropping  into  foods  or  drinks.” 
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IMPORTANT  PRICE 

ANNOUNCEMENT 

When  some  other  manufacturers  during  the  war  were 
cutting  down  the  sizes  of  their  packages  and  otherwise  in- 
creasing their  prices  an  average  of  333^%  or  more,  on  stand- 
ard sizes  of  Baking  Powder,  the  full  16  ounce  pound  package 
of  Ryzon,  The  Perfect  Baking  Powder,  was  maintained,  and 
its  price  advanced  only  5c  per  pound  (approximately  15%)  to 
the  consumer  without  altering  the  retailer’s  or  wholesaler’s 
percentages,  which  were  a necessary  and  fair  compensation  for 
the  distributing  services  performed. 

Furthermore,  in  making  the  original  price  for  Ryzon,  the  margin  al- 
lowed for  marketing  expense  over  manufacturing  costs  was  moderate  as 
compared  with  similar  specialties,  and  irrespective  of  the  war,  the  small 
advance  made  in  its  price  would  probably  have  been  necessary. 

Because  the  price  of  Ryzon  has  not  been  advanced  commensurate  with 
the  increased  cost  to  manufacture  under  war  conditions,  the  present 
price  is  as  low  as  consistent  with  the  cost  of  manufacturing  “The  Perfect 
Baking  Powder.  “ 

Accordingly,  there  will  he  no  price  reduction  on  RYZON  during  1919,  and 
if  the  present  high  rate  of  compensation  for  labor  and  other  expenses,  in- 
cluding transportation,  are  continued,  the  tendency  in  the  future  will  be 
towards  an  increase  rather  than  a reduction  in  the  price  of  Ryzon,  which 
is  now  priced  lower  than  it  is  worth  in  comparison  with  its  cost  and  the 
relative  cost  and  prices  of  other  Baking  Powders. 

Therefore,  it  will  be  good  and  safe  business  for  retailers  and  wliole 
• salers  to  replenish  their  stocks  of  Ryzon  now. 

(SENERALCHEMICALCO. 

FOOD  DEPARTMENT 

NEW  YORK 
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Do  I measure  all  goods  bought  by  lineal,  square 
or  yard  measure? 

If  not,  how  do  I know  I am  getting  what  I 
pay  for? 


A Reminder 

Many  times  a patron  will  enter  a store,  make  a 
few  purchases,  and  leave  without  completing  the 
shopping  list.  To  overcome  this  loss  of  sales  and 
refresh  your  trader’s  memory,  have  painted  on 
your  doors  on  a line  with  the  vision  a neat  card 
with  a huge  question  mark  outlined  over  these 
words,  “Have  you’  forgotten  anything?” 

It  is  surprising  to  note  the  number  of  people 
who  will  pause  when  this  sign  meets  their  eye, 
return  and  ask  for  some  forgotten  article  re- 
minded by  the  hint  the  placard  conveys  on  the 
inside  of  your  doorway. 

Stubborn  Lids 

Lids  of  tea,  coffee  and  spice  cans  are  at  times 
very  difficult  to  open,  and  the  well-meant  patented 
devices  to  assist  in  opening  fail  just  as  often  in 
their  object.  Next  time  lay  the  tin  on  its  side 
and  roll  it  swiftly  under  the  palm  of  the  hand  on 
the  bench  or  table,  when,  presto ! the  lid  comes 
off. 


SELF-SERVICE  PLAN  GROWING 

There  Are  Now  145  Cities  and  Towns  in 
Which  “Piggly-Wiggly”  Grocery  Stores 
Have  Been  Established 


IN  connection  with  an  announcement  of  the  for- 
^ mation  of  the  Piggly-Wiggly  Merchandising 
Corporation  in  Memphis,  Tenn.,  with  capital  of 
$2,000,000,  it  is  said  that  there  are  now  145  cities 
and  towns  in  wJiich  this  type  of  self-service  retail 
grocery  stores  are  in  operation. 

The  system  is  patented  by  Clarence  Saunders, 
a wholesale  grocer  in  Memphis,  and  differs  some- 
what from  the  California  grocerteria  plan,  the 
chief  difference  being  that  customers  in  the 
Piggly-Wiggly  store  are  obliged  to  walk  through 
a series  of  aisles  before  shelves  on  which  the 
goods  are  displayed,  instead  of  wandering  about 
the  store  at  will  as  in  the  California  plan. 

The  Piggly-Wiggly  system  is  somewhat  unique, 
the  stores  being  entirely  different  from  ordinary 
grocery  stores.  They  are  self-service,  consumers 
entering  through  a turnstile  after  first  being  pro- 
vided with  a basket.  They  then  make  a detour 
of  tiers  of  shelves  which  are  arranged  in  aisles, 
pick  out  what  goods  they  want,  the  prices  being 


Largest  selling  brand  in  the  United  States 


Seventeen  highest  awards  for  Purity,  Strength  and  Fine  Flavor. 

THE  C.  F.  SAUER  COMPANY  Richmond,  Va. 


EVERYBODY  Likes  SUMORE 

Biscuits 

include  every 
known  variety 

of  Biscuits 

EVERYBODY  Wants  SUMORE 
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War  Whetted  Sugar  Appetites 


Old  habits  return  easily.  The  sugar-hungry  are  now 
buying  more  sugar  than  ever. 


Package 

Sugars 


With  quickened  demand  but  the  same  sales  force  the 
grocer  is  finding  these  sturdy  machine-packed  cartons 
and  strong  cotton  bags  a great  economy  in  handling  and 
sure  protection  against  sugar  loss  through  spillage. 


American  Sugar  Hefining  Company 

Sweeten  it  with  Domino** 

Granulated,  Tablet,  Powdered,  Confectioners,  Brown 


Rows  and  rows  of  Yuban  packages  are  continually  going 
on  to  the  shelves  of  thousands  of  grocery  stores. 

At  once  off  they  go  into  the  hands  of  hundreds  of  thousands 
of  customers. 

These  quickly  moving  packages  tell  the  story  of  the  demand 
for  Yuban. 

You  will  find  that  Yuban  repeats  as  no  other  coffee  does. 

ARBUCKLE  BROTHERS 

Yuban  Coffee  Department 

NEW  YORK  PITTSBURG  CHICAGO 
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marked.  They  then  come  out  on  the  other  side, 
are  met  by  the  cashier,  who  figures  the  total  pur- 
chases, and  the  goods  are  paid  for. 

The  consumer,  therefore,  serves  herself,  the 
object  being  to  reduce  expenses  to  the  minimum. 
Claims  are  made  that  the  stores  can  be  operated 
on  an  overhead  of  3 per  cent,  and  that  because 
of  the  method  adopted  and  the  novelty  of  opera- 
tion, as  well  as  the  alleged  saving  in  price,  these 
stores  enjoy  a much  larger  patronage  than  the 
average  retail  grocery  store. 


THAT  POST  IN  YOUR  WINDOW 
If  you  are  bothered  by  an  unsightly  post  in  your 
display  window,  try  the  suggestion  offered  by 
Closset  & Devers,  the  coffee  roasters  of  Port- 
land,. Ore.,  who  say,  “Frame  it  with  mirrors;  you 
will  be  surprised  how  many  people  (and  they 
won’t  all  he  women,  either)  will  stop  and  give 


their  reflection  the  once  over  in  front  of  the 
mirror.  By  keeping  live  displays  in  the  window 
you  can  capitalize  on  the  vanity  of  the  passing 
throng.” 


“FIVE  AND  TEN”  GROCERIES 
Philadelphia  reports  a plan  to  organize  five  and 
ten  cent  food  stores  under  control  of  a Delaware 
company  with  $100,000  capital.  The  stores  will 
be  called  the  “Liberty  5 & 10  Cent  Grocery  Stores, 
Inc.,”  and,  following  the  general  plan  of  the 
Woolworth  stores,  will  sell  food  specialties  in 
5-  and  lo-cent  containers. 


GROCERY  DELIVERY  BY  AIRPLANE 
The  Spicer  Grocer  Company,  Charleston  and 
Kanawha  City,  W.  Va.,  has  obtained  a charter 
authorizing  the  delivery  of  grocers  and  food 
products  by  “aerial  navigation.”  This  is  said  to 


Empire  Hardware  Company 
STORE  FURNISHINGS 


Grocers’ 

Butchers’ 


Bakers’ 
Restaurants 

SCALES,  CANISTERS,  SHOW  CASES,  REFRIGERATORS.  Etc. 
ELECTRIC  COFFEE  MILLS 


85  Warren  SI.  New  York  City 

Writr  for  complete  Catalogxi'^ 


“DOUBTLESS” 

There  isnosnbstitute  for  COFFEE 

Way  back  Yonder  somebody  said,  “Doubtless,  the  Creator 
could  have  created  a better  berry  than  the  strawberry,  but 
doubtless  he  never  did.” 

No  one  yet  has  made  a soluble  coffee  equal  to  Mr. 
Washington’s  wonderful  coffee. 

G.  WASHINGTON’S  COFFEE  WENT  TO  WAR 
HOME  AGAIN  BETTER  THAN  EVER 

On  the  market  since  1909.  At  the  Front  since  1914. 

Never  sold  under  private  label. 

NOTE:  NEW  ADDRESS— 334  FIFTH  AVENUE,  NEW  YORK 
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No.  9011— COUNTER  TYPE 
fleisht  38  in-  Capacity  of  hopper  5 lbs 


fuNIVERSAL^ 

ELECTRIC  COFFEE  MILLS 

A UNIVERSAL  Electric  Coffee  Mill  is 
the  first  step  to  service  and  greater  increase 
of  your  sales. 

You  can  give  each  customer  the  grade  pre- 
ferred— coarse,  fine  or  pulverized. 

We  have  a coffee-  mill  especially  adapted 
for  your  business. 

Save  the  salesman’s  commission  — buy 
through  your  jobber, 


LAN  CL  AR^ 


’ W COMMJSCTICLTT  - * 


Baker’s  Cocoa 
and  Chocolate 

MAKE  AND 
KEEP  GOOD 
CUSTOMERS 

They  are  most 
reliable  goods  sold 
with  a positive  guar- 
antee of  purity  and 

Registered 

U.  s.  Pat.  Off.  superior  quality; 
put  up  in  conformity  with  the 
Pure  Food  laws  of  all  the  States; 
are  readily  sold,  giving  a quick 
turnover  of  stock. 


Walter  Baker  & Co.  Ltd. 

DORCHESTER,  MASS. 

Established  1780  • 


NEW  ORLEANS 
The  Logical  Coffee  Port 
Home  of 

Alameda  Coflee 

Sold  only  in  1 and  3-lb.  Tins 
Under  Our  Trade-Mark 

CAREFULLY  SELECTED  for 
PARTICULAR  TRADE 

Mr.  GROCER,  put  YOUR  TRADE 
WISE 

MERCBANTS’  COFFEE  CO. 

OF  NEW  ORLEANS,  Lid. 

New  Orleans 

B.  C.  CASANAS,  Preot. 
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be  the  first  application  of  its  kind  ever  made  in 
this  country. 


Salt  Lake  City,  Utah,  has  been  selected  by  the 
National  Retail  Grocers’  Association  for  the  next 
annual  convention,  which  is  to  be  held  June  23-26. 


^bbertisiement^ 

Classified  want  advertisements  under  regular  heading  $3 
for  twenty-five  words  or  less.  Additional  words /owr  cents 
each.  Payable  cash  zvith  order. 

Situations;  l^anteb 


W ANTED — Position  with  wholesale  grocery  concern,  by 
a man  of  ten  years’  experience  as  coffee  department 
manager,  salesman  and  coffee  roaster.  Willing  to  go 
anywhere  in  the  western  part  of  the  United  States.  Can 
furnish  the  best  of  references.  Address  Box  463,  care 
of  the  Tea  and  Coffee  Trade  Journal. 


J^etp  l^anteb 


WANTED — Experienced  coffee  roaster  to  take  full  charge 
of  roasting  plant.  Monitor  equipment.  Must  have 
knowledge  of  machinery.  State  experience  and  age. 
Address  Roaster,  care  of  The  Tea  and  Coffee  Trade 
Journal.  

WANTED — Old-established  roaster  in  Middle  West  wants 
energetic  salesman  to  specialize  on  coffees.  Selling 
ability  preferred  to  knowledge  of  coffees.  Give  age  and 
experience.  Address  Box  B,  care  of  The  Tea  and 
Coffee  Trade  Journal. 


iWiscellaneous; 


FOR  SALE^ — Monitor  Gas  Roaster,  65  pounds  capacity, 
used  for  eight  roasts.  Car,  track,  fan  and  piping.  Ad- 
dress The  Laurel  Mfg.  Co.,  627  North  Third  Street, 
I^hiladelphia,  Pa. 


I’ OR  SALE — Two-bag  Jabez  Burns  Jubilee  Coffee  Roaster 
used  only  short  time.  Price  $500,  f.o.b.  Kansas  City. 
Address  Atlas  Cereal  Co.,  Kansas  City,  Mo. 

FOR  RENT^ — Tea.  and  coffee  store,  electric  grinder, 
roaster,  fixtures  and  a list  of  old  customers,  $22  per 
month.  Address  5430  Vine  Street,  Philadelphia,  Pa. 

WANTED — To  buy,  second-hand  McLean  peanut 

blancher.  Address  Millers’  Coffee  Ranch,  151  Fox 
Street,  Aurora,  111. 


WANTED — Second-hand  sample  coffee  roaster.  State 
number  of  cylinders,  age,  type  and  price.  Burns’  make 
preferred.  Address  Box  462,  care  of  The  Tea  and 
Coffee  Trade  Journal. 


WANTED — Green  coffee  mixer.  Must  be  in  first  class 
condition.  State  price  and  particulars.  Address  Box 
464,  care  of  The  Tea  and  Coffee  Trade  Journal. 


Do  You  Want  Help?  State  your  needs  in  the  Classi- 
fied Ad  Department  of  The  Tea  & Coffee 
Trade  Journal.  Three  Dollars  is  all  it  costs. 

a Job?  Try  the  Want  Columns  of 
The  Tea  & Coffee  Trade  Journal.  $3.00  for 
twenty-five  words  or  less. 

Do  You  Want  to  Sell  Out?  Advertise  in  the  Classi- 
fied Ad  Department  of  “The  Blue  Book  of  the 
Trade.” 


Have  You  a Factory  or  Store  Equipment  to  Sell? 
Do  You  Want  to  Buy  a Business? 

Are  You  Looking  for  New  Capital? 

Are  You  Seeking  a Business  Opportunity? 

No  matter  what  you  want,  The  Tea  & Coffee 
Trade  Journal  can  help  you.  Give  it  a trial. 


& COFFEE  TRADE  JOURNAL 
..  of  the  Trade.” 

79  Wall  Street  New  York 


The  Big 
Combination ! 


Dust,  dirt  and  smell;  pollution  by  fly,  dog 
and  cat — must  go,  and  go  soon! 

Cleanliness  is  coming.  More  women  than 
ever  understand  it,  and  they  now  absolutely 
demand  it!  If  your  store  does  not  give  it — 
they  will  go  where  they  can  get  it. 

A dirty,  disorderly,  ill-kept  grocery  store  is 
going  to  be  swept  out  of  existence — just 
like  the  saloon. 

But  the  Big  Combination — a 


Clean  Grocer,  a 
Clean  Store  and 
Clean  Goods 


is  the  combination  which  always  gets  busi- 
ness! 

Moreover,  a wise  grocer  knows  that  what 
helps  the  housewife  helps  him.  He  explains 
to  her  how  she  saves  money  by  buying 
bulk  goods  instead  of  the  same  things  put 
up  in  expensive  packages,  while  his  profit  on 
the  turn-over  is  greater. 

He  shows  her  how  he  protects  her  and  her 
family  in  the  clean  way  his  bulk  goods  are 
carried. 

Such  things  win  her  confidence  and  genuine 
good  will.  She  stays  with  him.  She  sends 
him  her  friends.  He  thereby  adds  to  his 
customers  and  makes  greater  profits. 

It  goes  without  saying  that  clean  food  can- 
not come  out  of  barrels  and  bags  and  old- 
fashioned  counters. 

Sanitary  food  comes  only  out  of  sanitary 
containers.  And  that’s  just  what  a Sherer 
Counter  is — an  absolutely  clean,  sanitary 
container  for  31  different  articles,  all  con- 
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PROFITS 

In  the  Tea  and  Coffee  busi- 
ness, these  days,  are  uncertain. 
Harvest  Macaroni  Products 
represent  a profitable  side 
line  which  will  help  tide  you 
over  this  abnormal  period,  and 
furnish  a valuable,  perma- 
nent addition  to  your  business. 

The  demand  for  macaroni 
is  constantly  increasing.  The 
Government  is  urging  us  to 
help  consume  the  present  ex- 
cess wheat  crop  and  the  Lenten 
season  is  near — the  heaviest 
consuming  period  of  the  year. 

Let  us  ship  you  as  a trial  order 
1 case  each  of  the  5 Harvest  prod- 
ucts— Macaroni,  vSpaghetti,  Elbow 
(short  cut)  Macaroni,  Broad  Egg 
Noodles  and  Fine  Egg  Noodles. 

The  Foulds'Briggs  Co. 

Cincinnati,  Ohio 


Typical 

Testimony 

pRACTICALLY  every 
testimonial  letter  writ- 
ten by  users  of  the 
Service  contains  a paragraph 
devoted  to  the  power  of 
Green  Stamps  to  hold  old  and 
gain  new  customers. 

Old  customers  appreciate 
the  extra  economy  and  token 
of  discount — new  customers 
are  attracted  to  the  store  be- 
cause of  its  fair-minded  policy. 

One  word  of  approval  from 
the  experienced  is  worth  a 
chorus  of  opinions  from  the 
theoretical. 

In  the  consistent  statement 
that  the  vService  will 

hold  old  and  gain  new  cus- 
tomers, made  by  those  who 
know,  there  is  business  build- 
ing information  for  those  who 
don ’t. 

The  Sperry  & Hutchinson  Co. 

2 West  45th  St.  New  York 
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PRICES  CURRENT 

Wholesale  and  Retail 

As  of  March  1,  1919 


Prices  to  Wholesalers 

GREEN  COFFEE 
-(250  Bags  or  Over) 

Brazil  Grades.  Line  or  Grade  Price.  Cup  Selected  Price 


Santos  7 

20 

20 

6 

* 

* 

<« 

5 

21 

21 

Cl 

4 

21)4 

21% 

1C 

3 

21% 

22 

II 

2 

22 

22% 

Rio 

7 

15^ 

6 

Hs 

“ 

5 

* 

“ 

4 

* 

(No  Rio  Cup 

“ 

3 

* 

Selections) 

“ 

2 

* 

* No  quotations  because  coffees  are  not  in  the  market. 
Green  Coffee,  Mild  Grades— Line  or  Grade  Prices — 
(250  Bags  or  Over) 


Maracaibo — 

Truxillos 

Bocono 20  @20)^ 

Tovar 20  @20)^ 

Merida 20M  @21)4 

do  washed . . . 21  )4  @22  )4 


Ordinary 19^  @20 

Fair  to  good 20)4  @20  M 

Prime  to  choice.  .21  @22 

do  washed.  . .21  @22)4 

Laguayra — 

Caracas 19^  @20 

do  washed..  ..21)4  @22  )4 
Porto  Cabello....  19 )4@19M 
do  washed 20)4  @22 


Colombian — ■ 

Ocana 19)4  @20M 

Bucaramanga. . . .20)4  @22)4 
do  washed...  21  @23 

tTolima 22  @23 

fBogotas 18)4  @24 

fMedelin 18?4  @24)4 

tManizales 18)4  @24 


Mexican — 

JCordoba 19  @19)4 

do  washed...  .21 34 @22)4 

tCoatepec 20  @20)4 

Jdo  washed. ...  22  @23)4 

tOaxaca 19)4  @20 

tdo  washed. ...  22  @23 


Central  America — • 

Costa  Rica — 

Common 16  @17 

Fair  to  good 21  @22 

Prime  to  choice..  .22)4 @23 

San  Salvador 20)4  @21 

do  washed 21)4  @22 

N icar  agua 20  @20)2 

do  washed 21  @21)4 

Guatemala  Coban 

Common 16  @17 

Fair  to  good 21  @22 

Prime  to  choice 22)4@23 

do  unwashed 20  @20)4 

Puerto  Rico — 

Unwashed 20  @21 

Washed 21)4  @23)4 

Hayti — 

U nwashed 18  @20^ 

Washed 21  @22 

Jamaica — 

Ordinary 17M  @18  )4 

G’d  ordinary 18)4@18M 

Washed 20  @21 

East  India — 

Padang  Int 25)4  @29 

Corinche 24  )4  @26)4 

Kroe 25  @26)4 

Timor 23  @24)4 

Private  Estate 26  @28 

Fancies 28  @30 

Abyssinian 32  @.. 

_Mocha— small. ...  28  @ . . 

Liberian — 

JStraits 14  @15 

iSurinam 14  @17 

Pamanoekin 17  @18 


t Nominal  because  of  small  arrivals, 
t Common  to  fancy. 


Foochow — 
Common 

Fair 

Good . . . . 
Superior. . 

Fine 

Formosa- 

Fair 

Good . . . . 
Superior. . 

Fine 

Finest... . 
Choice... 
Choicest.. 


TEAS. 


China  and  Japan — Line  Prices 
(75  or  More  Packages  of  One  Number) 


...28 

@.... 

. .29 

@.... 

..29)4@.... 

. .30 

@ 

..30)4@.... 

. .25 

@26 

. .28 

@29 

. .29 

@31 

. .36 

@37 

..40 

@45 

..55 

@60 

. .70 

@75 

Formosa — Cont. 

Fancy 1.00@1.20 


COUNTRY  GREEN 


Gunpowder — 

Extra 50 

Firsts 47 

Seconds 

Imperial — 

Firsts 46 

Seconds 

Thirds 

Young  Hyson- 
Extra  55 


@60 
@48 
@.  . . 


Young  Hyson— Cow.. 

Imperial — 

Firsts 

..  .44 

@48 

Firsts 

..40 

@41 

Seconds 

. . .36 

@38 

Seconds 

. .35 

@38 

Thirds 

@35 

Thirds 

. .31 

@33 

Hyson — 

Japan- 

Seconds 

@ 

Basket  fired 

..29 

@45 

Thirds 

@ 

Pan  fired 

..26 

@45 

PINGSUEY 

Congou — : 

Gunpowder — 

Common 

..19 

@20 

Pinheads 

...48 

@50 

Good 

. .22 

@24 

Extra  Firsts. . , 

. . .43 

@45 

Superior 

. .25 

@27 

Firsts 

. . .38 

@42 

Fine  to  finest. . . 

. .35 

@40 

Seconds 

...32 

@35 

Choice  to  choicest50 

@75 

Thirds 

...26 

@27 

India  and  Ceylon- 

-LifjE  Prices 

Pekoe  Souchong. 

...22 

@23 

Darjeeling — 

Pekoe 

@28 

Fancy  Orange.. 

..40 

@1.00 

Orange  Pekoe. . . . 

..30 

@35 

Java — 

Ceylon — 

Pekoe  Souchong.  .20 

@21 

Pekoe  Souchong.  21 

@22 

Pekoe 

. .22 

@23 

Pekoe 

. . .25 

@30 

Orange  Pekoe. . 

..24 

@26 

Orange  Pekoe.. 

..  .30 

@40 

B.  0.  Pekoe.  . . 

.36 

@46 

SPICES — First-Hand  Prices 

Black  Peppers— 

Cassia — • 

Singapore 

. . .21 

@21 

Saigon  rolls .... 

..46 

@47 

Acheen  A 

@. . 

China,  rolls .... 

. .21 

@22 

Acheen  B 

@.. 

do  sel,  bk. . . . 

. .12 

@12)4 

Acheen  C 

Kwangsi 

. .21)4  @22 

Lampong 

...21 

@2i)4 

Batavia,  Ext 

. .23)4@24 

White  Peppers — • 

do  short  stick . . 

..22 

@23 

Singapore 

..28 

@28% 

Penang 

@.. 

Cinnamon — 

Muntok 

..28 

@28% 

Ceylon 

. .27 

@31 

Heavy — • 

Ginger — 

Aleppy 

.23 

@23)4 

Japan 

..12 

@12)4 

Tellicherry. . . . 

. .23 

@23)4 

Cochin — ABC.. 

. .16)4@17 

Red  Peppers — 

do  D 

. .17)4®18 

Mombassa 

. .20 

@20)4 

Lemon 

..19 

@20 

Japan 

. .12)4  @13 

African 

. .12M@13 

Cloves — 

Jamaica,  g’g. . . 

. .19 

@21 

Zanzibar 

. .30 

@.. 

Nutmegs — 

Amboyna 

. .45 

@.  . 

75s  to  80s 

. .31 

@32 

tPenang 

@. . 

105s  to  110s.... 

. .27 

@28 

Pimento 

..  8 

@. . 

Mace 

. .38 

@51 

CHICORY — First-Hand  Prices.  . 

Domestic,  granulated,  coarse  or  medium,  in  bags 

.10 

@11 

In  barrels  ...... 

. .10 

@11 

Best  English  in  barrels. . 

@. . 

Domestic  yellow  roll 

..  8 

@.. 

COCOA — First-Hand  Prices 

Accra 

..14M  @16)4 

Grenada 

. .17 

@17V2 

African 

@ . . 

Hayti 

..U%@U% 

Bahia 

..16)4@17)4 

J amaica 

@.  . 

Caracas 

. .18 

@18)4 

Maracaibo 

.24 

@30 

Guayaquils — 

Para 

@.. 

Arriba 

..16)4@17)4 

Sanchez 

..15H@1Q% 

Machala 

. .16 

@16)4, 

St.  Vincent 

@ 

Caraques 

..16 

@16)4 

Savanilla 

@ 

Cuban 

@ 

Surinam 

® 

Dominica 

@.. 

Trinidad 

..18 

@19 

Prices  to  Retailers 

COFFEE 

(Bag  Lots — 130  Pounds) 


Kind  of  Coffee. 

Green 

From 

To 

Roasted. 
From  To 

Santos 

. . . 21 

22 

26 

29 

* Santos  Peaberry 

Rio 

15)4 

17 

19 

22 

Maracaibo 

. . . 22 

24 

27 

30 

* Caracas 

Bucaramanga 

. . . 23 

25 

28 

32 

Bogotas 

. ..  23 

25 

28 

32 

*Mexican 

Costa  Riga 

...  24 

26 

28 

33 

Guatemala 

. ..  23 

25 

28 

33 

Jamaica 

...  20 

23 

25 

30 

Padang 

. ..  27 

33 

41 

43 

*Mocha 

*Abyssinian 

Java.. . 

...  26 

33 

3i)^ 

40 

Porto  Rico 

. . . 25 

27 

28 

28%2 

*No  quotations  because  coffees  are  unobtainable. 
TEAS. 


(Single  Package  Lots.) 


(Single  Package  Lots.) 

From 

To 

Formosa 

30 

45 

Foochow 

37 

45 

Congou 

28 

40 

Japan  P.  F 

“ B.F 

25 

45 

30 

45 

India 

35 

50 

Ceylon 

40 

55 

Gunpowder 

30 

40 

Young  Hyson ; 

30 

43 
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Lambert  Peanut  Butter  Equipment 

Lamb.ert  Peanut  Butter  Machinery  excels  because  it  is  scientifically, 
yet  simply  constructed.  Because  it  is  complete  in  every  detail. 
Because  it  is  substantial.  The  Lambert  Machine  Company  is  the 
only  concern  that  manufactures  complete  peanut  butter  plants. 

Lambert  peanut  equipment  consists  of  suitable  peanut  roasting 
apparatus,  peanut  blancher,  picking  and  stoning  machinery,  one  or 
more  peanut  butter  mills,  complete  with  automatic  salter,  auxiliary 
machinery  (elevators,  conveyors,  storage  bins,  feed  hoppers)  and 
approved  power  transmission,  such  as  will  render  the  plant  as  nearly 
automatic  as  possible. 

Plans  designed  according  to  requirements.  Specifications  and 
estimates  furnished. 


Peanut  Butter  Mill  No.  8 


LambeifillaiMiije  C!o.,IIai3$lLall,Ificlh. 
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“Petit  Dejeuner’,’  by  Boucher,  Showing  the 
Home  Coffee  Service  of  the  Period  of  1744 


Coffee  Service  in  the  Home  of  Madame  de 
Pompadour,  After  Painting  by  Van  Loo 


Family  Group  Drinking  Coffee  in  a London  Pleasure  Garden  of  the  Eighteenth  Century 
From  a Stipple  in  Color  by  George  Morland 

COFFEE’S  introduction  TO  THE  PLEASURE  GARDEN  AND  THE  HOME 


A PICTORIAL  HISTORY  OF  COFFEE 

No.  5— IN  THE  PLEASURE  GARDENS  AND  THE  HOME 

^ The  concluding  article  of  this  series  of  rare  engravings  and  historical 
notes  shows  how,  after  the  decline  of  the  coffee  house,  the  beverage 
became,  with  tea,  a favorite  in  the  Pleasure  (lardens  and  finally  settled 
down  iis  one  of  the  most  popular  drinks  in  the  homes  of  j)eopIe  of  all 
classes.  ^ There  is  also  included  a brief  historical  sketch  of  the  ijitroduc- 
tion  of  coffee  into  America. 


'^HE  second  half  of  the  i8th  century  was  cov- 
^ ered  by  the  reigns  of  the  Georges.  The  coffee- 
houses were  still  a very  important  factor  in  Lon- 
don life,  but  were  influenced  somewhat  hy  the 
development  of  gardens  in  which  were  served 
tea,  chocolate  and  other  drinks  as  well  as  coffee. 
At  the  coffee  houses  themselves,  while  coffee  re- 
mained the  favorite  beverage,  the  proprietors,  in 
the  hope  of  increasing 
their  patronage,  began 
to  serve  wine,  ale  and 
other  liquors.  This 
seems  to  have  been  the 
first  step  toward  the 
decay  of  the  coffee- 
house. 

The  coffee  - house, 
however,  was  still  a 
center  of  the  intellec- 
tual life.  When  Samuel 
Johnson  and  David 
Garrick  came  together 
to  London,  literature 
was  temporarily  in  a 
bad  way,  and  the  hack 
writers  of  the  time 
dwelt  in  Grub  street. 

It  was  not  until  after 
Johnson  had  met  with 
some  success,  and  had 
established  the  first  of 
his  coffee-house  clubs  at  the  King’s  Head,  that 
literature  again  became  a fashionable  profession. 

This  really  famous  literary  club  met  at  the 
Turk’s  Head  between  1763  and  1783.  Among  the 
most  notable  members  were  Johnson,  the  arbiter 
of  English  prose ; Oliver  Goldsmith,  Boswell  the 
biographer,  Burke  the  orator,  Garrick  the  actor, 
and  Sir  Joshua  Reynolds  the  painter.  Among 
the  later  members  were  Gibbon  and  Adam  Smith. 

Certain  it  is  that  during  the  sway  of  the  Eng- 
lish coffee-house,  and  at  least  partly  through  its 
influence,  England  produced  a better  prose  litera- 
ture, as  embodied  alike  in  her  essays,  literary 


criticisms  and  novels,  than  she  ever  had  before. 

In  France  and  in  other  Continental  countries 
coffee  drinking,  spread  by  means  of  the  cafe, 
began  to  exercise  a tremendous  influence  upon 
the  art  and  literature  of  the  period. 

In  England  the  advent  of  the  pleasure  garden 
brought  coffee  out  into  the  open,  and  one  of  the 
reasons  why  gardens,  such  as  Ranelagh  and  Vaux- 
hall,  began  to  be  fre- 
quented more  than  the 
coffee-houses,  was  that 
they  were  favored  re- 
sorts for  women  as 
well  as  men.  All  kinds 
of  beverages  were 
served  in  them,  and 
soon  the  women  began 
to  favor  tea  as  an  af- 
ternoon drink.  At  least 
the  great  development 
in  the  use  of  tea  dates 
from  this  period,  and 
many  of  the  gardens 
themselves  were  called 
tea  gardens. 

The  use  of  coffee  was 
by  this  time,  however, 
well  established  in  the 
home  as  a breakfast 
and  dinner  beverage, 
and  its  consumption 
there  more  than  made  up  for  any  loss  it  might 
have  sustained  through  the  gradual  decadence  of 
the  coffee-house. 

Illustrating  Coffee  in  the  Home 
The  paintings  by  Van  Loo  and  Drouais  serve 
to  illustrate  the  introduction  of  coffee  into  the 
home.  They  arc  of  the  late  i8th  century  period. 
1 he  coffee  pot  in  the  de  Pompadour  picture  is 
typical,  while  Madame  du  Barry’s  is  clearly  a 
boudoir  cup  of  a more  intimate  character. 

The  “Petit  Dejeuner,”  by  Francois  Boucher, 
the  famous  court  painter  of  Louis  XV,  hangs  in 


Madame  du  Barry  and  Her  Sl.we  Boy.  Illus- 
trating THE  Boudoir  Coffee  Service  of 
THE  Latter  Part  of  the  i8th 
Century.  From  a Painting 
BY  Drouais 
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the  Louvre  at  Paris.  It  shows  a dining  room  of 
the  period  of  1744,  and  it  is  interesting  because 
it  also  shows  the  coffee  service  of  that  time. 

Famous  London  Pleasure  Gardens 

The  London  pleasure  gardens  of  the  i8th  cen- 
tury were  unique.  At  one  time  there  was  a 
“mighty  maze”  of  them.  Their  season  extended 
from  April  or  May  to  August  or  September.  At 
first  there  was  no  charge  for  admission,  but  War- 
wick Wroth  tells  us  that  visitors  usually  pur- 
chased cheese  cakes,  syllabubs,  tea,  coffee  and  ale. 

The  four  best-known  London  gardens  were 
Vauxhall,  Marylebone,  Cuper’s,  where  the  charge 
for  admission  subsequently  was  fixed  at  not  less 
than  a shilling,  and  Ranelagh,  where  the  charge 
of  half  a crown  included  “the  Elegant  Regale” 
of  tea,  coffee  and  bread  and  butter. 

The  pleasure  gardens  provided  walks,  rooms . 
for  dancing,  skittle  grounds,  bowling  greens,  va- 
riety entertainments,  promenade  concerts,  and  not 
a few  places  were  given  over  to  fashionable 
gambling  and  racing. 

The  Vauxhall  Gardens,  one  of  the  most  fa- 
vored resorts  of  pleasure-seeking  Londoners,  were 
located  on  the  Surrey  side  of  the  Thames  and  a 
short  distance  east  of  Vauxhall  Bridge.  They 
were  originally  known  as  the  New  Spring  Gardens 
(1661),  to  distinguish  them  from  the  old  Spring 
Gardens  at  Charing  Cross.  They  became  famous 
in  the  reign  of  Charles  II.  Vauxhall  was  cele- 
brated for  its  walks,  lit  with  thousands  of  lamps, 
its  musical  and  other  performances,  suppers  and 
fireworks.  High  and  low  were  to  be  found  there, 
and  the  drinking  of  tea  and  coffee  in  the  arbors 
was  a feature.  The  illustration  shows  the  coffee 
service  al  fresco  in  what  may  be  regarded  as  a 
typical  London  tea  garden  of  the  Vauxhall  class. 

The  Ranelagh,  “a  place  of  public  entertain- 
ment,” erected  at  Chelsea  in  1742,  was  a kind  of 
Vauxhall  under  cover.  The  principal  room, 
known  as  the  Rotunda,  was  circular  in  shape,  150 
feet  in  diameter,  and  had  an  orchestra  in  the 
center  and  tiers  of  boxes  all  around.  Promenad- 
ing and  taking  refreshments  in  the  boxes  was  the 
principal  divertisement.  Except  on  gala  nights 
of  masquerades  and  fireworks,  only  tea,  coffee, 
bread  and  butter  were  to  be  had  at  Ranelagh. 

In  the  group  of  gardens  connected  with  Mineral 
Springs  was  the  Dog  and  Duck  (St.  George’s 
Spa),  which  became  at  last  a tea  garden  and  a 
dancing  saloon  of  doubtful  repute. 

Still  another  division,  recognized  by  Wroth, 
consisted  mainly  of  tea  gardens,  among  them 
Highbury  Barn,  The  Canonbury  House,  Hornsey 
and  Copenhagen  House,  Bagnigge  Wells  and 


White  Conduit  House.  The  two  last  named  were 
the  classic  tea  gardens  of  the  period.  Both  were 
provided  with  “long  rooms”  in  case  of  rain  and 
for  indoor  promenades  with  organ  music.  Then 
there  were  the  Adam  and  Eve  tea  gardens,  with 
arbors  for  tea  drinking  parties  and  which  subse- 
quently became  the  Adam  and  Eve  Tavern  and 
Coffee  House.  Well  known  were  the  Bayswater 
Tea  Gardens  and  the  Jews  Harp  House  and  Tea 
Gardens.  All  these  were  provided  with  neat, 
“genteel”  boxes  let  into  the  hedges  and  ak:oves 
for  tea  and  coffee  drinkers. 

Introduction  of  Coffee  to  America 

Coffee  was  introduced  ir.to  America  about  1668. 
In  1670  Dorothy  Jones  was  licensed  to  sell  coffee 
in  Boston.  In  1683  coffee  was  selling  in  New 
York  for  18/6  per  pound.  The  colonists  soon 
began  to  open  coffee-houses  after  the  style  of  the 
London  establishments.  Cole’s  Inn  was  probably 
the  first  coffee-house  in  Boston,  being  established 
as  an  “ordinary”  in  1634.  Drake  in  his  “History 
of  Boston”  mentions  the  London  Coffee-House,  at 
which  books  were  sold  in  i68g.  In  1696  John 
Hutchins  started  building  on  the  west  side  of 
Broadway,  just  above  Trinity  churchyard,  in  New 
York,  a place  which  the  people  of  the  period  re- 
ferred to  equally  as  the  Coffee-House  and  the 
King’s  Arms,  although  it  is  more  than  likely  that  ^ 
coffee  was  served  publicly  at  the  King’s  Head  ^ 
Tavern  kept  by  Roger  Bacon  as  early  as  1690.  ' 
The  Merchants’  Coffee-House  dates  from  1740,  ^ 
and  was  famous  for  half  a century.  The  Tontine  ? 
Coffee-House  was  established  in  1792.  In  Phila-  : 
delphia  the  Old  London  Coffee-House  was  estab- 
lished  in  1702.  Other  cities  soon  copied  the  coffee-  ‘ 
house  idea.  There  was  also  an  attempt  made  to 
introduce  into  America  the  London  pleasure  ; 
gardens.  New  York  had  both  a Vauxhall  and  a { 
Ranelagh.  i 


TEA  FROM  THE  AZORES 
Tea  has  been  grown  in  the  Azores  for  twenty 
years,  but  little  of  it  has  been  marketed  in  the 
United  States.  Most  of  the  plants  are  of  Indian 
origin,  and  the  leaf  is  said  to  be  larger  and  to 
produce  a better  flavored  tea  than  the  Chinese 
plant. 


BIG  BRAZIL  COFFEE  STOCK  BURNED 
A dispatch  from  Rio  de  Janeiro  early  in  March 
told  about  a fire  on  the  docks  at  Santos  in  which 
$5,000,000  worth  of  coffee  and  jute  were  damaged. 
The  blaze  is  thought  to  have  been  the  work  of 
incendiaries. 
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THE  COFFEE  SALOON  IDEA 

How  it  Started  in  Scotland  Under  the  Auspices 
of  Temperance  Workers,  Spread  to  Eng- 
land and  Came  to  America 

INCREASED  iiitcrest  in  the  coffee  saloon  as  a 
successor  to  the  passing  liquor  saloon  is  be- 
coming more  and  more  manifest  as  the  day  draws 
near  when  national  prohibition  goes  into  effect. 
Men  and  women  in  many  walks  of  life  believe  that 
a rebirth  of  the  idea  is  at  hand,  and  they  point  to 


Inside  the  Bar  of  the  Edinburgh  Castle,  the 
First  Coffee  Palace  and  Workingmen’s 
Club  Opened  in  London 


England  as  an  example  of  how  coffee  houses  and 
coffee  palaces  can  be  made  successful. 

CoFFEt  Houses  as  Rivals  of  the  Saloon 

The  coffee  house  as  a rival  of  the  liquor  saloon 
has  been  in  existence  for  several  decades  in  Eu- 
rope. Temperance  societies  operated  coffee 
houses  in  Scotland  as  early  as  1830,  but  they  per- 
mitted the  sale  of  light  wines  as  well  as  coffee, 
and  this  called  forth  the  Dunfermline  Society, 
which  on  September  31,  1830,  organized  “for  the 
promotion  of  temperance  by  the  relinquishment 
of  all  intoxicating  liquors,’’  and  refused  to  en- 
courage or  support  any  coffee  house  which  sold 
intoxicating  beverages.  As  a result  Glasgow 
was  noted  a few  years  later  as  having  temperance 
coffee  houses  that  were  in  some  respects  superior 
to  the  coffee  palaces  that  came  later. 

The  temperance  workers  offered  competition 
to  the  unreformed  public  houses  by  opening  coffee 
houses  next  door  or  opposite.  In  some  cases 
they  bought  up  the  “pubs’’  and  converted  them 
into  workingmen’s  clubs,  where  coffee  and  cocoa 
were  features  as  drinks.  In  1868  the  Ladies’  Tem- 
perance Prayer  Union  earned  considerable  pub- 
licity by  taking  over  a notorious  resort  in  Dun- 


dee and  turning  it  into  the  “Dundee  Workman’s 
Public  House,  Without  Drink.” 

Anti-Saloon  Coffee  Houses  in  England 

From  Scotland  the  movement  spread  to  Eng- 
land. H.  A.  Short,  a temperance  lecturer  whose 
father  had  died  in  his  cups,  is  said  to  have  opened 
England’s  tirst  anti-saloon  coffee  house.  It  is 
related  that  one  day  when  a landlord  of  a public 
house  refused  him  hot  water  with  which  to  make 
cocoa,  he  retorted : “Very  well.  I’ll  get  houses 

established  where  they’ll  sell  cocoa  ready  made.” 
Soon  after  he  had  five  coffee  houses  in  operation 
in  Bristol  and  one  in  Liverpool. 

One  of  the  most  notable  coffee  palaces  of  its 
day,  and  the  pioneer  in  London,  was  the  Edin- 
burgh Castle,  Rhodeswell  Road,  East  London, 
which  formerly  had  been  known  throughout  the 
city  as  a resort  of  the  most  abandoned  characters. 
A temperance  society,  of  which  the  Earl  of 
Shaftesbury  was  the  head,  took  over  the  property, 
and  without  materially  changing  its  internal  or 
external  appearance  renamed  it  the  “Edinburgh 


How  THE  Edinburgh  Castle,  Once  a Notorious 
Resort,  Appeared  Whe.n  Opened  as  a 
'1'e.mperance  Coffee  Saloon  in  1873 


Castle  Coffee  Palace.”  It  was  opened  for  busi- 
ness on  February  14,  1873,  and  in  addition  to 
providing  a gathering  place  for  workmen,  sold 
coffee  and  cocoa  and  light  foods.  The  Dublin 
Castle  also  became  similarly  celebrated  and  was 
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conducted  along  the  same  temperance  lines. 

Dickens  tells  in  the  “All  the  Year  Round” 
magazine  of  November  10,  1883,  a1)out  a visit  to 
the  coffee  palaces  of  London  of  that  day,  men- 
tioning the  Seven  Dials,  the  Sun  Dial,  the  Vic- 
toria, which  he  described  as  a pretentious  Con- 
tinental coffee  house  with  a great  coffee  hall, 
the  Elephant,  and  the  Westminster  with  its  gilded 
pinnacles  and  wide,  sombre  front. 

Coffee  House  Corporations 
In  1874  the  People’s  Cafe  Company  was  organ-  • 
ized,  and  opened  many  attractive  places  that 
were  modeled  after  the  Continental  cafe  system, 
and  provided  hot  and  cold  joints,  entrees,  soups, 
fish,  tea  and  coffee.  This  corporation  was  so 
successful,  making  more  than  10  per  cent  on  its 
investment,  that  in  the  following  year  the  British 
Workman’s  Cocoa-House  Company  began  opera- 
tions in  Liverpool,  to  be  followed  a year  later  by 
the  London  Coffee  Tavern  Company,  both  of 
which  made  profits  equal  to  those  of  the  People’s 


The  York  Coffee  Van,  Built  in  England  About 
1875  TO  Cater  to  Pedestrians;  Probably 
the  Forerunner  of  the  Lunch  Cart 


Cafe  Company.  In  1879  the  London  Coffee 
Tavern  Company  had  136  houses  in  England  and 
Scotland,  all  of  which  were  making  satisfactory 
returns  on  the  money  invested. 

Leeds,  Hull,  Birmingham  and  other  large  Eng- 
lish cities  had  their  reformed  coffee  houses  and 
coffee  palaces.  A British  writer  said  in  1879  that 
there  were  more  than  eighty  coffee  house  corpora- 
tions in  England  alone,  and  that  more  than  3,000 
houses  were  open  to  the  public.  This  is  as  great 
a number  as  were  in  existence  in  the  heyday  of 
the  original  English  coffee  house  of  the  late  17th 
and  early  i8th  centuries. 

Coffee  Saloons  in  ^America 
The  movement  spread  to  Australia,  Canada  and 
the  United  States,  reaching  this  country  about 


1880.  The  anti-saloon  coffee  house,  or  coffee  : 
club,  was  tried  out  in  several  large  American  | 
cities,  but  in  the  majority  of  cases  the  experiment ! 
failed.  Now  there  is  evidence  that  the  idea  is  I 
about  to  be  revived.  Several  societies  and  indi-  i 
viduals  have  already  either  established  clubs  of 
this  kind  or  are  making  their  plans.  | 

The  Community  Councils  of  National  Defense,  ’ 
of  which  there  are  164,000  members  in  this  coun- 
try to-day,  are  already  at  work  on  the  problem 
of  supplying  a substitute  for  the  liquor  saloon. 
Dr.  John  Willis  Slaughter,  director  of  the  Coun- 
cils, says  that  the  “saloons”  of  the  future  will  be 
a social  center  governed  by  the  community,  and 
men  and  women  will  gather  there  to  talk,  study,  j 
dance  and  enjoy  music  without  strong  drink,  j 
He  cites  the  coffee  houses  and  cafes  in  large  cities  | 
where  the  foreign  classes  go  to  drink  coffee  and  | 
light  wines  and  to  meet  their  friends,  and  sees  ! 
no  reason  why  similar  centers  should  not  grow  j 
up  on  every  city  block.  I 


THE  COFFEES  GROWN  IN  YEMEN 


The  Varieties  Produced,  Characteristics  of  the  | 

Beans,  and  How  Exports  Are  Propor-  | 

tioned  Throughout  the  World  j 

TOURING  a normal  year  about  44  per  cent  of  | 
the  coffee  exported  by  Yemen  goes  to  j 
France,  21  per  cent  to  Egypt,  20  per  cent  to  t’ne  'j 
United  States,  9 per  cent  to  Aden  for  re-export, 
and  6 per  cent  to  England,  according  to  a writer 
in  the  British  “Board  of  Trade  Journal.”  Then 
average  normal  export  trade  amounts  to  about  | 
4,000  tons. 

In  describing  the  varieties  grown  the  author 
writes : *j 

“The  various  grades  of  Yemen  coffee  are  ! 
named  after  the  district  of  production.  Harrazi  i| 
coffee  heads  the  market  for  quantity  and  gen- 
eral  average  of  quality. 

“The  highest  grades  are  Matari  and  Anisi,  1 
which  are  noted  for  the  hardness  and  regularity  <1 
of  the  beans.  If  stored  too  long  at  Hodeidah  or 
elsewhere  on  the  coast  where  the  air  is  invariably 
damp,  the  bean  of  both  these  grades  is  apt  to 
whjten  at  the  ends,  which  infallibly  denotes  de-  ; 
terioration  to  the  practical  buyer.  The  Anisi  1 
bean  is  pale  yellow  and  very  hard ; it  stores  better  : 
than  the  Matari. 

“The  districts  of  Heimah  and  Reimah  may  be 
bracketed  for  yield  and  quality ; the  bean  is  some- 
what irregular. 

“Coffee  from  Mount  Bura  heads  the  low'er  : 
grades,  and  is  noted  for  the  reddish  tinge  of  the 
bean,  which  it  loses  if  stored  too  long  in  the  damp  | 
atmosphere  of  Hodeidah.  ' 

“The  yield  from  J.  Molhan  is  considered  gen-  : 
erally  inferior  to  all  other  grades. 

“The  vague  term  ‘Sherqi,’  or  Eastern,  covers  ; 
a large  tract  of  country,  and  includes  various 
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grades : an  average  quality  ranks  in  the  market 
with  the  best  from  J.  Reimah. 

“Most  of  the  Taizi  coffee  (S.  Yemen)  is  ex- 
ported via  Aden. 

“It  should  be  noted  that  the  standard  quality 
of  the  various  districts  may  vary  from  year  to 
year  owing  to  irregular  harvesting,  which  is 
traceable  to  financial  pressure  on  growers,  or  to 
political  disturbances.  Large  tracts  of  coffee 
have  been  destroyed  in  disturbed  areas. 

“Since  the  rain  shortage  throughout  the  Yemen 
highlands  in  the  summer  of  1910,  there  has  been 
a great  falling  off  in  both  quality  and  quantity, 
for  many  growers  never  emerged  from  the 
financial  straits  in  which  they  were  then  in- 
volved.” 


WHY  GERMANY  LACKED  COFFEE 

How  the  British  Government  Circumvented 
Many  Schemes  to  Get  Cargoes  Past 
the  Naval  Blockade 


"^HE  schemes  Germany  adopted  to  get  coffee 
past  the  British  naval  blockade  and  the 
measures  taken  by  England  to  circumvent  these 
schemes  were  recently  disclosed  by  a London 
correspondent,  as  follows  : 

“When  blockade  measures  were  taken  by  the 
British  Government,  and  the  supply  of  coffee  was 
seriously  interfered  with,  German  agents  set 
about  devising  ways  and  means  to  circumvent 
the  English  and  to  continue  the  supply  of  coffee. 
So  it  came  about  that  a most  extraordinary  crav- 
ing for  coffee  suddenly  developed  in  Sweden, 
and  where  in  quite  small  towns  a few  hundred 
bags  per  annum  was  the  extent  of  the  import  in 
pre-war  days,  the  business  grew  to  enormous  di- 
mensions. Statistics  prove  that  the  total  imports 
into  Scandinavian  countries  swelled  to  such  an 
extent  that  they  equaled  just  about  the  pre-war 
consumption  of  Germany  and  the  Scandinavian 
countries  added  together. 

“The  inference  that  despite  the  guarantees 
given  that  the  coffee  was  for  consumption  in 
Sweden  only,  a very  large  proportion  of  this  cof- 
fee was  intended  for  and  found  its  way  into 
Germany  was  irresistible,  and  that  inference  was 
supported  up  to  the  hilt  in  the  Prize  Court  later 
on.  For  the  postal  censorship  and  intercepted 
cables  and  wireless  telegrams  revealed  the  sys- 
tem in  vogue,  and  justified  the  British  authorities 
in  capturing  as  enemy  property  thousands  of  tons 
of  the  best  coffee.  It  was  established  beyond 
doubt  that  the  German  agents  in  Hamburg  ob- 
tained a large  number  of  ‘dummies’  in  Sweden — 
merchants  who  did  not  want  the  coffee  them- 
selves, but  lent  their  names  as  neutral  consignees 
of  large  quantities,  which  they  subsequently 
“passed  on,”  their  onlv  interest  in  the  matter 
being  that  they  were  paid  a percentage  for  lend- 
ing themselves  and  their  names  in  the  duplicity. 
Thus  the  fine  scheme  of  importing  from  a neu- 
tral country  on  neutral  ships  to  another  neutral 
country  was  scotched,  the  proof  of  enemy  des- 
tination being  conclusive. 

•'Many  thousands  of  tons  of  coffee  intended  for 


the  refreshment  of  the  German  army  and  other 
sections  of  the  population  never  reached  that 
destination,  but  was  sold  in  England.” 


NO  MORE  MALAY  COFFEE 


The  Industry  Seems  Practically  Dead  at  Pres- 
ent, the  Planters  Having  Turned  to  the 
More  Profitable  Rubber  Production 


By  Harry  Campbell 

Singapore,  Straits  Settlements 

At  one  time,  before  the  days  of  plantation 
rubber  in  the  Malay  Peninsula,  considerable 
interest  was  shown  in  the  cultivation  of  coffee, 
but,  as  with  nearly  all  the  local  products,  coffee 
growing  has  of  late  years  given  way  to  the  more 
profitable  rubber  industry. 

Tt  seems  that  formerly  much  British  capital 
was  invested  in  coffee  plantations  in  the  Penin- 
sula, when  it  was  considered  fairly  profitable  at 
prices  ranging  around  $25  Straits  currency  per 
picul  (i33^A  pounds),  the  cost  of  production 
being  about  $15  per  picul,  with  the  Straits  dollar 
then  worth  about  $0.87  gold.  The  industry  was 
adversely  affected  when,  after  the  boom  (1893- 
1899)  had  raised  prices  to  50  per  cent  above  their 
former  level,  prices  suddenly  fell  to  a figure  at 
which  coffee  could  not  profitably  be  grown. 
Prices  later  rallied,  and  in  1905  coffee  was  in  good 
demand  at  $30  Straits  currency  per  picul,  while 
now  it  has  gotten  up  as  high  as  $45  per  picul. 
[The  U.  S.  Treasury  rate  for  the  Straits  dollar 
in  October,  1917,  was  $0.5678.] 

Coffee  Now  a Catch  Crop 
Little  correct  information  was  available  to 
planters  in  the  early  days  as  to  the  proper 
methods  of  cultivating  the  coffee  plant.  Cultural 
practices  carried  on  in  Ceylon,  where  many  va- 
rieties of  coffee  other  than  Libcrica  were  grown, 
were  applied  to  this  variety  in  the  Malay  Penin- 
sula with  unfortunate  result's.  Coffee  was  in 
many  cases  planted  on  unsuitable  soils,  whifh 
soon  became  greatly  impoverished  by  the  erosion 
of  heavy  rains  washing  the  top  soil  from  the 
bight  ground  into  the  ravines,  such  soils  in  many 
cases  being  incapable  of  bearing  average  crops 
after  a few  years  without  the  aid  of  fertilizers. 
The  best  crops  recorded  were  from  lowlands  of 
a peaty  nature,  and  practically  all  of  the  coffee 
grown  in  the  Peninsula  to-day  comes  from  such 
soils. 

Liberian  coffee  (Coffea  libcruu)  is  now  grown 
to  a small  extent  as  a catch  crop  on  rubber  plan- 
tations, the  latest  returns  indicating  an  acreage 
of  something  like  2,300,  most  of  which  is  inter- 
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planted  with  rubber  or  cocoaniits.  One  well- 
known  company  is  said  to  have  paid  quite  a good 
dividend  for  several  years  from  coffee  planted 
as  a catch  crop.  There  is  a tendency,  however, 
for  the  catch  crop  to  interfere  materially  with  the 
principal  crop,  since  it  takes  three  years  for  coffee 
trees  to  bear,  and  in  the  case  of  interplanting  with 
rubber  they  do  not  come  into  full  bearing  until 
about  the  time  the  rubber  trees  should  begin  to 
produce.  The  planter  naturally  hesitates  to  cut 
out  his  coffee  trees  just  when  they  are  beginning 
to  he  profitable — a situation  often  resulting  in 
delay  in  eliminating  the  catch  crop,  with  conse- 
quent detriment  to  the  more  important  one. 

The  coffee  industry  seems  practically  dead  at 
present,  and  will  probably  create  little  interest  so 
long  as  the  profits  now  made  in  the  rubber  in- 
dustry are  maintained. 


TEA  IN  AUSTRALIA 


Some  Notes  on  the  Kinds  and  Quantities  Im- 
ported and  Consumed  by  the 
Australian  Trade 


By  Lucien  H.  Sullivan 
Newcastle,  N.  S.  W. 

/^WING  to  the  fact  that  it  is  customary  in  this 
part  of  the  world  to  drink  tea  at  least  four 
times  a day,  there  is  a considerable  consumption 
of  this  commodity. 

The  collector  of  customs  of  Newcastle  reports 
that  during  the  year  ended  September  30,  1918, 
the  total  quantity  of  tea  entered  at  this  port  was 
50,128  pounds,  all  in  packages  of  20  pounds  or 
less,  and  valued  at  $12,551,  or  about  25  cents  per 
pound.  The  tea  annually  imported  into  the  State 
of  Queensland  direct  amounts  to  89,882  pounds,  in 
packages  of  less  than  20  pounds  and  1,650,103 
pounds  in  bulk,  having  a total  value  of  $369,348. 
The  Northern  Territory  imports  10,876  pounds 
annually  at  an  estimated  value  of  $2,151.  New 
South  Wales  imports  more  tea  than  any  other 
Australian  State,  the  total  quantity  being  close 
to  20,000,000  pounds,  valued  at  $4,202,390. 

There  has  been  little  difficulty  during  the  war 
in  obtaining  plentiful  supplies  of  tea,  there  being 
several  Japanese  steamship  lines  engaged  in  this 
trade  between  Australia  and  Japan,  China  and 
India.  The  average  freight  costs  have  been  in 
the  neighborhood  of  3j4  cents  per  pound. 

Ceylon  tea  is  regarded  as  the  highest  grade  used 
in  this  market.  The  blending  of  teas  is  all  car- 
ried on  at  Sydney,  where  the  large  importing 
firms  have  tea  tasters. 


THE  TEA  PROPAGANDA  PLAN 

How  the  Trade  Proposes  to  Raise  Funds  for  a 
Co-Operative  Campaign  to  Increase 
Consumption 

*^EA  men  have  been  giving  much  thought  to 
the  programme  outlined  by  the  trade's  “ways 
and  means”  committee  on  how  to  raise  funds  to 
carry  on  the  proposed  co-operative  national  ad- 
vertising campaign.  The  leaders  in  the  move- 
ment have  held  several  meetings  since  the  com- 
mittee made  its  report  on  March  12,  and  it  is  felt 
that  although  the  compaign  is  still  in  the  forma- 
tive stage  of  development,  the  big  drive  to  create 
a vogue  in  tea  will  soon  be  under  way. 

The  Committee-’s  Suggestions 
The  “ways  and  means  committee”  suggested  in 
its  report  that  at  least  $250,000,  but  preferably 
$440,000,  be  spent  annually  for  three  or  five  years 
to  increase  the  per  capita  consumption  of  tea  in 
the  United  States.  While  concerned  mainly  with 
how  to  raise  the  funds  the  committee  offered 
some  suggestions  on  how  to  spend  them  judi- 
ciously. In  addition  to  newspaper  and  magazine 
advertising,  it  is  proposed  to  open  an  educational 
bureau  to  acquaint  the  public  with  the  proper 
methods  of  selecting  and  brewing  tea,  probably  by 
means  of  leaflets,  booklets,  moving  pictures  and  ' 
display  cards  in  retail  stores.  i 

“We  shall  by  necessity,”  the  committee  reports,  ' 

“be  forced  to  'stand  on  a broad  platform  of  simply 
advertising  tea  as  a beverage — its  economy,  its  j 
goodness,  its  new  uses,  the  benefit  of  using  better  • 
tea,  etc. — without  specifying  the  kind,  especially 
in  the  large  display  ads  that  probably  will  be  used; 
and  to  hew  to  the  single  line  of  establishing  a 
larger  market  for  tea  of  any  kind  by  educating  ’ 
the  public  to  drink  more  tea  more  often,  no  matter  ( 
what  kind.”  I 

' I 

How  It  Is  Proposed  to  Raise  Funds  j 

A tax  of  one-fifth  of  a cent  on  every  pound  of  | 
tea  shipped^  to  the  United  States,  collectible  at  the 
port  of  shipment,  is  proposed  as  one  means  of 
gathering  some  $220,000  annually.  This  estimate 
is  based  on  the  following  average  annual  imports 
of  teas:  Japans,  34,000,000  pounds;  Greens,  10,- 

000,000  pounds ; Formosa,  18,000,000  pounds ; 
Congous,  8,000,000  pounds,  and  Ceylons,  Indias 
and  Javas  40,000,000  pounds,  or  a grand  total  of 
110,000,000  pounds.  The  $220,000  would  be  sent 
to  a Central  Committee  in  the  United  States.  In 
addition  the  growers  in  the  various  countries 
would  be  expected  to  give  an  equal  total  sum,  so 
that  the  fund  would  amount  to  approximately 
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$440, coo  a year.  This  seems  equitable  to  the  trade, 
because  tlie  tax  of  oue-tifth  of  a cent  per  pound 
would  naturally  he  included  1 y the  exporters  in 
their  prices  to  importers  in  this  country. 

The  committee  calls  attention  to  the  fact  that 
the  plan  needs  the  co-operation  of  all  branches 
of  the  tea  trade,  and  that  representative  firms 
should  he  induced  to  join  so  as  to  inspire  confi- 
dence among  the  trade  of  the  United  States  as 
well  as  among  foreign  interests. 

The  Plan  for  Organization 

As  regards  the  ‘‘mechanics”  of  the  organiza- 
tion, the  committee  suggests  a Tea  Promotion 
Council,  consisting  of  men  chosen  from  the  mem- 
I'crship  of  the  Tea  Association  and  the  trade  at 
large,  all  to  be  nominated  by  the  directors  of  the 
Tea  Association.  The  chairman  of  the  Council 
would  also  he  ex-ofhcio  member  of  all  commit- 
tees, of  which  the  two  principal  bodies  would  be 
the  Finance  Committee  and  the  Publicity  Com- 
mittee, each  of  which  would  have  eighteen  mem- 
bers. The  Finance  Committee  would  attend  to 
the  collection  of  funds,  six  sub-committes,  com- 
posed of  three  members,  each  having  charge  of  a 
particular  branch  of  the  trade  represented  by  the 
kind  of  tea  handled.  In  addition  to  these  bodies, 
the  producing  countries  and  London  would  each 
have  a committee  of  five  members  to  look  after 
the  collection  of  funds  in  their  respective  sections. 

The  Publicity  Committee  would  select  the  ad- 
vertising agency  and  possibly  a special  secretary, 
who  would  collect  advertising,  research  and  edu- 
cational data  and  develop  the  research  work,  pro- 
motional schemes,  and  the  co-operative  work  with 
wholesalers,  retailers  and  all  other  distributers. 
The  main  committee  would  be  broken  up  into  six 
sub-committees  of  three  members  each,  to  be 
taken  from  every  branch  of  the  trade  and  grouped 
as  follows : Importers,  wholesale  grocers,  spe- 

cialty houses,  chain  stores,  mail-order  houses, 
wagon-route  men  and  packet  tea  firms. 

The  chairmen  of  the  twelve  divisions  of  the 
Finance  and  Publicity  Committees,  together  with 
the  chairman  of  the  Tea  Promotion  Council, 
would  work  out  the  detailed  plans  for  increasing 
consumption  of  tea  in  this  country. 

It  is  further  proposed  to  solicit  all  distributers 
in  the  United  States  to  become  members  of  the 
Tea  Association,  whereby  they  will  be  able  to 
make  use  of  all  the  data  developed  by  the  pro- 
paganda, as  well  as  receive  co-operation  from  the 
association  in  their  individual  fields.  It  is  also 
proposed  to  ask  the  present  members  of  the  asso- 
ciation to  subscribe  $25  each,  which  will  entitle 
the  subscriber  to  buy  at  cost  the  printed  matter 
developed  by  the  campaign  and  to  make  use  of 


developed  advertisements  for  their  private  ad- 
vertising. 

The  committee's  plan  is  to  be  put  into  force  if 
the  signatures  are  secured  of  firms  whose  total 
volume  of  husiness  represents  at  least  60  per  cent 
of  every  kind  of  tea  imported  into  the  Lbiited 
States,  and  if  arrangements  are  completed 
whereby  the  equal  of  the  same  sum  of  money  col- 
lected through  the  exporter  or  importer  shall  be 
provided  through  the  various  tea  guilds  or  tea 
committees  in  each  producing  country. 

The  general  principles  of  the  foregoing  were 
accepted  at  the  trade  meeting  held  March  12. 
Another  meeting  is  scheduled  for  April  17,  and 
it  is  expected  that  definite  progress  toward  start- 
ing the  campaign  will  then  be  announced. 


VOGUE  AND  VARIETY  IN  TEA 


These  Should  Be  the  Twin  Objectives  of  a 
Successful  Co-operative  Advertising 
Campaign 

By  Walter  Chester 

Food  Specialist  of  The  Erickson  Company 

'^HE  tea  trade  as  a whole  seems  to  favor  the 
* idea  of  a general  advertising  campaign  for  teas 
— in  principle.  But  here  and  there  misgivings  arc 
expressed  as  to  the  possibility  of  overcoming 
various  obstacles. 

One  of  these  is  the  difficulty  of  advertising  so 
many  grades  and  varieties  as  a unit  proposition. 
A certain  big  packer  expresses  the  objection  in 
this  way : 

“There  are  just  two  or  three  kinds  of  tea  that 
the  average  buyer  will  like.  There  are  four 
dozen  other  kinds  that  the  buyer  probably  won’t 
like.  Why  should  I be  taxed  so  much  a pound 
for  a lot  of  promiscuous  tea  advertising  that  ten 
to  one  will  shoot  wide  of  the  mark?” 

^Another  typical  objection  runs  like  this  : 

“I  pack  Ceylon  tea.  Why  should  I pay  for  ad- 
vertising that  will  cause  a lot  of  new  tea  drinkers 
to  try  Japan  tea?  If  they  like  it  they  stick  to 
Japan.  If  they  don’t  like  it  they  cut  out  tea  en- 
tirely. I lose  either  way.” 

d he  most  characteristic  objection,  for  it  is  only 
human  to  believe  in  your  own  goods,  is  this: 

“My  tea  is  good  tea.  If  more  iieoplc  were  ac- 
quainted with  my  tea  there  would  be  more  friends 
for  tea  drinking — and  more  tea  drunk.  Why 
should  I promote  the  sale  of  a lot  of  poor  stuff 
that  only  makes  enemies  for  tea?  I would  do 
better  by  warning  people  against  poor  tea  and 
telling  them  how  good  my  tea  is.” 

These  and  many  other  objections  that  might  be 
offered  all  come  down  to  this: 
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1.  The  buyer  may  not  like  the  brand  he  first 
happens  to  try. 

2.  He  may  like  it— better  than  mine. 

And  to  many  tea  men  this  doubtless  looks  like 
calamity  in  either  case. 

As  often  happens,  however,  the  evil  is  probably 
more  apparent  than  real.  For  the  chances  are 
that  the  average  non-tea  drinker  is  a victim  of 
habit  and  environment  rather  than  a holder  of 
prejudice  against  tea.  He  doesn’t  drink  tea,  be- 
cause he  doesn’t  drink  it — not  because  he  has 
not  tasted  it,  nor  because  he  has  tasted  it,  and 
doesn  t like  the  kind  he  tasted.  Consequently,  the 
first  object  of  the  proposed  tea  campaign  should 
be  to  break  the  habit  of  not  drinking  tea  and  to 
establish 

The  Vogue  of  Tea 

And  the  way  to  “put  over”  this  vogue  is  by 
advertising  that  does 

Much  to  prove  that  tea  is  good. 

More  to  shozv  that  tea  is  drunk. 


DO  YOU  KNOW  HOW  GOOD  TEA  IS? 

There  are  many  kinds  of  tea.  Perhaps 
you  have  never  tasted  the  kind  you  would 
like  best. 

Visit  the  tea  tasting  demonstration  all 
next  week  at 

BLANKS 
Washington  Street 


Establish  the  idea  in  the  popular  mind  that  tea 
is  an  accepted  and  acceptable  medium  of  social 
intercourse  and  friendly  hospitality,  and  it  won’t 
be  necessary  to  stake  the  case  on  the  capricious 
first-hand  judgment  of  experimental  buyers.  If 
people  get  into  the  notion  of  buying  because  tea 
is  the  thing  to  buy,  they  will  keep  on  buying  and 
trying  and  changing  from  brand  to  brand  till  they 
find  the  kind  they  like.^ 

And  this  underlying  thought  should  be  the 
mainspring  of  any  tea  propaganda.  It  is  the 
safest  play — in  reaching  out  for  new  trade.  For 
new  buyers  are  the  most  critical. 

Assuming,  however,  that  there  is  a menace  in 
the  possibility,  the  very  fact  that  people  might  not 
like  the  tea  they  first  buy  could  be  capitalized  as 
a forceful  argument  by  incorporating  in  general 
advertisements,  or  by  running  as  separate  ad- 
vertisements in  magazines,  newspapers,  car  cards, 

* This  difificulty  was  met  by  L.  Beling,  managing  director 
of  leek  r,rothers  & Winch,  in  marketing  Peek’s  tea,  by 
putting  up  a “find  out”  package  containing  one  ounce 
packets  of  ten  or  a dozen  different  kinds  of  tea  in  one 
conijiact  carton,  thus  enaliling  the  consumer  to  try  the 
various  kinds  and  determine  which  he  liked  best. — The 
Editors. 
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display  heads  and  paragraphs,  such  as  suggested 
in  the  accompanying  boxes. 

By  arrangement  with  leading  stores  in  various 
cities  and  towns,  effective  demonstrations,  as  in- 
dicated, could  be  made  at  comparatively  small 
cost.  At  these  demonstrations  small  cups  of  tea 


ONE  TEA  IS  SO  MUCH  MORE  DE- 
LICIOUS TO  YOUR  PARTICULAR 
TASTE-THAN  OTHER  KINDS 
Perhaps  you  have  never  found  it.  Visit 
the  tea  tasting  demonstration.  Free  trial 
cups— with  cakes— all  next  week  at 

BLANKS 
Washington  Street 


would  be  served.  Several  different  varieties  each 
day  for  a week  would  cover  a wide  range  of  quali- 
ties and  kinds.  Announcement  of  the  programme 
for  the  week,  with  accompanying  distribution  of 
well-written  booklets,  would  lead  to  repeated 
visits  and  widespread  interest. 

The  same  idea  could  be  incorporated  in  maga- 
zine advertising  and  supplemented  by  local  cam- 
paigns as  indicated. 

The  net  effect  of  this,  or  a similar  idea,  no 
matter  how  worked  out,  would  meet  the  two  ob-  . 
jections  stated  above.  Every  tea  interest  would  '' 
get  a square  deal  and  fair  chance  in  the  general  ' 
campaign.  And  individual  campaigns  in  behalf  , 


YOU  ONLY  THINK  YOU 

DON’T 

LIKE  TEA— PERHAPS 

There  are  many  kinds — many 

flavors. 

Some  you  won’t  like.  There  is 

one  you 

will  like.  Find  it. 

Visit  the  tea  tasting  demonstration  all 

next  week  at 

BLANKS 

Washington  Street 

- 

of  given  brands  would  be  just  that  much  more 
effective. 

Summing  up,  then,  the  two  objectives  of  a joint 
publicity  campaign  for  the  whole  trade  should  be, 
it  seems  to  me : 

1.  VOGUE. 

2.  VARIETY. 

“Vogue”  is  needed  to  hold  new  buyers  in  line 
till  they  have  found  the  tea  they  like  and  thereby 
acquired  the  habit  of  tea  drinking. 
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“Variety’’  is  needed  to  please  all  shades  of  taste, 
and  to  give  a fair  and  profitable  return  to  all  tea 
interests  from  the  joint  advertising  campaign. 

“Vogue”  and  “Variety"  are  the  essential  con- 
ditions for  the  development  of  that  very  import- 
ant section  of  the  tea  market  which  is  in  the  trade 
limelight  at  the  present  moment,  viz. : 

The  Hotel  .\nd  Cafe  Trade 

L’ndoubtedly  the  tea  trade  expects  to  share 
substantially  in  this  business  as  a result  of  pro- 
hibition. And  the  first  condition  to  be  fulfilled  is 
that  tea  be  established  as  a successor  to  John 
Barleycorn  in  signifying  good  fellowship  and  the 
exchange  of  hospitality.  And  this  means  ‘‘Vogue’’ 
for  tea  in  “treating.” 

Since  tea  drinkers  stay  sober  and  remember  to 
go  home,  tea  does  not  offer  the  “repeat  order” 
possibilities  of  liquor  to  cabaret  and  bar-room 
proprietors.  A wider  clientele,  a greater  number 
of  patrons,  since  each  buys  less,  must  be  reached 
to  compensate.  This  means  “Variety” — a greater 
variety  of  flavors  in  a greater  variety  of  forms — 
to  induce  the  maximum  consumption  by  the 
greatest  number  of  people. 

“Vogue”  and  “Variety”  need  to  be  remembered 
in  planning  any  propaganda.  They  are  the  keys  to 
successful  tea  publicity — at  this  moment! 


ABOUT  THE  COFFEE  CAMPAIGN 

In  a statement  sent  the  latter  part  of  March  to 
subscribers  to  the  coffee  propaganda  fund,  the 
Joint  Coffee  Trade  Publicity  Committee  lists  the 
general  magazines  and  trade  papers  selected  to 
carry  the  committee’s  campaign  advertising,  nam- 
ing leading  women’s,  farm,  juvenile,  non-sectarian 
religious  and  general  weekly  magazine  fields. 
Forty-three  trade  papers  are  also  listed.  The 
committee  now  says  it  hopes  to  have  the  maga- 
zine advertising  appear  about  the  middle  of  June, 
instead  of  July,  as  first  announced  in  January. 

Coffee  roasters  and  wholesalers  are  asked  to 
get  their  retail  customers  behind  coffee,  and 
the  following  suggestions  are  offered  : Ask  re- 

tailers to  clip  the  newspaper  coffee  ads  and  dis- 
play them  in  their  stores  ; use  signs,  cards,  posters, 
etc. : make  up  coffee  display  windows ; suggest 
coffee  to  patrons  of  the  groceries ; feature  coffee 
in  local  newspaper  advertising,  and  possibly  serve 
coffee  at  certain  hours  in  the  stores.  The  roast- 
ers and  packers  are  also  advised  to  advertise. 


CANADA  MAY  WITHDRAW  COFFEE  TAX 
Canadian  coffee  men  are  expecting  the  Do- 
minion Government  to  recall  the  7^2  per  cent  war 
tax  on  coffee  in  the  near  future. 


THE  TEA  AND  COFFEE  OUTLOOK 

Trade  Opinion  on  the  Prospects  for  Increased 
Consumption  When  the  Nation 
Goes  Dry 

'^HE  big  question  before  the  trade  to-day  con- 
cerns  the  outlook  for  tea  and  coffee  when 
national  prohibition  goes  into  effect.  Practically 
all  men  believe  that  consumption  will  increase 
to  some  extent,  but  they  do  not  all  agree  that  a 
big  boom  is  immediately  ahead.  The  following 
letters  are  e.xamples  of  the  diversity  of  opinion 
held  by  trade  leaders. 

About  the  Coffee  Saloon  Idea 

H.  C.  Grote,  president  of  the  Edward  Westen 
Tea  & Spice  Company,  St.  Louis,  believes  the 
coffee  saloon  will  succeed  the  passing  liquor 
saloon  to  a moderate  degree.  He  says  : 

Prohibition  will  have  a favorable  effect  on  the 
consumption  of  coffee.  To  what  extent  this  will 
apply  I have  not  the  slightest  idea,  but  that  it  will 
increase  the  sale  of  tea  and  coffee  to  some  extent 
I fully  believe.  Men  drink  liquor  for  its  stimu- 
lating effects.  Being  unable  to  obtain  liquor  it  is 
expected  many  wll  turn  to  substitutes. 

As  to  the  coffee  saloon  idea,  there  will  doubt- 
less be  such  established  in  the  down-town  business 
sections  where  people  congregate  during  the  busi- 
ness hours  of  the  day.  Some  will  doubtless  take 
advantage  and  drink  a cup  whenever  they  feel  a 
“thirst”  coming  on  them.  Others,  who  do  not 
drink  coffee  between  meals  now,  will,  because 
the  coffee  saloon  is  convenient  at  hand,  doubtless 
accustom  themselves  to  the  European  idea  of 
drinking  coft'ee  between  meals.  This  will  surely 
increase  the  sale  of  coffee  to  some  extent. 

I cannot  conceive,  however,  that  men  will  enter 
a coffee  saloon  as  they  now  enter  a liquor  saloon, 
to  gather  together  in  groups  and  take  from  three 
to  half  dozen  drinks  each.  One  cup  will  prob- 
ably be  the  extent  to  which  they  will  indulge 
themselves. 

The  “sociability  feature”  which  now  prevails 
will  be  absent  from  the  coffee  saloon.  I believe 
the  experiment  will  be  tried,  since  it  is  generally 
recognized  that  a substitute  has  to  be  found  for 
the  liquor  saloon.  Churches  and  similar  organ- 
izations will  probably  be  the  leaders  to  make  the 
experiment.  Should  it  be  a success  it  will  be  a 
matter  of  slow  growth,  and  then  only  in  the 
thickly  congested  districts. 

That  coffee  saloons  will  be  as  numerous  and  as 
widespread  throughout  all  sections  of  the  cities  as 
the  liquor  saloons  are  now,  is  something  which  I 
do  not  for  a moment  anticij)ate  will  be  the  case. 

Coffee  served  with  a wafer  by  young  ladies 
will  probably  prove  a novelty.  T am  told  such 
is  the  custom  in  some  foreign  countries.  Whether 
it  will  continue  to  be  an  attraction  time  only  will 
tell. 

In  the  absence  of  liquor,  men  will  turn  to  some- 
thing else,  and  the  very  best  substitute  I know 
of — one  which  leaves  no  ill-effects — is  coffee. 
“Coffee,  the  cup.  that  cheers  but  does  not  in- 
ebriate,” 
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Does  Not  Expect  a Tea  and  Coffee  Boom 

H.  R.  Ciilkin,  of  the  S.  Hamil  Company,  Keokuk, 
la.,  a leading  Mississippi  Valley  coffee  roasting 
firm,  does  not  look  for  a material  increase  of  tea 
and  coffee  drinking  as  a consequence  of  national 
prohibition  of  intoxicating  liquors.  He  writes : 

I question  very  much  if  prohibition  will  cause 
any  material  increased  demand  for  coffee  and  tea. 
I think  that  advertising  tea  and  coffee  in  pro- 
hibition territory,  which,  of  course,  the  entire 
country  will  be  after  July  i,  might  show  some 
slight  increase  in  the  business,  but  I question 
very  much  if  the  increase  from  the  prohibition 
standpoint  will  be  worth  the  effort. 

I believe  the  coffee  saloon  idea  for  promoting 
the  sale  of  tea  and  coffee  as  a substitute  for  alco- 
holic beverages  would  prove  a failure  in  this  ter- 
ritory. Our  state  is  at  present  legally  dry  and 
has  been  for  the  past  few  years,  but  intoxicating 
liquors  can  be  found  in  almost  any  town  of  any 
importance  in  the  entire  State.  It  is  brought  in 
from  adjoining  States  which  are  wet.  This  is 
particularly  true  along  the  Mississippi  River. 
Tea  and  coffee  have  not  been  substituted  for 
liquor  in  any  way  throughout  this  section  of  the 
country,  and  the  hotels  and  cafes,  as  far  as  we 
know,  are  not  featuring  them  as  a liquor  substi- 
tute. 

An  adequate  saloon  substitute  for  the  laboring 
class  has  not  been  found,  for  liquor  comes  into 
the  State  right  along,  and  can  be  secured  by  all 
classes  if  they  have  the  price.  We  understand 
the  question  that  is  up  at  the  present  time  is, 
“What  is  intoxicating  liquor?”  Some  of  the  best 
authorities  claim  2 per  cent  beer  is  not  intoxicat- 
ing. If  2 per  cent  beer  is  legally  permitted  aftei 
July  I,  our  opinion  is  that  there  will  be  no 
chance  for  the  successful  operation  of  the  coffee 
and  tea  saloon,  and  even  if  2 per  cent  beer  is 
not  permitted  after  July  i I question  very  much 
if  the  coffee  and  tea  saloon  as  a substitute  for 
liquor  would  prove  a success,  at  least  in  this  sec- 
tion of  the  country. 


Coffee  is  Not  John  Barleycorn's  Heir 

A Michigan  coffee  roaster,  who  is  a well- 
known  figure  at  conventions  oT  the  N.  C.  R.  A., 
writes : 

With  almost  a year  of  prohibition  to  our  credit 
in  Michigan  it  would  seem  that  we  should  be  in  a 
position  to  give  some  concrete  idea  as  to  how 
far  coffee  would  take  the  place  of  John  Barley- 
corn. It,  however,  is  a perplexing  question — a 
little  early  as  yet  to  feel  the  full  effects  of  the 
dry  regime.  With  cellar  stocks  of  spirits  of 
ferment  still  hiding  the  furnace,  and  rivers  of  it 
flowing  in  from  wet  Toledo,  it  has  made  it  im- 
possible to  get  the  people  down  to  a substitute, 
be  it  coffee  or  something  else. 

The  consumption  of  coffee  as  a substitute  for 
beer  is  no  doubt  already  felt  at  the  noonday  lunch 
counters,  but  as  yet  there  is  not  a coffee  house, 
with  the  exception  of  the  Greek,  Armenian  and 
Turkish  establishments,  which  flourished  before 
the  drought,  and  continue  in  about  the  same  pro- 
portion as  to  business.  There  is  a missing  link 
between  the  coffee  roaster  and  consumer,  and 


that  must  be  filled  before  the  desired  result  will 
be  obtained.  An  American  coffee  emporium  of 
some  sort  or  other  must  of  necessity  come  into 
effect.  The  writer  cannot  imagine  a party  of 
young  or  old  men  sitting  in  a one-arm  “bought- 
all-the-more”  treating  one  another  to  the  insipid 
pie-chaster  served  and  called  “coffee.”  Kindred 
spirits  do  not  mix  on  the  basis  of  one  pound  of 
coffee  to  four  gallons  of  water,  diluted  with  a 
mixture  of  condensed  cream  and  milk.  This  con- 
coction does  not  make  the  roses  bloom  or  the 
band  play  or  stir  the  imagination  onto  one  of 
those  endless  “did  you  ever  hear  this  one”  races. 

I am  informed  by  the  proprietors  of  cafes  and 
hotels,  where  the  cabarets  and  dansante  held 
sway  before  the  dry  days,  that  their  patrons  hie 
themselves  to  their  homes  after  the  theaters,  and 
there  they  have  their  lunch  and  liquid  refresh- 
ments. However,  tailors  report  a big  business 
in  dress  trousers  with  quart-sized  hip  pockets. 
Ginger  ale  is  having  a big  sale.  You  can  put  two 
and  two  together — quart-sized  hip  pockets  and 
ginger  ale — and  a highball  will  be  the  result.  The 
hotels  and  cafes  see  to  it  that  plenty  of  tall  glasses 
are  within  easy  reach  of  their  patrons,  particu- 
larly those  with  the  quart-sized  pockets. 

Coffee,  no  doubt,  will  come  into  its  own  when 
the  thirsty  forget  that  raisin  whiskey,  prune  wine, 
malt  beer,  trapped  applejack,  peach  brandy,  grape 
wine  and  innumerable  brews  and  distills  can  be 
made  in  the  home  with  the  curtains  drawn  tight 
and  the  wife  off  for  a week’s  visit  to  mother. 

^ Men  are  not  lured  into  the  pie  and  doughnut 
dispensaries  by  the  fair  sex.  They  know  that 
sinkers  topped  off  with  coffee  are  not  the  right 
ingredients  to  make  a man  rave  over  their  beauti- 
ful eyes  and  enticing  lips,  and  lie  and  lie  and  lie 
themselves  into  the  fairies’  web.  An  old  man 
cannot  get  a -young  man’s  ideas  over  a cup  of 
coffee.  Grape  juice  and  buttermilk  have  the  same 
effect.  It  is  simply  that  the  old  are  growing  older 
and  the  young  are  growing  colder.  Imaginary 
roses  and  strains  of  sweet  music  do  not  seem  to 
come  from  the  aroma  of  coffee  in  the  same  pro- 
portion as  from  the  fumes  given  off  by  “Old 
Crow.” 

If  coffee  is  a substitute  for  booze,  why  not 
alfalfa  for  tobacco,  or  the  old  gray  mare  for  a 
flivver?  A skating  rink  is  a good  place  to  skate 
and  an  airship  a good  thing  to  fly  in,  but  you 
cannot  substitute  one  for  the  other,  and  coffee 
won’t  make  a wooden  man  dance.  You  might 
substitute  apple  pie  for  rare  roast  beef ; that  is, 
as  a filler,  and  no  doubt  coffee  will  have  some 
increase  as  a filler,  but  no  one  looks  for  nor 
expects  the  sale  to  equal  the  business  of  the  booze 
dispenser.  Coffee  always  was  and  always  will 
be  a chaser  after  viands,  but  as  a hilarious  merry- 
making beverage  it  is  an  absolute  failure. 
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Tea  Sales  Can  Be  Doubled 
Macy  Bros.  & Gillet,  New  York  tea  brokers, 
believe  the  future  holds  big  possibilities  for  in- 
creased tea  consumption.  They  say : 

Never  has  there  been  such  an  opportunity,  and 
with  properly  directed  effort  there  is  no  reason 
why  the  consumption  of  tea  should  not  be 
doubled.  There  is  a way  in  which  every  dis- 
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tribufer  of  tea  can  help,  and  which  should,  and 
undoubtedly  would,  accomplish  much.  Instruct 
your  salesmen  to  talk  tea  to  your  customers  (this 
refers  in  particular  to  the  retailer),  and  to  talk 
tea  intelligently.  Tell  them  not  to  wait  to  be 
asked  for  tea  but  to  offer  it.  Explain  to  them 
where  it  comes  from,  how  it  is  prepared,  and 
above  all  the  proper  way  to  brew  it.  Familiarize 
them  with  the  different  kinds  of  teas,  with  their 
distinctive  characters  and  flavors,  so  that  they 
may  be  able  to  give  the  customer  some  informa- 
tion. Finally,  let  every  tea  man  in  the  country 
exert  himself  to  the  utmost  to  sell  high-grade 
teas,  for  by  that  means  more  than  any  other  can 
its  popularity  be  increased, 

PORT  COSTS  STIR  COFFEE  MEN 


New  York  Jobbers  Allege  Exorbitant  Handling 
Charges,  and  Appoint  a Committee  to 
Investigate — Fear  Loss  of  Busi- 
ness to  New  Orleans 

By  C.  K.  Trafton 

New  York 

^ ONDITIONS  attendant  upon  the  storage, 
handling  and  shipping  of  coffee  at  the  port 
of  New  York,  which  have  been  steadily  growing 
worse  practically  since  the  beginning  of  the  war, 
have  finally  come  to  such  a stage  that  virtually  all 
members  of  the  coffee  trade,  and  especially 
the  jobbing  element,  have  decided  that  drastic 
remedial  measures  are  absolutely  imperative.  The 
principal  agitators  stress  the  fact  that  while  the 
coffee  trade  is  most  directly  concerned,  the  wel- 
fare of  the  New  York  port  as  a whole  is  also 
affected,  and  hence  the  Chamber  of  Commerce 
and  the  Merchants’  Association  should  support 
the  efforts  initiated  by  the  New  York  Coffee  and 
Sugar  Exchange.  The  Chamber  of  Commerce  is 
already  considering  port  conditions  generally,  and 
has  expressed  willingness  to  co-operate  with  the 
trade  organization. 

Why  Jobbers  Complain 
The  vital  elements — time  and  money — form  the 
basis  for  the  trade’s  complaints.  The  transfer  of 
coffee  from  steamers  to  warehouses  and  from 
stores  to  cars  has  been'delayed  as  much  as  several 
weeks  in  some  cases,  and  this  loss  of  valuable 
time  is,  of  course,  a source  of  much  exasperation. 
Moreover,  the  slow  handling  increases  the  charges 
for  storage,  insurance,  etc.  Primarily  the  delays 
were  caused  by  inadequate  unloading  facilities, 
and  matters  were  further  complicated  by  the 
scarcity  of  freight  cars.  These  obstacles,  which 
had  their  origin  in  the  war,  were  regarded  as 
largely  unavoidable,  but  there  are  other  causes 
which  the  trade  believes  could  be  readily  removed 


if  energetic  organized  action  was  taken.  For  one 
thing,  it  is  alleged  that  because  of  the  high  wages 
demanded  by  laborers  the  warehouse  interests 
have  refused  to  hire  additional  men,  and  hence 
the  force  is  not  adequate  to  give  prompt  service. 
In  this  connection  the  belief  prevails  in  some 
quarters  that  coffee  is  discriminated  against  when 
it  comes  to  a question  of  priority  in  handling, 
preference  being  given  to  other  goods  which  may 
be  more  remunerative.  Moreover,  it  is  asserted 
that  the  method  of  handling  coffee  at  the  docks  is 
extremely  inefficient.  In  numerous  cases  cargoes 
are  dumped  en  masse  on  the  docks.  luitire  ship- 
ments are  lumped  together  regardless  of  chop 
marks,  and  in  some  cases  demurrage  of  5 cents 
per  bag  is  charged  as  long  as  the  coffee  stays  on 
the  docks,  which  period  is  entirely  subject  to  the 
pleasure  of  the  warehouse  people  or  their  ability 
to  chop  out  the  coffee.  It  was  stated  that  150,000 
bags  from  one  ship  had  been  dumped  in  hulk  on 
March  13,  and  over  three  weeks  later  the  coffee 
was  still  on  the  dock.  On  some  docks  importers 
have  not  been  permitted  to  send  their  own  labor- 
ers to  chop  out  the  coffe  in  order  to  save  time. 
As  a consequnce  it  has  often  been  impossible  to 
make  carlot  shipments  to  the  interior,  and  the  dif- 
ference between  the  carlot  freight  rate  and  the 
broken-lot  rate  simply  adds  another  item  to  the 
expense  account. 

How  Costs  Have  Increased 
Concerning  increased  expenses  the  following 
figures  are  significant.  The  pre-war  storage 
charge  of  4 cents  per  bag  per  month  has  been 
doubled,  and  the  same  is  true  of  the  charge  for 
labor  in  and  out.  The  weighing  charge  is  now 
4>2  cents,  against  2 cents  formerly.  Other  added 
expenses  arc  cents  for  labor  at  vessels  and 
12  cents  per  bag  if  the  coffee  is  lightered.  If 
coffee  is  loaded  into  cars  on  the  docks  it  costs 
8 to  15  cents  for  time,  labor  and  cartage,  and  if 
the  trucks  are  held  up  the  time  is  charged  for, 
with  an  added  cost  of  $r  per  hour  for  the  drivers 
if  they  work  after  5 P.  M.  Further  expense 
grows  out  of  the  abrogation  of  the  old-time  privi- 
lege which  allowed  for  the  payment  of  storage 
charges  for  half  a month  in  case  coffee  remained 
in  the  stores  a few  days  over  a month.  Now  a 
full  month  must  be  paid  for  if  the  coffee  is  not 
removed  promptly  at  the  expiration  of  a month. 
Taking  all  these  increases  into  account,  it  now 
costs  from  30  to  (yo  cents  to  get  coffee  shipped, 
compared  with  8 to  12  cents  before  the  war. 

Why  Trade  May  Go  to  New  Orleans 
As  the  local  merchants  arc  now  forced  to  sell 
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on  the  in-store  basis  all  the  additional  cost  must 
be  paid  by  the  interior  buyers.  That  the  latter 
are  extremely  dissatisfied  is  by  no  means  astonish- 
ing. As  they  have  no  one  in  New  York  to  “check 
up”  these  charges  they  have  no  way  of  knowing 
that  they  are  legitimate.  Naturally,  some  interior 
buyers  are  inclined  to  suspect  that  they  are  being 
mulcted.  This  widespread  dissatisfaction  has 
already  become  manifest  in  a decidedly  disagree- 
able way.  Buyers  in  Cincinnati,  Cleveland,  Min- 
neapolis, St.  Paul  and  other  large  Western  centers 
have  asserted  that  they  will  buy  no  more  in  New 
York,  some  of  them  stating  that  they  would  prefer 
to  pay  a premium  of  to  kt  cent  in  New  Or- 
leans in  order  to  be  sure  of  decent  treatment  and 
prompt  shipments.  Brokers  are  already  order- 
ing cargoes  brought  to  the  big  Southern  port.  It 
is  interesting  to  note  that  344,461  bags  arrived  in 
New  Orleans  in  one  day  last  month,  making  the 
stock  the  largest  known  in  many  years ; not  much 
smaller  than  the  New  York  stock.  Of  course,  any 
estimate  as  to  how  much  the  local  coffee  trade 
will  suffer  must  be  the  purest  guesswork,  but 
according  to  one  competent  authority  the  reduc- 
tion may  amount  to  fully  30  per  cent. 

The  belief  that  the  coffee  trade  is  being  dis- 
criminated against,  and  that  many  of  the  increased 
charges  may  be  unjustified,  is  quite  general  among 
local  merchants,  and  for  a long  time  there  has 
been  much  grumbling  and  more  or  less  inedpend- 
ent  endeavor  to  bring  about  improvement.  Ac- 
cording to  W.  H.  Aborn,  of  Aborn  & Cushman, 
who  has  been  one  of  the  most  active  of  these 
agitators,  the  lack  of  organized  effort  is  entirely 
inexplicable.  It  is  pointed  out  that  the  New  York 
Coffee  and  Sugar  Exchange,  which  issues  the 
licenses  for  the  warehouses,  should  be  able  to 
exercise  some  sort  of  control.  It  is  claimed  that 
if  any  one  connected  with  the  handling  or  storing 
of  coffee  had  been  guilty  of  discrimination  or  ex- 
tortion, the  appearance  of  vigorous  concerted  op- 
position by  responsible  authorities  would  have 
resulted  in  the  abrupt  abandonment  of  such  tac- 
tics months,  if  not  years  ago.  The  board  of 
managers  of  the  Exchange  wrote  a letter  of  com- 
plaint couched  in  the  strongest  terms  to  the  U.  S. 
Shipping  Board  last  December,  but  the  reply  re- 
ceived was  unsatisfactory,  and  since  that  time 
no  official  action  has  been  taken. 

An  Investigation  Committee  Appointed 
In  the  latter  part  of  March  conditions  became 
so  intolerable  and  the  dissatisfaction  became  so 
widespread  throughout  the  trade,  the  board  of 
managers  appointed  at  the  regular  April  meeting 
the  following  special  committee  to  investigate  the 
situation:  Max  R,  Meyer,  George  W,  Vander- 


hoef,  Carl  H.  Stoffregen,  A.  C.  Israel,  John  W. 
Edmonds  and  W.  H.  Aborn,  secretary.  The  an- 
nouncement stated  in  part:  “This  special  com- 

mittee has  been  appointed  to  investigate  the  al- 
leged outrageous  port  charges  and  delays  in  ship- 
ping, also  the  unprogressive  methods  of  handling 
coffee.  The  committee  is  also  to  secure  evidence 
of  the  irregularities  complained  of  and  to  take 
such  action  for  their  abatement  as  may  be  rec- 
ommended by  a majority  of  the  committee  and 
approved  by  the  board  of  managers.”  A general 
trade  meeting  has  been  called  for  April  9 at  the 
Coffee  Exchange. 

It  is  generally  agreed  that  the  committee  is 
thoroughly  representative  of  the  trade.  The  ap- 
pointment of  Mr.  Aborn  was  commented  upon  as 
a novel  feature.  Mr.  Aborn  is  not  a member  of 
the  Exchange,  but  he  has  been  an  energetic  advo- 
cate of  better  conditions  for  a long  time,  and  has 
already  done  a great  deal  to  bring  about  improve- 
ment. Therefore  it  is  agreed  that  his  presence  on 
the  committee  will  prove  to  be  decidedly  helpful. 


U.  S.  TEA  LAW  CHANGED 

Regulations  Governing  Importation  and  In- 
spection Have  Been  Amended  by  the 

Treasury  Department  . 

C OME  important  changes  have  been  made  by  ■ 
the  Treasury  Department  in  the  law  govern- 
ing the  importation  and  inspection  of  tea.  The  ’ 
new  regulations  go  into  effect  May  i,  1919,  ex-  ^ 
cept  as  to  teas  shipped  from  abroad  prior  to  that 
date,  which  will  be  governed  by  the  regulations  : 
for  1918.  The  changes  are : 

In  regulation  i the  last  half  of  paragraph  3 has  ! 
been  changed  to  read,  “and  bond  must  be  taken  i 
by  the  collector  as  provided  in  Section  4,  Act  of  \ 
March  2,  1897,  on  Customs  Cat.  Nos.  7551  or  | 
7553-”  , The  fourth  paragraph  of  this  regulation 
regarding  penalties  has  been  omitted.  i 

In  regulation  14  the  last  half  of  the  first  para-  j 
graph  now  reads,  “and  bond  on  form  Customs 
Cat.  No.  7557  shall  be  given  for  their  exporta- 
tion in  a penal  sum  equal  to  double  the  value  of 
the  tea,  providing  consumption  entry  bond  No. 
7551  or  No.  7553  was  not  previously  given.”  A 
new  form  of  entry  for  exportation  of  impure 
and  unwholesome  teas  will  be  provided  soon. 

In  regulation  18  the  following  paragraph  has 
been  inserted : “The  examiner  of  tea  at  each 

port  where  a qualified  tea  examiner  is  stationed 
shall  prepare  and  forward  to  the  supervising  tea 
examiner  and  to  the  Board  of  General  Appraisers, 
as  soon  as  practicable  after  the  close  of  each 
month,  a report  (Customs  Cat.  6445)  showing 
details  as  to  every  shipment  of  tea  examined  by 
the  tea  examiner.” 

The  following  new  regulation  (No.  47)  has 

been  added ; “Tea  importers  desiring  to  import 
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teas  into  the  United  States  to  be  blended,  mixed 
and  repacked  for  export,  can  do  so  by  bonding 
a warehouse  under  the  provisions  of  paragrapli 
M of  Section  4 of  the  Tariff  Act  of  October  3, 
1913,  upon  compliance  with  articles  747  to  773  cf 
the  Customs  Regulations  of  1915,  as  amended  by 
T.  D.  36.748,  giving  bond  on  Customs  Cat.  No. 
3569.  All  teas  placed  in  bonded  manufacturing 
warehouses  must  be  exported.” 

ROASTERS  DISCUSS  PROBLEMS 


Coflee  Men  Hold  Meetings  to  Talk  Over  Trade 
Conditions  and  the  Coming  Adver- 
tising Campaign 

I X line  with  the  move  inaugurated  last  month 
^ by  the  Joint  Coffee  Trade  Publicity  Committee, 
roasters  in  Eastern  and  Middle  Western  cities 
have  held  meetings  in  Boston,  New  York  and 
Chicago  to  discuss  present  trade  conditions,  rising 
costs,  etc.,  and  to  hear  about  the  plans  for  the 
coming  coffee  advertising  campaign. 

Probably  the  biggest  meeting  was  held  at  Chi- 
cago on  April  2 by  the  Mississippi  Valley  branch 
of  the  X'ational  Coffee  Roasters’  Association. 
Some  ninety  roasters  from  St.  Louis,  Kansas 
City  and  St.  Joseph,  Mo.,  Omaha,  X^eb.^  Iowa, 
Indiana,  Wisconsin,  ^Michigan  and  Illinois  were 
in  attendance.  Carl  W.  Brand,  president  of  the 
X”.  C.  R.  A. ; Felix  Coste,  secretary-manager  of 
the  Joint  Coffee  Trade  Publicity  Committee,  and 
R.  T.  Snodgrass,  of  the  committee’s  advertising 
counsel,  addressed  the  meeting  on  trade  subjects 
and  the  publicity  campaign.  The  meeting  recom- 
mended that  coffee  roasters  use  the  replacement 
value  of  coffee  in  the  current  market  as  the  basis 
in  figuring  costs. 

Twenty-eight  coffee  roasters  were  present  at  a 
meeting  of  the  Xew  York  branch  of  the  National 
Coffee  Roasters’  Association  in  X’ew  York  on 
March  27.  Four  of  these  were  members  of  the 
Xew  England  branch.  The  meeting  was  called 
primarily  to  discuss  the  national  coffee  propa- 
ganda. It  is  understood  that  the  roasters  present 
gave  their  approval  of  the  programme  outlined. 

The  New  England  branch  of  the  X.  C.  R.  A. 
met  on  April  9 and  listened  to  Felix  Coste  explain 
the  advertising  plan.  The  meeting  was  reported 
to  be  successful  in  promoting  friendly  feelings 
toward  the  campaign  and  enlightening  some  on 
the  present  trade  perils. 

Following  the  Chicago  meeting,  it  was  an- 
nounced that  a similar  conference  would  be  held 
in  Cleveland  on  April  15,  and  roasters  from  Ohio, 
Michigan,  Indiana,  Kentucky,  Western  Penn- 
sylvania and  West  Virginia  were  invited.  Presi- 
dent Carl  W.  Brand  was  expected  to  preside. 


ABOUT  COFFEE  FROSTS 


The  Brazilian  Consul  at  St.  Louis  Tells  How 
Some  Growers  and  “Commissarios” 
Manipulate  Reports 

[from  a staff  correspondent] 

St.  Louis,  Mo.,  March  31,  1919. 

A 'I  insight  into  how  coffee  crop  reports  are 
sometimes  exaggerated  was  recently  given 
during  a luncheon  by  Dr.  Sebastiao  Sampaio, 
Brazilian  Consul  at  St.  Louis,  in  honor  of  Carl  F. 
Deichmann,  the  United  States  Consul  at  Santos, 
Brazil,  who  is  home  at  St.  Louis  on  vacation. 

William  Fisher,  president  of  the  St.  Louis 
Coffee  Roasters’  Association,  read  a calde  re- 
ceived from  Brazil  that  day  to  the  effect  that  50 
per  cent  of  the  1919-1920  coffee  crop  in  the  San 
Paula  district  had  been  ruined  by  frost.  In  the 
discussion  that  followed  Dr.  Sampaio  said  that 
while  he  had  no  information  to  substantiate  or 
disprove  the  cable  regarding  the  latest  frosts  in 
Brazil,  he  could  tell  something  about  the  frosts 
of  last  year  that  might  prove  enlightening  for 
this  and  future  occasions. 

The  Brazilian  Consul  explained  that  the  coffee 
growers  of  Brazil  are  financed  in  large  measure 
by  “Commissarios,”  the  middlemen  in  the  ex- 
portation of  coffee.  He  said  that  immediately 
after  the  frosts  of  last  year  the  estimates  of  crop 
damage  were  placed  first  by  the  growers  and  then 
by  the  “Commissarios”  at  60  to  80  per  cent. 
Later  these  estimates  fell  to  40  to  60  per  cent,  and 
still  later  to  20  to  40  per  cent,  which  was  more 
accurate  than  the  first  estimates. 

“So,  I think,  it  will  lie  with  the  present  reports 
of  frost,”  Dr.  Sampaio  said. 

Others  acquainted  with  affairs  in  Brazil  par- 
ticipated in  the  discussion,  which  wound  up  with 
the  inference  that,  as  a rule,  reports  of  crop  dam- 
age are  over-estimated  by  the  coffee  growers  to 
their  bankers,  the  “Commissarios,”  and  again  by 
the  latter  to  the  coffee  buyers.  L.  R. 


ABOUT  HIGHER  COFFEE  PRICES 
While  attending  the  recent  Chicago  meeting  of 
coffee  roasters,  Carl  W.  Brand,  president  of  the 
National  Coffee  Roasters’  Association,  was  quoted 
by  some  leading  daily  newspapers  as  saying  that 
“a  hard  frost  last  year  devastated  the  Brazilian 
fields  * * * and  when  the  new  crop  arrives 

the  price  for  common  grade  coffee  will  be  about 
50  cents  a pound,  and  better  grades  from  50  to 
60  cents,  and  no  further  abnormal  prices  should 
prevail.”  In  regard  to  prices  of  new-crop  coffees. 
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the  New  York  office  of  the  N.  C.  R.  A.  states 
that  Mr.  Brand  says  he  was  misquoted.  It  is  un- 
derstood that  as  a result  of  the  publication  of  the 
dispatch  throughout  the  country  some  firms  ex- 
perienced a small  “boom”  in  coffee  sales. 


WHO’S  WHO  IN  THE  TRADE 

An  Appreciation  of  D.  H.  Hoffman,  President 
of  the  New  Orleans  Coffee  Roasters’ 
Association 


/\  MONO  coffee  men,  D.  H.  Hoffman,  president 
of  the  New  Orleans  Coffee  Roasters’  Asso- 
ciation, and  president  of  the  Southern  Coffee 
Mills,  Ltd.,  New  Orleans,  is  recognized  as  a con- 
sistent and  active  association  worker.  He  is 
generally  to  be  found  at  every  session  of  a Na- 
tional Coffee  Roasters’  Association  convention, 
and  is  frequently  called  into  the  councils  of  the 
organization  when  a knotty  problem  is  under 
consideration.  In  the  last  two  national  conven- 
tions he  has  helped  as  a member  of  the  nomina- 
tion committee  to  select  the  association’s  officers. 

Mr.  Hoffman’s  friends  in  the  trade  says  he  has 
a thorough  knowledge  of  coffee,  substantiating 
this  claim  by  the  statement  that  he  has  been  in 
the  coffee  business  all  his  working  career,  and 
raised  himself  from  the  ranks  of  employees  to 
head  of  one  of  the  most  important  coffee  firms 
in  the  South. 

Born  in  New  Orleans  in  1865,  Mr.  Hoffman 
started  work  as  a sample  clerk  in  the  office  of 
E.  P.  Cottraux,  who,  strange  to  say,  was  at  that 
time  the  only  coffee  broker  in  New  Orleans,  the 
second  largest  coffee  importing  city  in  the  United 
States.  When  only  twenty-one  years  of  age  Mr. 
Hoffman  started  in  business  for  himself,  opening 
a green  coffee  polishing  plant,  and  expanding  to 
include  roasting  and  grinding  departments  the 
following  year.  This  plant  has  grown  to  be  the 
present  Southern  Coffee  Mills,  which  now  is 
located  in  its  own  building  at  608-614  Tchoupi- 
toiilas  street,  with  a large  coffee  warehouse  ad- 
joining at  the  rear. 

Mr.  Hoffman  believes  in  specialization.  In 
recent  years  he  has  concentrated  sales  efforts  on 
his  Cafe  du  Monde  coffee  package,  and  has  made 
the  brand  widely  known  in  the  South. 


DATE  SET  FOR  SPICE  MEETING 
[from  a staff  correspondent] 
Washington,  D.  C,  April  7,  1919.— The  Bureau 
of  Chemistry  has  announced  that  representatives 
of  the  spice  trade  will  be  given  a hearing  on  the 
matter  of  slack-filled  spice  packages  and  related 


subjects  on  April  17.  The  conference  will  be  held 
in  Washington.  Lamm. 


ENEMY  COFFEE  IN  COSTA  RICA 
At  least  3,000,000  pounds  of  Costa  Rica’s  last 
coffee  crop  are  held  in  that  country  by  enemy  ' 
firms,  according  to  the  American  Consul  at  San 
Jose. 


COCOA  IN  CANADA 


The  Canadian  Bureau  of  Foods  and  Drugs  Re- 
ports a Great  Increase  in  Consumption 
During  the  Past  Four  or  Five  Years 

IN  a voluminous  report  on  analyses  of  cocoa  in 
the  Canadian  market,  A.  McGill,  chief  analyst 
of  the  Bureau  of  Foods  and  Drugs,  says  that 
during  the  last  four  or  five  years  the  consump- 
tion of  cocoa  in  Canada  has  very  greatly  in- 
creased, and  “quite  naturally  public  interest  in 
the  origin,  nature  and  variations  of  this  article 
has  also  increased.” 

Mr.  McGill  also  declared  that  the  demand  for 
cocoa  products  is  rapidly  increasing  in  all  portions 
of  the  civilized  world.  He  reports  that  the  im- 
portation of  raw  cacao  beans  into  Canada  has 
grown  from  less  than  3,000,000  pounds  in  the  ■ 
year  1910  to  over  6,000,000  pounds  in  1916.  ' 

In  his  examination  of  79  samples  of  cocoa  rep-  ' 
resenting  many'  different  brands  the  analyst  says  , 
that  on  the  whole  he  found  them  very  desirable  i 
food  articles,  and  in  the  main  free  from  anything  ’ 
that  could  be  described  as  adulteration.  He  re- 
grets that  Canada  has  no  legal  standards  like 
those  of  the  United  States,  and  recommends  that  , 
some  be  adopted  in  the  near  future.  ’ 

The  report  is  a comprehensive  essay  on  cocoa  ^ 
and  its  products,  and  is  published  in  an  eighteen-  | 
page  pamphlet.  Some  of  the  subjects  discussed  ' ■ 
are:  source  and  manufacturing  methods,  compo- 
sition  and  nutritive  values,  soluble  cocoas,  J 
standards,  discussion  of  analytical  data  and  cocoas 
manufactured  in  Canada,  the  United  States  and 
Europe.  ' 


COFFEE  FILLER  IN  COURT 
[special  correspondence] 

New  Orleans,  La.,  March  24,  1919. — Whether 
“Nutro,”  a coffee  filler,  consisting  of  pecan  hulls 
and  bits  of  pecan  meat,  and  made  by  the  Nutro 
Company,  Inc.,  of  this  city,  can  be  legally  sold 
under  that  name  has  been  before  the  Louisiana 
and  Texas  health  authorities  for  some  time  past. 
Added  interest  was  given  to  the  matter  when 
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Texas  officials  seized  2.393  pounds  of  “Niitro” 
found  in  possession  of  the  Acme  CotYee  Company, 
Fort  Worth.  'I'he  case  was  tried  the  latter  part 
of  February,  and  the  product  ordered  to  be  de- 
stroyed, the  defendant  being  lined  about  $100. 
The  case  has  been  appealed  to  the  Appellate  Court 
of  Texas  and  is  still  pending. 

Several  months  ago  the  Louisiana  Board  of 
Health,  after  examining  a sample  of  "Xutro,” 
notified  the  Xutro  Company  that  it  had  no  right 
to  sell  the  product  as  "X-utro.”  Early  last  fall,  at 
the  suggestion  of  the  X’utro  Company,  the  matter 
was  referred  to  the  Bureau  of  Chemistry,  Depart- 
ment of  Agriculture,  Washington,  for  a Federal 
decision.  The  Xutro  Company  states  that  it  has 
been  trying  to  have  the  Department  of  Agriculture 
institute  legal  proceedings  in  the  United  States 
District  Court,  but  has  been  unable  as  yet  to 
obtain  this  action.  P.  B. 


THE  “XUTRO”  LABELIXG  CASE 
[from  a staff  correspondent] 
Washington,  D.  C.,  March  26,  1919. — Up  to  this 
time  no  action  has  been  taken  by  the  Bureau  of 
Chemistry,  Department  of  Agriculture,  in  the 
case  of  the  so-called  “Nutro,”  and  it  is  probable 
that  it  will  be  some  time  before  action  is  taken,  if 
it  is  found  necessary.  This  case  comes  under 
“adulteration  and  misbranding,”  according  to  the 
Government  officials,  and  the  Bureau  will  stand 
on  the  strict  interpretation  of  the  Food  and  Drugs 
Act.  The  officials  say  that  the  case  has  not 
reached  the  point  of  taking  the  matter  to  the 
U.  S.  Circuit  Court  to  settle  the  question  of  mis- 
branding. Lamm. 


PEANUTS  IX  THE  UXITED  STATES 
A recent  census  of  the  peanut  industry  in  the 
United  States  shows  that  the  per  capita  consump- 
tion is  now  more  than  one  pound  a year.  On 
January  i,  1919,  there  were  114,364,367  pounds  of 
peanuts  held  by  peanut  cleaning  and  shelling  com- 
panies, warehousemen,  wholesale  grocers  and 
dealers,  oil  mills,  peanut  butter  makers,  bakers 
and  confectioners.  Peanut  butter  manufacturers 
had  3,085,700  pounds  of  unshelled  peanuts  in 
stock. 


CALIFORXTA  ROASTERS  TO  MEET 
[special  correspondence] 

San  Francisco,  Cal.,  March  24,  1919. — The 
California  Association  of  Coffee  Roasters  and 
Jobbers  has  invited  all  the  roasters  of  the  Pacific 
Coast,  both  members  and  non-members,  to  at- 
tend a trade  meeting  to  be  held  at  Del  Monte, 


Cal.,  on  May  16-17.  Though  no  regular  pro- 
gramme has  been  made  puldic,  it  is  expected  that 
the  gathering  will  discuss  the  subjects  which  the 
national  organization  has  recently  been  calling 
to  the  attention  of  coffee  men,  such  as  shorter 
terms  of  sale,  smaller  discounts,  improved  in- 
voice forms,  proiier  cost  finding,  and  similar 
matters.  M.  G.  P. 


SPICES  AND  EXTRACTS 

News  items  of  interest  to  spice  im- 
porters, grinders  and  dealers,  and  to 
manufacturers  of  flavoring  extracts,  per- 
fumes and  toilet  preparations. 


VAXTLLA  SUGAR  XOT  SATISFACTORY 

After  testing  vanilla  extracts  containing  va- 
nilla sugar.  Dr.  Herman  T.  Vulte,  of  Teachers 
(jTollege,  Columbia  University,  FTew  York,  has 
decided  that  vanilla  sugar  cannot  take  the  place 
of  vanilla  extract  and  give  satisfactory  results. 
His  findings  are  published  in  the  Flavoring  Ex- 
tract Manufacturers’  Association  Circular  No.  84, 
as  follows: 

“The  flavoring  material  is  in  the  insoluble  form, 
and  is  lighter  than  sugar  or  even  water,  there- 
fore, it  comes  to  the  top  of  a custard  or  liquid 
sauce  like  a black  scum,  and  does  not  give  much 
flavor  to  the  product.  In  ice  cream,  cake  and 
hard  sauces  the  dark  particles  are  scattered 
through  the  mass  and  give  it  an  unpleasant  and 
dirty  appearance.  When  the  flavor  is  pronounced 
enough  to  be  identified  as  vanilla,  it  is  inferior 
to  the  solul)le  extract  forms,  and  as  no  homo- 
geneous mixture  is  possible  the  flavor  is  uneven. 
To  produce  a flavor  equal  in  strength  to  the 
liquid  extract,  the  amount  used  must  be  al)out 
one-half  the  quantity  of  the  liquid  extract  instead 
of  one-fifth,  as  claimed.  It  is  difficult  to  make 
an  even  blend  of  vanilla  sugar  in  a batter  with- 
out longer  stirring  than  is  sometimes  desirable 
for  such  mixtures.  Vanilla  sugar  contains  a 
soluble  ingredient  which  promptly  separates  on 
adding  to  a batter,  and  does  not  in  any  way  aid  in 
mixing.  If  a more  intimate  mixture  of  the  va- 
nilla powder  and  the  sugar  were  possible  the 
latter,  in  dissolving,  would  carry  the  flavor  into 
the  mass.” 


THE  TAX  ON  FLAVORS  AND  PERFUMES 

The  sailent  features  of  tlie  new  War  Revenue 
Act  of  interest  to  members  of  the  Idavoring  Ex- 
tract Manufacturers’  Association  and  their  trade 
brethren  have  been  set  forth  by  the  association 
as  follows : 

“The  law  as  changed  will  not  liecome  effective 
until  May  i,  1919.  Products  taxable  under  the 
old  law  will  be  taxable  under  the  new  one.  The 
material  change  from  the  old  law  is  that  on  and 
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after  May  i the  tax  will  be  i cent  for  each  25 
cents  or  fraction  thereof  of  the  amount  paid  for 
such  articles  by  a consumer  buying  from  a dealer, 
the  tax  to  be  paid  by  the  purchaser  to  the  dealer! 
We  understand  that  the  officials  have  ruled  that 
the  dealer  shall  affix  a stamp  to  the  article  for 
the  amount  of  the  tax,  and  may  collect  the 
amount  of  the  stamp  from  the  purchaser.  The 
tax  of  I cent  on  each  25  cents  or  fraction  thereof 
means  that  there  is  a tax  of  i cent  on  any  article 
selling  for  25  cents  or  less,  and  a tax  of  2 cents 
on  any  article  selling  for  more  than  25  cents  and 
not  exceeding  50  cents,  and  so  on  up.” 


THE  AMENDED  NARCOTIC  LAW 

The  Elavoring  Extract  Manufacturers’  Asso- 
ciation has  called  the  attention  of  its  members 
to  the  new  amendments  to  the  Harrison  Narcotic 
Law,  as  follows  : 

“Under  the  foregoing  law  anyone  who  manu- 
factures or  sells  preparations  which  contain  only 
minimum  quantity  of  narcotics  is  nevertheless 
required  to  register  with  local  collectors  of  in- 
ternal revenue  and  pay  the  special  tax  of  one 
dollar  per  year.  And  they  are  also  required  to 
keep  a record  of  all  sales  of  such  preparations  in 
such  manner  as  the  Commissioner  of  Internal 
Revenue  shall  direct,  and  these  records  must  be 
preserved  for  a period  of  two  years.  Section 
1006  places  an  internal  revenue  tax  of  i cent  per 
ounce  upon  opium,  coco  leaves,  or  any  prepara- 
tions thereof,  etc.  This  internal  revenue  tax  does 
not,  however,  apply  to  preparations  which  contain 
only  the  minimum  amounts  of  narcotics  men- 
tioned in  Section  1007.” 


ARMY  BUYS  PEPPER  AND  EXTRACTS 
[from  a staff  correspondent] 
Washington,  D.  C.,  March  18,  191^— The 
Army  Quartermasters  Department  has  awarded 
the  following  contracts:  C.  A.  Murdock  Manu- 

facturing Company,  150,000  cans  of  black  pepper, 
at  $13,125;  the  Hanley  & Kinsella  Coffee  & Spice 
Company,  29,000  2-ounce  bottles  of  lemon  flavor- 
ing extract,  at  12  cents  each,  and  16,000  2-ounce 
bottles  of  the  same,  at  ii  cents  each;  the  Puhl- 
Webb  Company,  1,000  2-ounce  bottles  of  lemon 
flavoring  extract,  at  ii  cents  each,  and  7,000 
2-ounce  bottles  of  the  same  at  lo]^  cents  each. 

Lamm. 


ADULTERATED  SPICE  IN  GERMANY 
[special  correspondence] 

Basle,  Switzerland,  Feb.  3,  1919. — Isidor 

Landau,  of  Munich,  was  fined  100,000  marks  for 
selling  a spice  93  per  cent  of  which  consisted  of 
water  and  salt.  He  had  not  only  sold  an  article 
that  was  practically  worthless,  the  court  held,  but 
he  had  also  wasted  a lot  of  valuable  vegetables  in 
the  manufacturing  process.  Landau  appealed  to 


the  highest  court  in  Germany,  which  decided 
against  him.  q 


GROCERY  TRADE  DIGEST 

^ The  most  important  news  happenings 
of  the  month  boiled  down  for  busy 
readers. 


American  Sugar  Company’s  Report 
The  annual  report  of  the  American  Sugar  Re- 
fining Company  shows  a balance  after  dividends 
of  $1,121,906  for  1918,  representing  a decline  from 
$1,912,815  in  the  preceding  year.  While  the 
company’s  total  business  continued  in  excess  of 
$200,000,000,  profit  from  operation  is  reported  as 
$6,661,683,  compared  with  $10,055,291  in  1917. 
Earl  D.  Babst,  the  president,  said  in  his  remarks 
to  stockholders : “Contrary  to  current  belief, 

and  notwithstanding  the  limitations  imposed  upon 
consumption,  the  American  people  have  consumed 
in  1918  an  amount  almost  equal  to  the  yearly 
average  of  the  past  decade.  Consumption  has 
approximateed  10,000  tons  a day,  or  at  the  rate 
of  ,300,000  tons  a month,  which  is  about  the 
average  normal  consumption  during  the  past  ten 
years.  While  it  is  true  that  many  have  stinted  ] 
themselves,  yet  the  rationing  has  acted  as  a • 
stimulus  for  others  to  buy.  The  saving  effected 
by  conservation  has  been  to  a considerable  degree  ■ 
offset  by  the  increased  purchases  of  those  who,  . 
because  of  the  publicity  given  to  sugar  restric- 
tions, bought  more  than  they  otherwise  would.”  i 


The  Tri-State  Convention  1 

At  the  recent  convention  of  the  Tri-State  ( 

Wholesale  Grocers’  Association  at  Philadelphia,  | 
the  members  went  on  record  as  opposed  to  the  ^ 
war-time  trade  practice  of  “selling  firm  at  open-  | 
ing  price,”  advocated  the  elimination  of  the  “war  I 
clause”  in  all  contracts,  urged  the  adoption  of 
such  a percentage  of  allowance  for  “swelled” 
canned  foods  as  may  be  determined  by  the  Na- 
tional Wholesale  Grocers’  Association  and  the 
National  Canners’  and  Brokers’  Association,  and 
that  an  emphatic  protest  be  registered  against  the 
poor  quality  of  shipping  cases  of  all  kinds  in  use 
in  the  past  two  or  more  years. 

Conspiracy  Charge  Against  Grocers 
The  Federal  Trade  Commission  has  issued 
formal  complaint  against  the  McKnight-Keaton 
Grocery  Company  and  the  Wood  & Bennett  Com- 
pany, wholesale  grocery  houses  of  Cairo,  111.; 
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the  Scudders-Gale  Grocer  Company,  of  St.  Louis, 
with  a branch  in  Cairo,  and  Ray  L.  Hosncr  and 
Thomas  Watson,  co-partner  grocery  commis- 
sion agents  of  Cairo.  1 he  Commission  l^elieves 
the  concerns  are  unlawfully  engaged  in  a con- 
spiracy to  hamper  and  obstruct  a certain  com- 
petitor, by  inducing  grocery  manufacturers  to  re- 
fuse to  recognize  this  competitor  as  a jobber,  and 
as  such  entitled  to  buy  at  jobbers’  prices.  This,  it 
is  alleged,  forces  the  competitor  to  buy  elsewhere 
at  higher  prices.  The  concerns  were  cited  to 
appear  before  the  Commission  in  Washington, 
May  5. 

Misbr.\xded  Olive  Oil  Seized 
Several  seizures  of  misbranded  olive  oil  have 
recently  been  made  and  a number  of  prosecutions 
instituted  as  a result  of  a campaign  inaugurated 
by  officials  charged  with  the  enforcement  of  the 
Federal  Food  and  Drugs  Act.  Consumers  are 
being  advised  by  the  Bureau  of  Chemistry,  De- 
partment of  Agriculture,  to  read  carefully  the 
labels  of  all  containers  offered  to  them  as  con- 
taining olive  oil  to  determine  whether  the  manu- 
facturer actually  claims  that  the  product  is  olive 
oil  or  merely  suggests  it  by  misleading  devices. 
Some  of  these  deceptively  labeled  products  are 
sold  by  itinerant  peddlers. 

E.xports  of  Condensed  Milk  From  U.  S. 
According  to  statistics  compiled  by  the  Sta- 
tistical Division  of  the  Bureau  of  Foreign  and 
Domestic  Commerce,  there  were  55iJ39,754 
pounds  of  condensed  milk  exported  from  the 
United  States  during  the  calendar  year  1918. 
England  was  by  far  the  principal  market,  the 
shipments  to  that  country  amounting  to  256,194,- 
099  pounds,  followed  by  Belgium,  with  shipments 
amounting  to  45o04oQ6  pounds,  and  France  40,- 
942,488  pounds. 

PiGGLY-WiGGLY  StORES  IN  St.  LoUIS 
According  to  reports  in  realty  circles  in  St. 
Louis,  the  Piggly-Wiggly  Merchandising  Corpora- 
tion, of  Memphis  and  Cincinnati,  is  planning  to 
open  a chain  of  groceries  in  that  city.  Negotia- 
tions for  a number  of  corner  stores  are  under 
way,  it  is  said,  but  definite  announcement  is  with- 
held pending  consummation  of  the  realty  deals. 


New  York  Jobbers  Sue  Germ.xny 
Austin  Nichols  & Co.,  New  York  grocery  job- 
bers, have  instituted  suit  in  a Federal  court 
against  Germany  for  a cargo  of  sardines  seized 
in  a Belgian  port  in  1914.  They  hope  to  get 
settlement  out  of  alien  funds  held  in  this  country. 


PATENTS  AND  TRADE  MARKS 

^ Subscribers  and  advertisers  may  con- 
sult this  bureau  without  charge  except  that 
postage  for  reply  must  accompany  all  in- 
quiries; there  are  no  fees  for  trade-mark 
searches. 

Address  all  communications  to  Patent  and  Trade 
Mark  Service,  The  Tea  and  Coffee  Trade  Journal 


MORE  PROTECTION  FOR  BRANDS 


South  Dakota  Has  Just  Passed  a Law  Giving 
Statutory  Protection  to  1 rade 
Marks  in  That  State 


SOUTH  DAKOTA  has  just  passed  a law  giving 
protection  to  trade  marks.  This  State  was  one 
of  the  four  which  had  not  heretofore  put  such  a 
law  in  its  books.  This  leaves  only  Alabama,  Ken- 
tucky and  Mississippi  without  a trade  mark  law. 
There  are  now  forty-five  States  which  give  trade 
marks  legal  protection. 

As  the  Supreme  Court  of  the  United  States,  in 
a recent  case,  has  declared  that  property  in  trade 
marks  rests  upon  the  laws  of  the  States,  under  the 
common  law  theory,  as  modified  1>y  the  statute,  it 
is  important  that  each  State  gives  statutory  pro- 
tection to  trade  marks.  The  protection  afforded 
by  the  common  law  of  each  State  is  unsatisfac- 
tory, and  leaves  so  many  questions  open,  except 
as  to  the  title,  that  every  user  of  a trade  mark  will 
welcome  the  addition  of  South  Dakota  to  the  list 
which  gives  protection  by  statute. 

This  new  law  takes  effect  July  i,  iqiQ-  A mark 
once  registered  under  the  law  of  this  State  re- 
mains registered  indefinitely.  Infringement  of  a 
mark  in  South  Dakota,  registered  under  this  act, 
constitutes  a misdemeanor  for  which  there  are 
fines  and  imprisonment. 


PATENT  OFFICE  RECORD 


Patents  Granted,  Trade  Mark  Applications, 
Certificates  Issued  and  Labels  and  Prints 
Registered  During  the  Month 


[staff  correspondence] 
Washington,  D.  C.,  March  31,  1919. 

Here  follows  a complete  record  of  the  latest 
activities  of  the  United  States  Patent  Office, 
in  so  far  as  they  apply  to  the  tea,  coffee,  spice  and 
general  grocery  trades : 

Patents  Granted 

Combination  Tea  and  Coffee  Percolator — Henry 
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D.  Marcus,  Passaic,  N.  J.  (No.  1,294,505.)  A 
percolator  of  the  character  described,  comprising 
a float,  a plurality  of  annular  depending  flanges 
secured  to  the  float  in  spaced  concentric  relation, 
a corresponding  number  of  strainer  attachments 
embodying  rings,  and  means  for  detachably  se- 
curing the  rings  with  the  corresponding  flanges. 


Combination  Coffee  Pn/— Gordon  C.  Sapp,  Chi- 
cago, 111.  (No.  1,293,210.^  A coffee  pot  com- 
prising a body  provided  with 
a handle  and  a spout,  and 
having  a neck  with  a shoulder 
thereon,  an  invertible  cover 
fitting  and  supported  in  the 
neck  and  comprising  a rim- 
portion  and  a dome,  a . ring 
for  holding  a drip  cloth  hav- 
ing a reduced  portion  adapted 
to  extend  into  the  body  and 
formed  at  its  upper  end  with 
a shoulder  and  a rim  to  re- 
ceive said  cover,  and  an  in- 
vertible percolating  device 
comprising  a tube,  a cone  and 
a cup,  the  lower  end  of  the 
ring  being  formed  to  receive  the  cone  when  the 
percolating^  device  is  inverted,  the  upper  end  of 
the  ring  being  formed  to  receive  and  hold  the  in- 
verted cover.  (Illustrated.) 


Patents  Granted 


Teapot  and  Other  Vessels  Hamng  Similar 
Spouts — Thomas  W.  Bennett,  Burslem,  England. 
(No.  1,292,569.)  A pot  of  fragile  material  pro- 
vided wffh  a pouring  spout  having  a forwardly 
curved  lip  at  the  front  side  of  its  delivery  end  por- 
tion, said  spout  having  also  a shoulder  extending 
outwardly  around  it  below  the  said  lip,  and  having 
also  a flange  which  projects  forwardly  from  its 
rear  side  portion  crosswise  of  its  pouring  opening 
and  toward  the  said  lip,  and  a protecting  collar  of 
relatively  soft  material  secured  around  the  end 
portion  of  the  spout  and  bearing  against  the  said 
shoulder.  (Illustrated.) 


Trade  Marks  Registered 
Here  is  a list  of  marks  which  have  been  regis- 
tered and  for  which  certificates  have  been  issued : 

“Oliviline.”  (124,236.)  _ Elysee  Olive  Oil  Co., 
New  York.  Foe  edible  olive  oil  substitutes.  First 
use,  April  12,  1918.  Registered  Jan.  28,  1919. 


“Olexa.”  ( 124,352. )_  Warner-Jenkinson  Manu- 
facturing Co.,  St.  Louis,  Mo.  For  food  flavoring 
extracts.  First  use,  July  10,  1917. 

Registered  Feb.  4,  1919. 


Labels  Registered 

This  is  a record  of  labels  which  have  been  reg- 
istered and  for  which  certificates  have  been  issued: 

“Thomas  J.  Webb.”  (21,166.)  Puhl-Webb  Co., 
Chicago,  111.  For  coffee. 

“G.  Washington’s  Milkeoffee.”  (21,167.)  G. 
Washington  Coffee  Refining  Co.,  New  York  and 
Brooklyn,  N.  Y.  For  a combination  of  coffee, 
milk  and  sugar.  Registered  Feb.  25,  1919. 

TRADE  MARKS  PENDING 

The  following  marks  have  been  favorably  acted 
upon.  Any  person  who  believes  he  would  be  dam- 
aged by  the  registration  of  a mark  may  within 
thirty  days  enter  opposition  to  prevent  the  pro- 
posed registration.  All  inquiries  should  be  ad- 
dressed to  The  Tea  and  Coffee  Trade  Journal, 
79  Wall  street.  New  York. 


Week  Ending  February  4,  1919 
“Santa  Elena,”  figure  of  a saint  (woman)  bear- 
ing a cross.  (107,409-)  Jose  Llopis  Pelejero, 
New  York.  For  canned  olive  oil. 

“Mary  Jane,”  woman  (head  of).  (114,351.) 
Stetson-Barret  Co.,  Los  Angeles,  Cal.  For  coffee. 


Week  Ending  February  ii,  1919 
“Johnson,”  crossed  by  an  arrow.  (103,891.) 
H.  A.  Johnson  Co.,  Boston,  Mass.  For  preserved 


Trade  Marks  Pending 


“West  End.”  (124,471).)  Park  & Tilford, 
New  York.  For  coffee  and  tea.  First  use,  June, 
1918.  Registered  Feb.  18,  1919. 


“Purity.”  (124,575.)  P.  Pastene  & Co.,  Inc., 
Boston,  Mass.  For  canned  olive  oil  and  canned 
tomato  sauce.  First  use,  Sept.  3,  1908. 

Registered  Feb.  25,  1919. 


fruits  and  vegetables,  fruit  extracts  for  food 
flavoring  purposes,  table  syrup  for  use  in  cooking, 
preserved  cherries. 

“Vanextrin.”  (112,456.)  Joseph  Burnett  Co., 
Boston,  Mass.  For  flavoring  compounds  for  use 
in  foods  and  confections. 

“0-Van.”  (114,482.)  Henry  H.  Ottens  Manu- 

facturing Co.,  Inc.,  Philadelphia,  Pa.  For  natural 
and  artificial  vanilla  flavoring  extracts  and  vanilla 
flavoring  powders  for  food  products. 
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Week  Ending  February  25,  1919 

“Equity/’  (105,797.)  Fargo  Food  Products 

Co.,  Fargo,  X.  D.  Used  on  pancake  syrup,  rasp- 
berry compound  for  food  flavoring,  raspberry 
jelly,  concentrated  fruit  syrup  for  food  davoring, 
powdered  pie  filling,  lemon  extract  and  orange 
extract  for  food  flavoring,  mincemeat,  loganberry 
compound  for  food  flavoring,  and  fruit  nectar 
compound  for  food  flavoring. 

“May-Relle.”  (114.445.)  Dwinell-WTight  Co., 
Boston.  Mass.  For  cofTee. 

“Im-Co.”  (113,631.)  Ideal  Markcterin-  Co., 

Lockporf.  X.  V.  For  spices,  coffee,  tea,  wheat 
flour,  bread,  canned  peas,  canned  corn,  canned 
tomatoes,  canned  string  beans,  canned  pork  and 
beans,  cocoa,  rolled  oats  and  cornmeal. 


IN  THE  EDITOR’S  MAIL  BAG 

Here  Will  Be  Found  Letters  from  Readers 
Who  Say  Something  Worth  While 

XLY  letters  are  published  here  which  deal 
with  subjects  of  general  trade  interest. 
Readers  should  remember  whenever  they  write 
us  they  can  best  serve  themselves  and  us  by  being 
brief.  We  find  it  impossible  to  print  many  letters 
because  of  their  length. 

Experiences  of  an  Army  Coffee  Roaster 

Here  is  a letter  that  will  interest  coffee  men, 
because  it  is  a first-hand  account  of  army  coffee 
roasting  in  one  of  the  training  camps  in  the 
South : 

Boston,  Mass.,  March  3,  1919. 

W.  H.  Ukers,  Editor,  The  Tea  and  Coffee 
Trade  Journal,  Xew  York. 

Dear  Sir: 

Perhaps  you  would  be  interested  in  the  experi- 
ences of  a coffee  man  in  the  army. 

On  Xovember  6,  1918,  I enlisted  as  a coffee 
roaster,  and  was  sent  to  Camp  Joseph  E.  Johnston 
in  Florida,  arriving  there  on  the  8th  of  that 
month.  Imagine  my  surprise  during  the  ten  days 
that  I was  kept  in  detention  at  being  unable  to 
find  anybody  who  knew  anything  about  the  coffee 
plant  or  its  location. 

After  being  transferred  from  the  Depot 
Brigade  to  Company  19,  First  Office  Regiment,  I 
sought  out  the  camp  construction  company,  and 
learned  that  they  really  had  built  a coffee  house, 
and  also  where  it  was  located.  Upon  calling  at 
the  plant  I found  it  in  charge  of  a lone  sergeant, 
who  informed  me  that  he  had  been  unable  to 
ascertain  that  there  was  a single  coffee  roaster 
in  camp.  He  succeeded  in  getting  me  assigned 
to  work  with  him, 

On  Xovember  30  six  of  us  began  roasting  cof- 
fee, four  men  out  of  this  number  had  never  seen 
a coffee  roaster  before,  although  it  afterwards 
transpired  that  there  were  other  enlisted  coffee 
roasters  in  the  camp  besides  myself. 

Our  biggest  day’s  work  was  seventeen  roasts. 


totaling  4,333  pounds.  The  last  ton  of  coal  we 
used  turned  out  .^0,758  pounds  of  roasted  coft'ee. 
Straight  Salvador  coffee  was  the  oidy  kind  we 
roasted.  Xo  coffee  was  roasted  after  January 

14,  1919. 

I noticed  in  the  February  issue  of  an  illustrated 
magazine  a description  of  cofTee  roasting  at 
Camp  Johnston,  viz.:  6,000  pounds  of  coffee 
roasted  and  ground  in  ten  hours;  a coffee-roasting 
school;  brewing  and  blending;  powdered  coffee; 
coffee  in  stick  form,  etc.,  all  of  which  I can  say 
never  happened  there,  for  I helped  build  the  first 
fire  in  the  roaster,  and  turned  the  key  in  the  door 
when  we  closed  the  plant  on  February  6. 

I received  my  honorable  discharge  on  Feb- 
ruary 20,  and  came  hack  to  Boston,  to  find  my 
former  position  denied  me ; but  I have  secured 
employment  with  another  firm  at  an  increase  in 
salary  over  what  I was  receiving  when  I enlisted. 

My  copy  of  your  “Blue  Book”  has  come  to  me 
like  an  old  friend;  on  dull  days  it  has  cheered 
me  up,  and  on  fine  days  it  has  been  my  com- 
panion ; and,  liest  of  all,  I know  that  what  I read 
therein  can  be  depended  upon. 

Long  may  our  Trade  Journal  and  its  editor 
live  and  prosper.  S.  S.  McNeill. 


Opinion  by  Dr.  Wiley 
In  a recent  letter  to  the  editor.  Dr.  Harvey  W. 
Wiley,  director  of  the  “Good  Housekeeping” 
Bureau  of  Foods,  Sanitation  and  Health,  says : 

I want  to  take  this  opportunity  to  express  to 
you  my  appreciation  of  the  value  and  utility  of 
this  journal  in  connection  with  my  work  for 
“Good  Housekeeping,”  and  in  the  preparation  of 
the  articles  on  tea  and  coffee  for.  my  hook  on 
“Beverages.”  It  is  a high-class  journal,  beau- 
tifully illustrated  and  always  up  to  date. 


THE  UPLIFT  CORNER 


Helpful  Thoughts  and  Verses  that  Make 
for  Self-Reliance  and  Freedom,  in 
Blending  Sentiment  with 
Business 


THE  HUMAN  TOUCH 
’Tis  the  human  touch  in  this  world  that  counts. 
The  touch  of  your  hand  and  mine. 

Which  means  far  more  to  the  fainting  heart 
Than  shelter  and  bread  and  wine. 

For  shelter  is  gone  when  the  night  is  o’er. 

And  bread  lasts  only  a day, 

But  the  touch  of  the  hand  and  the  sound  of  the 
voice 

Sing  on  in  the  soul  alway. 

' — Spencer  M.  Free. 


INDUSTRY 

Life  without  industry  is  guilt.  Industry  with- 
out art  is  brutality. 
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OUR  BUSINESS  CREED 

We  believe  the  basic  principle  on  which  a trade  paper  should  build  is  SERVICE — service  to  readers  and 
service  to  advertisers,  in  a way  to  promote  the  welfare  of  the  general  public. 

We  believe  in  the  application  of  the  TRUTH  to  the  editorial,  news  and  advertising  columns. 

We  believe  in  the  utmost  frankness  regarding  circulation. 

We  believe  the  highest  efficiency  can  be  secured  through  a CIRCULATION  OF  QUALITY  rather  than  of 
quantity  that  character  and  not  mere  numbers,  should  be  the  criterion  by  which  the  value  of  a publication  should 
be  judged. 

We  do  not  publish  free  reading  notices  or  paid  “write  ups." 
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TEA  AND  COFFEE  AND  THE  HOTELS 
The  coming  of  prohibition  has  been  causing  many  hotels  needless  concern,  for  in 
states  that  have  already  gone  dry  the  hotels  have  promptly  readjusted  themselves  to 
the  new  order  by  installing  coffee  or  lunch  rooms,  candy  shops  and  the  like  that  have 
been  as  big  revenue  producers  as  the  old  bars,  and  without  the  attendant  drawbacks. 
Far-seeing  hotel  men  will  do  well  to  examine  into  the  tea  and  coffee  room  as  a quick 
lunch  substitute  for  the  bar,  and  also  a tea  and  coffee  lounge  which  will  cater  to  those 
who  woulds  discuss  business  or  meet  for  social  intercourse  over  an  afternoon  cup  of 
tea  or  coffee. — H. 


WAYS  AND  MEANS  AND  TEA 

The  tea  men  will  do  well  to  make  haste  slowly  in  the  matter  of  the  proposed  tea 
propaganda.  There’s  plenty  of  time.  If  this  thing  is  worth  doing,  it’s  worth  doing  well. 
At  the  present  moment  the  Tea  Association’s  principal  business,  as  we  see  it,  is  to  find 
itself.  All  too  long  it  has  been  the  servant  of  the  few.  If  now  it  is  to  become  the 
servant  of  all  the  trade  it  needs  to  reform  itself  altogether.  Reorganization  is  the  need 
of  the  hour.  Are  the  big  tea  men  big  enough  to  sink  their  personalities  and  to  merge 
their  individual  interests  in  the  cause  of  the  common  good?  If  they  are,  we  may  expect 
definite  results  from  the  somewhat  involved  programme  submitted  by  the  trade  com- 
mittee on  how  best  to  advertise  tea. 

And  after  putting  '‘the  house  in  order,”  the  next  business  before  the  tea  men  is 
“getting  the  money.”  It  will  be  time  enough  to  discuss  ways  when  the  means  have  been 
found.  The  Tea  Association  is  in  great  need  of  a secretary-manager,  someone  who  can 
make  the  right  approach  to  the  tea-producing  countries  that  are  going  to  be  asked  to 
finance  the  tea  propaganda.  Undoubtedly  each  country  will  say,  “We’re  glad  to  hear 
America  wants  to  increase  its  tea  consumption,  but  what  we  are  particularly  interested 
in  is  increasing  the  consumption  of  Japan  tea  in  America,”,  or  Ceylon  or  Java,  as  the 
case  may  be.  Here  is  a task  for  all  that  a man  has  of  fortitude  and  delicacy,  There  is 
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only  one  way  to  answer  this  argument.  It  is  tliis:  “A  tea  drinker  may  l>e  created  hy 

this  advertising  who  may  start  on  a Ceylon  or  a Java  tea  only  to  discover  later  that  he 
prefers  a Japan  tea — and  vice  versa.”  After  all,  the  main  thing  is  to  sell  the  tea- 
drinking idea.  But  where  is  the  secretary-manager  who  can  do  this?  hdrst,  it  requires 
someone  who  has  the  confidence  of  the  tea  trade.  Next,  it  requires  someone  who  knows 
how  to  approach  the  tea  producers  and  the  foreign  governments.  He  must  also  possess 
brains,  initiative,  tact  and  force  of  character.  It  seems  to  us  that  such  a man  is  to  be 
found  ready  to  hand  in  the  person  of  George  F.  Mitchell,  the  Supervising  Tea  Ex- 
aminer. W’e  think  the  tea  men  would  be  indeed  fortunate  if  they  should  secure  his 
services.  The  chances  are  the  salary  being  paid  Mr.  Mitchell  hy  the  Government  is  all 
too  small  (it  usually  is  on  Government  jobs),  and  for  twice  whatever  it  is  the  tea  men 
might  be  able  to  entice  him  into  fields  of  greater  usefulness. 

W'e  believe  the  tea  men  will  find  it  impractical  to  solicit  and  collect  propaganda 
funds  in  the  various  tea  countries  through  committees  as  proposed.  Too  many  cooks 
may  spoil  the  brew.  The  job  is  too  big  to  stand  the  mistakes  of  more  than  one  man. 
And  that  man  must  be  persona  grata  in  all  tea  countries.  Mr.  Mitchell  has  only  re- 
cently returned  from  a successful  visit  to  the  leading  tea  countries,  where  he  was  not 
only  well  received  but  is  to-day  held  in  high  esteem  and  even  affectionate  regard  for 
the  graceful  manner  in  which  he  conducted  himself  as  an  official  representing  the 
United  States  of  America. 

W'e  nominate  Mr.  Mitchell  for  the  post  of  secretary-manager  of  the  Tea  Associa- 
tion, and  we  are  free  to  say  that  from  our  survey  of  the  field  and  the  likely  timber  we 
doubt  if  the  tea  trade  can  find  a better  man. 


HOW'  NOT  TO  ADVERTISE  TEA  AND  COFFEE 

Tea  and  coffee  men  should  be  going  to  school  these  days  as  never  before.  Legis- 
lators, professors,  advertising  men,  magazines,  newspapers,  billboards,  car  cards  and 
posters  are  all  being  laid  under  contribution  to  teach  them  something  a1)Out  their  busi- 
ness, and  it  is  to  be  hoped  they  will  learn  and  profit  from  all  they  see  and  hear.  If 
there  is  anything  our  readers  fail  to  understand  in  all  this,  come  to  “the  little  .school- 
master” of  the  trade  and  we’ll  do  our  best  to  interpret  it  for  you. 

Legislators,  learned  professors  and  cranks  here  and  there  are  threatening  to  put  tea 
and  coffee  out  of  business.  Don’t  let  it  worry  you ; the  people  are  not  likely  to  be  misled 
by  any  such  va{X)rings.  Newspapers  and  magazines  are  printing  loose  statements  in 
their  news  and  advertising  columns  reflecting  upon  the  two  beverages,  which  have  with- 
stood much  more  bitter  persecution  in  the  past  and  so  have  nothing  to  fear  from  to-day’s 
enlightened  public  mind.  When  a tea  packer  is  such  a poor  sportsman  as  to  advertise, 
“Coffee  Price  Soaring,  but  with  good  tea  you  needn’t  worry;  good  India-Ceylon  tea  is 
always  more  refreshing  than  coffee,”  or,  “Big  Advance  in  Coffee  Prices — Now  is  the 
time  to  learn  the  superior  quality  of  good  tea;  far  more  refreshing,  far  more  economical, 
ten  times  more  satisfactory,  ten  times  as  many  cups  to  the  pound,”  you  can  afford  to 
grieve  over  his  bad  manners,  because  you  know  that  time  and  his  cu.stomers  will  show 
him  the  error  of  his  ways.  And  when  a soluble  coffee  man  whose  advertising  ha.s 
hitherto  been  irrei)roachable  asks  the  consumer  if  he  woukl  give  uj)  electricity  and  go 
back  to  candles  and  then  argues  this  would  be  quite  as  foolish  as  to  expect  those  who 
have  tasted  his  product  “to  return  to  the  old,  uneven,  unreliable,  wa.steful  and  slovenly 
methods  of  preparing  coffee  by  hand,”  you  must  be  charitable  and  reflect  that  no  good 
coffee  man  would  wittingly  slam  his  fellow  merchants  in  this  way;  his  well-meaning 
but  uninformed  advertising  agent  is  probably  to  blame. 

And  so  on  all  along  the  line.  Mark  well  and  digest  thoroughly  all  these  signs  of 
the  times.  Learn  how  to  avoid  these  same  pitfalls  in  advertising  and  merchandising. 
Profit  by  the  other  fellow’s  mistakes.  And  never  for  a moment  lose  your  faith  in  the 
sanity,  the  innate  good  sense  of  the  American  j>eoi)le.  They  will  stand  a lot  of  fooling 
some  of  the  time,  but  nobody  has  ever  yet  succeeded  in  fooling  all  of  them  all  of 
the  time. — W.  G. 


MISCELLANEOUS  TRADE  NEWS 


^ A Department  Covering  the  Activities  and  Developments  of  the  Manu- 
facturing Tea,  CoflFee,  Spice  and  Fine  Grocery  Interests  and  the  Supply  Trades 


A COFFEE  COST  FORMULA 


The  N.  C.  R.  A.  Suggests  a Method  by  Which 
the  Trade  Can  Determine  the  Proper 
Valuation  of  Stocks 


TTOW  to  figure  coffee  costs  properly  is  the  sub- 

* ject  of  the  National  Coffee  Roasters’  Asso- 
ciation’s circular  No.  15,  which  was  distributed 
to  members  during  the  month.  Prefatory  to 
presenting  a formula  for  determining  the  proper 
valuation  of  the  cost  of  stocks,  the  circular  quotes 
from  an  address  delivered  by  F.  J.  Ach,  at  the 
roasters’  convention  in  1911,  on  the  cost  of  doing 
business.  Mr.  Ach  said  in  part: 

“We  do  not  want  to  do  anything  in  the  way 
of  regulating  prices.  It  would  be  unlawful,  and 
I believe  we  are  all  law-abiding  citizens.  But 
there  is  no  reason  why  some  of  the  abuses  that 
abound  in  the  trade  should  not  be  corrected,  and 
I am  convinced  that  many  of  these  abuses  are 
directly  traceable  to  disregard,  or,  possibly,  to 
ignorance  of  the  cost  of  producing  and  distribut- 
ing our  product.  * * * 

“That  competition  is  the  life  of  trade  has  been 
so  often  said  that  its  truth  is  accepted  without 
question.  But  unbridled  or  foolish  competition  is 
the  death  of  profits  and  eventually  of  trade. 
When  one  competitor  shuts  his  eyes  to  costs  and 
sells  at  a price  that  yields  little,  if  any,  profit,  it 
starts  an  endless  chain  affecting  roaster  after 
roaster,  until  the  whole  fraternity  suddenly  real- 
izes that  it  is  selling  an  important  proportion  of 
our  output  at  less  than  it  can  be  produced  and 
distributed  for.” 

At  this  point  Mr.  Ach  considered  conditions 
and  figures  which  no  longer  exist.  His  aim  was 
to  determine  what  might  be  termed  “first  cost  of 
the  merchandise,”  or,  in  other  words,  the  equiva- 
lent in  roasted  for  several  grades  of  green  coffee. 
Note  this  extract: 

“Take  the  market  price  of,  say.  No.  7 Rio  or 
No.  4 Santos  f.  o.  b.  New  York  or  New  Orleans, 
Add  your  freight.  Consider  the  inevitable  15 
per  cent  shrinkage.  Your  true  cost  for  the  roasted 
product  itself  is,  of  course,  ascertained  by  divid- 
ing the  sum  of  your  green  cost  plus  the  freight  by 
85,  because  100  pounds  of  green  yields  only  85 
pounds  of  roasted.  Add  to  this  roasted  cost  the 
cost  of  barrel,  sack  or  any  other  container  you 
use,  and  the  cost  of  delivery,  whether  freight, 


truck  or  team,  provided  you  sell  your  product 
that  way.” 

Mr,  Ach  used  the  green  coffee  market  price  as 
the  basis  for  his  calculation,  which  is  what  the 
N,  C,  R,  A,  advocated  in  its  recent  circular  on 
cost's,  published  in  our  March  issue. 

Next  is  presented  this  formula  for  determining 
the  cost  of  doing  business : 

Per  Cent 

Total  sales-force  expense  

Advertising  

Other  selling  expense  

Salaries — receiving,  warehouse  and  shipping  

force  

Freight,  express,  parcel  post,  cartage 

Receiving,  handling  and  shipping  expense 

Salary — buying  force  

Other  buying  expenses 

Executive  salaries  

Office  salaries  

Postage  and  office  supplies 

Telegraph  and  telephone  

Credit  and  collection  expense  

Other  management  expense  * 

Interest  ■ 

Rent  

Heat  light  and  power ! 

Taxes  | 

Insurance  \ 

Repairs  and  equipment  I 

Depreciation  t 

Miscellaneous  expenses  t 

Losses  bad  debts  : 


Total  cost  of  doing  business 


For  firms  which  have  not  kept  their  expense  * 
accounts  in  such  detail  it  suggested  that  to  the  ! 
total  of  their  expenses  they  add  interest,  deprecia-  | 
ion,  loss  in  accounts,  advertising,  partners’  or  | 
officers’  salaries,  and  divide  the  grand  total  by  the  j 
volume  of  business,  which  will  give  the  percent-  | 
age  of  expense  basis  on  sales.  For  example,  if  j 
sales  amount  to  $8oo,oco  and  expenses  aggregate 
$140,000,  dividing  the  latter  by  the  former  gives 
17^  per  cent  as  the  cost  of  doing  business. 

As  a practical  demonstration  of  how  this  - 
method  works  out  the  following  table  is  given : 


Cost  at  port  

Estimated  freight  from  New 

York  or  New  Orleans 

Green  cost  in  store 

Roasted  cost  (15%  shrinkage). 
Package  cost — 100-lb.  sack  basis. 

First  cost  

At  12%  cost  of  doing  business.. 
At  14%  cost  of  doing  business.  . 
At  16%  cost  of  doing  business.  . 
At  18%  cost  of  doing  business.  . 
At  20%  cost  of  doing  business.. 


No.  1 

No.  2 

No.  3 

Grade 

Grade 

Grade 

i 

16.00 

21.50 

23.50 

$ 

V 

.40 

.40 

.40 

5 

16.40 

21.90 

23.90 

V 

19.30 

25.76 

28.12 

4 

.35 

.35 

.35 

19.65 

26.11 

28.47 

i 

22.33 

29.67 

32.35 

22.85 

30.36 

33.11 

V 

23.40 

31.08 

33.90 

< 

23.96 

31.84 

34.72 

24.56 

32.64 

35.59 
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]\Ir.  Ach  explained  that  the  cost  of  doing  busi- 
ness is  figured  on  the  selling  and  not  0:1  the  cost 
price.  This  is  done  hy  dividing  the  first  cost  of 
tlie  merchandise  hy  the  difference  between  100 
per  cent  and  the  cost  of  doing  business  plus  de- 
sired profit.  But  since  the  circular  docs  not  deal 
with  profit,  the  results  shown  in  the  table  are 
not  selling  prices  hut  cost  prices ; that  is,  the 
costs  of  the  merchandise  when  sold.  These  are 
obtained  by  dividing  the  first  cost  of  each  grade 
by  the  diflference  between  the  given  percentage  of 
cost  of  doing  business  and  100  per  cent.  As,  for 
instance,  dividing  by  88  where  the  percentage  is 
12  per  cent,  by  86  where  it  is  14  per  cent,  by  84 
where  it  is  16  per  cent,  etc. 

Note  the  difference  between  the  above  method 
and  the  plan  of  adding  the  cost  of  doing  business 
to  the  first  cost  of  the  merchandise.  Take  No.  2 
grade  coffee  at  the  first  cost  of  26.11.  At  a 20  per 
cent  cost  of  doing  business,  as  figured  in  the  table, 
the  result  is  32.64;  whereas,  if  you  add  20  per 
cent  to  the  first  cost  of  26.11,  the  result  is  31.33. 
That  difference  of  one-third  of  a cent  per  pound 
figured  on  the  yearly  output  will  make  a big 
showing  in  the  final  figures  at  the  end  of  the  year. 

Attention  is  called  to  the  fact  that  selling  prices 
are  not  arrived  at  unless  a given  percentage  of 
profit  is  included.  This  percentage  should  be 
added  to  the  cost  of  doing  business  and  then  ap- 
plied to  first  costs,  as  above  described;  as,  for 
instance,  if  the  cost  percentage  is  20  per  cent, 
and  you  want  to  earn  5 per  cent  net,  divide  the 
first  cost  of  merchandise  by  75  (100  per  cent  less 
25  per  cent).  Using  again  No.  2 grade  coffee,  on 
first  cost  basis  of  26,11,  and  applying  this  princi- 
ple, the  result  would  be  a selling  price  of  34.81. 
Where  it  is  customary  to  make  a “delivered” 
price,  the  rate  of  freight  should  be  added  also. 

The  discussion  closes  with  another  quotation 
from  Mr.  Ach’s  address  as  follows: 

“I  find  that  some  of  our  members  take  the 
position  that  the  per  cent  basis  of  figuring  is 
unimportant,  that  so  long  as  you  make  a certain 
profit  per  pound  you’re  all  right.  That  would  be 
partly  true  if  you  continue  to  sell  enough  pounds. 
But  even  then  I don’t  believe  this  is  solid  doc- 
trine. On  the  present  high  basis  it  costs  more  in 
interest  charges  to  carry  stock,  the  loss  in  ac- 
counts runs  heavier,  and  there  is  the  matter  of 
reduced  tonnage  to  consider.  I’m  confident  that 
the  best  thought  in  every  line  of  business  is  in 
favor  of  basing  operations  on  percentage  based 
on  volume,  rather  than  on  a profit  per  unit.” 


More  About  Ter.ms  and  Di.scounts 
During  the  month  the  N.  C.  R.  A.  issued  an- 
other bulletin  about  the  urgency  of  members 
adopting  shorter  terms  and  discounts.  President 


Brand  reports  that  he  has  received  many  letters 
indicating  that  firms  which  have  already  adopted 
shorter  terms  have  met  with  success.  Enclosed 
with  the  bulletin  is  a reprint  of  an  article  on 
short  terms  written  hy  F.  C.  Letts,  of  the  Western 
Grocer  and  the  National  Grocer  Companies,  for 
a recent  issue  of  “System.”  The  association 
offers  these  reprints  to  members  at  i cent  each. 
The  N.  C.  R.  A.  urges  branch  associations  to  in- 
vite members  and  non-member  roasters  within 
reasonable  distances  to  attend  local  branch  meet- 
ings for  the  purpose  of  getting  uniform  action  on 
shorter  terms  and  smaller  discounts. 

In  the  matter  of  discounts,  the  association 
shows  a model  gummed  sticker  which  Meyer 
Bros.  Coffee  & Spice  Company,  St.  Louis,  have 
been  attaching  to  invoices,  and  suggests  that 
other  roasters  adopt  it,  at  least  until  some  better 
plan  is  worked  out.  The  slip  is  as  follows: 


A Penny  Saved  is  a Penny  Earned 

You  may  deduct  discount  if 

you  remit  on  or  before 

Positively  no  discount  after  that  date. 


These  stickers  are  offered  by  the  association 
headquarters,  74  Wall  street.  New  York,  at  a 
nominal  cost. 


N.  C.  R.  A.  ADDS  TO  MEMBERSHIP 

The  National  Coffee  Roasters’  Association’s 
drive  for  an  increased  membership  is  making 
notable  progress.  The  latest  report  issued  by 
Secretary  Toms  shows  the  following  additions  to 
the  list  of  members : 

The  Fletcher  & Wilson  Coffee  Company,  Nash- 
ville, Tenn. 

The  Hume  Grocer  Company,  Muskegon,  Mich. 

The  Phillips-Trawick  Company,  Nashville, 
Tenn. 

Joseph  Strong  & Co.,  Terre  Haute,  Ind. 

The  Kansas  City  Wholesale  Grocery  Compan}'. 
Kansas  City,  Mo. 

R.  L.  Gerhart  & Co.,  Lancaster,  Pa. 

'I  he  U.  & J.  Lenson  Company,  New  York  City. 

The  Rust- Parker  Company,  Duluth,  Minn. 

The  T.  J.  Early  Coffee  Company,  Denver,  Col. 

George  L.  Neff  & Co.,  Pittsburgh,  Pa. 

1 he  International  Coffee  Company,  Houston, 
Texas. 

The  H.  I).  Lee  Mercantile  Company,  Kansas 
City,  Mo. 

The  Interstate  Coffee  Company,  Natchez,  Miss. 

The  Franklin  Coffee  Company,  Columbus,  Ohio. 

The  Stowell  Coffee  Company,  Cincinnati,  Ohio. 

H.  C.  Platter,  Denison,  Tex. 

The  Maegowan  Coffee  Company,  Jackson,  Miss. 
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CARTER.  MACY  STOCK  SOLD 


The  American  International  Corporation  Now 
Owns  All  the  Old  Tea  Company — Other 
Details  of  the  Annual  Report 

I N reporting  on  the  operation  of  the  American 

International  Corporation,  of  New  York,  for 
the  year  1918,  President  Charles  Augustus  Stone 
says  that  the  corporation  purchased  during  the 
year  the  balance  of  the  stock  of  Carter,  Macy  & 
Co.,  which,  according  to  President  Stone,  “has 
developed  an  important  market  for  tea  in  South 
America,  and  is  now  represented  by  either  a sell- 
ing agency  or  a branch  in  every  continent  of  the 
world.” 

Americanizing  G.  Amsinck  & Co. 

In  connection  with  G.  Amsinck  & Co.,  Inc.,  New 
York,  another  company  controlled  by  the  Ameri- 
can International  Corporation,  the  report  states 
that  it  “has  been  undergoing  a systematic  Am- 
ericanization and  has  established  a number  of  new 
branches,”  and  that  while  its  sales  in  the  past 
have  been  mainly  in  South  America,  the  scope  of 
its  work  will  shortly  be  increased  to  take  in  a 
much  broader  territory. 

The  charter  of  the  American  International  Cor- 
poration provides  for  a very  wide  field  of  trading 
and  investment  activity.  In  addition  to  the  two 
companies  named  above,  the  corporation  either 
owns  or  has  a financial  interest  in  the  following 
companies  : The  International  Mercantile  Marine 
Company,  the  United  Fruit  Company,  the  United 
States  Industrial  Alcohol  Company,  the  United 
States  Rubber  Company,  the  New  York  Ship- 
building Corporation,  the  Pacific  Mail  Steamship 
Company,  the  International  Products  Company, 
the  Horne  Company,  Ltd.,  of  Tokio;  the  Allied 
Machinery  Company  dTtalia,  the  Allied  Machinery 
Company  of  America,  the  American  International 
Steel  Corporation,  the  American  Balsa  Company, 
Inc.;  the  Rosin  & Turpentine  Export  Company, 
the  American  International  Shipbuilding  Corpora- 
tion, and  the  Societe  d’Etude,  Italy. 

Makes  Big  Profits 

The  annual  consolidated  financial  statement  of 
the  corporation,  as  of  December  31,  1918,  shows 
total  assets  amounting  to  $43,861,703.35,  of  which 
$29,400,000  represents  common  stock  and  $570,000 
preferred  stock.  Net  earnings  for  the  period  were 
$3,716,379.23,  and  the  corporation  started  the  new 
year  with  $5,743,410.25  surplus. 

The  officers  of  the  American  International  Cor- 
poration are  : President,  Charles  Augustus  Stone ; 
senior  vice-president,  George  J.  Baldwin;  vice- 


presidents,  Matthew  C.  Brush,  H.  D.  H.  Connick, 
Robert  F.  Herrick,  P.  W.  Henry,  Frederick  Hol- 
brook, W.  S.  Kies,  R.  B.  Sheridan  and  R.  P. 
Tinsley;  treasurer,  Thomas  W.  Streeter;  secre- 
tary, Cecil  Page.  The  board  of  directors  consists 
of  Frank  A.  Vanderlip,  chairman;  Charles  A. 
Stone,  president;  J.  Ogden  Armour,  George  J. 
Baldwin,  Newcomb  Carlton,  Charles  A.  Coffin, 
William  E.  Corey,  Robert  Dollar.  Pierre  S.  du 
Pont,  Philip  A.  S.  Franklin,  R.  F.  Herrick,  Otto 
H.  Kahn,  Robert  S.  Lovett,  Ambrose  Monell, 

H.  S.  Pritchett,  Percy  A.  Rockefeller,  John  D. 
Ryan,  William  L.  Saunders,  William  L.  Stillman, 
Theodore  N.  Vail,  Edwin  S.  Webster,  Albert  H. 
Wiggin,  Beekman  Winthrop  and  William  Wood- 
ward. — 

ARMY  BUYS  MORE  COFFEE  AND  TEA 
[from  a staff  correspondent] 

Washington.  D.  C.,  March  18,  1919.— The 
Army  Quartermaster’s  Department  has  announced 
the  following  awards  for  roasted  and  ground 
coffee  and  tea : The  Steinwender-Stoffregen 

Coffee  Company,  St.  Louis,  15,000  pounds  of 
green  tea  at  $5,025 ; the  International  Coffee  Com- 
pany, New  York,  4,800  i-pound  cans  of  coffee,  at 
33  cents  per  pound ; Sprague,  Warner  & Co.,  Chi-  • 
cago,  9,600  2-pound  cans  of  coffee  at  66  cents  , 
each ; the  Manhattan  Coffee  Company,  5,040  ^ 

1- pound  cans  of  coffee  at  36  cents  each;  the 
Stokes  Coffee  Company,  Baltimore,  37,816  i-pound 
cans  of  coffee,  at  32.1  cents  each,  and  8,672  ; 

2- pound  cans,  at  65.3  cents  each.  ' 

The  Hershey  Company,  Hershey,  Pa.,  will  fur-  ' 

nish  32,400  half-pound  cans  of  breakfast  cocoa,  ; 
at  '13.745  cents  each ; the  W.  M.  Lowney  Com- 
pany, Boston,  39,492  packages  of  vanilla  choco-  ; 
late,  at  13J4  cents  per  package,  and  the  McCord-  j 
Brady  Company,  Omaha,  Neb.,  2,000  pounds  of  ] 
breakfast  cocoa  at  I2j4  cents  per  pound.  I 

Lamm.  \ 

IN  THE  KEEMUN  TEA  DISTRICT  i 

Irwin-Harrisons  & Crosfield,  Inc.,  New  York, 
issued  during  the  month  a 16-page  illustrated 
booklet  under  the  title  of  “A  Trip  to  the  Keemun 
Tea  District,”  which  recounts  the  experiences  and 
sights  met  in  that  part  of  China  by  S.  W.  Harris, 
of  Harrisons,  King  & Irwin,  Ltd.,  Shanghai,  who 
spent  ten  weeks  in  the  interior  inspecting  the 
methods  of  growing  and  manufacturing  China 
tea. 

In  a foreword,  Robert  L.  Hecht,  secretary  of 
Irwin-Harrisons  & Crosfield,  says ; “This  trip 
was  inspired  by  the  possibility  of  persuading  the 
natives  to  improve  their  methods.  * * * The  ■ 

result  of  the  visit  leaves  us  astounded  that  any  j 
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/ ^ the  unsanitary 

practice  of  using 
/ ^ ^Jm  common  spoon  in 
your  testing  room. 
T They  are  not  steril- 

ized  properly  and  are 
sure  to  spread  contagion. 

Wf  Sanispoons  are  fine,  clean 
W and  wholesome.  They  are 
made  of  pure  fibre,  vulcanized 
with  a hard  surface  like  old  ivory, 
and  are  absolutely  free  of  all  chem- 
ical taste  or  odor. 


Sanispoons  are  strong  as  a spoon 
need  be,  are  impervious  to  moisture 
and  will  stand  great  heat. 


Sanispoons  are  not  expensive.  They 
can  be  used  once  and  then  thrown 
away. 


Write  today  for  free  sample  spoon  and 
price  list. 


SANISPOON  SALES  CO.,  Inc 

1302  FILBERT  STREET  PBIlADElPBIt,  PA 


■llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllilillllllllllllllll^  Ill 

Tea  and  Coffee 

Testers 


Use  the 

Individual 

Spoon 


Sanispoons 


Write  today  for 
free  sample  spoon 
and  price  list. 
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quality  at  all  is  exhibited  in  China  tea.  The 
crop  may  be  said  ‘just  to  happen’,  as  there  is  no 
attempt  at  cultivation  nor  is  any  care  taken  in 
the  manufacture,  thus  proving  that  the  inherent 
qualities  must  be  wonderful.  There  is  not  a 
doubt  that  with  careful  cultivation  and  picking 
and  proper  manufacture,  China  could  produce 
some  of  the  finest  tea  in  the  world.” 


ENLARGES  WESTERN  BRANCH 
On  or  about  May  i,  the  Chicago  office  of  the 
Dwinell-Wright  Company  will  be  moved  to  the 
six-story  and  basement  building  at  112-114  West 
Kinzie  street,  where  this  branch  will  have  about 
twice  the  space  of  the  old  location  in  which  to 
carry  on  its  wholesale  tea  and  coffee  business. 
The  Chicago  branch  has  been  located  at  216  North 
Michigan  avenue  for  the  past  thirty  years,  and 
Richard  O.  Miller,  manager  and  resident  director, 
has  been  in  charge  for  the  last  twenty  years.  The 
Chicago  office’s  territory  extends  from  Ohio  to 
the  Pacific  Coast,  and  is  covered  by  some  twenty- 
five  salesmen.  The  Eastern  territory  is  taken 
care  of  by  the  home  office  at  Boston. 


BALTIMORE  EXPORTING  COFFEE 
Late  in  March  18,000  bags  of  coffee  were 
shipped  from  Baltimore  to  Antwerp  for  the  Bel- 
gian Relief  Commission. 


OBITUARY 

James  W.  Hearn 

James  W.  Hearn,  formerly  president  of  the 
New  Orleans  Coffee  Company,  died  at  his  New 
Orleans  home  on  February  22,  aged  66  years. 
Mr.  Plearn  was  prominent  in  civic  and  l)usiness 
circles  in  Louisiana  and  was  well  known  to  the 
coffee  trade  of  the  United  States.  He  was  born 
in  Zanesville,  Ohio,  in  1853,  going  to  New  Or- 
leans about  forty  years  ago. 


William  Dallas 

William  Dallas,  one  of  the  oldest  men  in  the 
American  tea  trade,  and  a Civil  War  veteran, 
died  March  27  at  his  home  in  Westfield,  N.  J.,  at 
72  years  of  age.  Mr.  Dallas  was  born  in  Nairn, 
Scotland,  in  1847,  and  came  to  this  country  when 
16  years  old.  After  engaging  in  business  for 
himself  for  several  years  he  joined  the  old  tea 
firm  of  Mourilyan,  Heimann  & Co.,  later  going  to 
Carter,  Macy  & Co.,  with  which  house  he  spent 
the  last  twenty-five  years  of  his  life.  Mr.  Dallas 
made  several  trips  to  Japan  to  study  the  business 
at  close  range  and  became  known  as  an  author- 
ity in  Japan  teas.  He  had  an  especially  wide 
acquaintanceship  among  Canadian  tea  men. 


MARKETS  OF  THE  WORLD 


Latest  News  Letters  from  Staff  and  Spe- 
cial Correspondents  in  Foreign  and 
Domestic  Trade  Centers 


OUR  LONDON  LETTER 


The  Latest  News  From  Mincing  Lane  and  the 
Continental  Trade  Centers 

Office  of  The  Tea  AND  Coffee  Trade  Journal, 

34,  Cranbourn  Street,  London,  W.  C.  2 

London,  March  5,  1919, 

C’OLLOWING  the  Government  announcement 
of  the  suspension  of  orders  governing  the  dis- 
tribution and  price  of  tea  on  March  24,  the  daily 
newspapers  here  have  been  printing  statements 
which  do  not  tally  up  with  the  opinion  held  by 
the  trade  as  to  the  effect  this  suspension  will 
have.  From  newspaper  accounts  one  would  think 
all  is  now  well  with  the  tea  trade.  What  is 
actually  happening,  apparently,  is  only  a further 
muddle  of  sorts.  Writing  these  lines  while  cer-  ’ 
tain  movements  are  pending,  it  is  possible,  of  ; 
course,  that  at  any  hour  fresh  news  may  mature  ; 
to  put  a different  complexion  upon  the  matter,  ; 
but  the  grocery  trade  certainly  takes  the  view  just 
now  that  the  so-called  suspension  of  orders  does  ' 
not  mean  that  control  is  being  taken  off;  it  only  ' 
means  an  alteration.  It  looks  as  though  the  Gov- 
ernment now  proposes  to  sell  all  tea  at  one  rate  : 
wholesale,  whilst  leaving  open  the  retail  rate ; \- 
furthermore,  in  these  sales  to  the  wholesale  trade 
all  sorts  of  tea — superior,  inferior  and  non-  | 
committal — will  be  handed  out  by  some  kind  of  | 
ballot  at  this  universal  wholesale  figure.  ^ 

An  organ  of  the  retail  grocers  expresses  the  j 
opinion  that  the  new  order  may  suit  licensed  ‘j 
wholesalers  and  companies  buying  on  the  market, 
but  will  be  disastrous  to  all  the  trade  require- 
ments of  the  single-shop  grocers,  who  are,  of 
course,  the  mainstay  of  the  trade  in  this  country. 

It  is  declared  that  if  a controlled  retail  price  is 
to  be  abolished  tea  should  immediately  be  per- 
fectly free  in  every  respect,  so  that  fine  grades 
may  sell  on  their  merits  and  common  tea  be  re- 
duced to  a price  commensurate  with  its  lack  of 
merit.  It  is  argued  that  it  is  opposed  to  all  com- 
mercial morality  to  fix  a fiat  rate  for  all  grades 
irrespective  of  value  at  one  end  of  the  scale, 
whilst  at  the  other  end  gambling  speculation  on 
the  resales  is  permitted.  At  a recent  meeting  the 
Tea  Buyers’  Association  said  it  could  not  support 
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Business  Interests  Affiliated 
with  the  Tea  and  Coffee  Trade 

will  find  the  location  of  the  Mercantile 
at  115  Broadway  a convenient  banking 
location. 

We  believe  that  they  also  will  find  here 
an  exceptionally  attractive  banking  at- 
mosphere. The  officers  of  the  Mercantile 
will  welcome  any  opportunity  given  them 
to  meet  personally  any  member  of  the 
trade.  They  seek  at  all  times  to  offer 
their  best  cooperation  in  helping  to  solve 
their  clients’  business  problems. 


MERCANTILE 

Trust  & Deposit  Company 
115  Broadway  New  York 

Member  of  Federal  Reserve  System 
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any  scheme  that  reinstates  competitive  trading  on 
the  chances  of  a lottery,  and  requested  the  Minis- 
try of  Food  to  sell  their  tea  by  public  auction  for 
home  consumption  in  such  quantities  as  the  de- 
mand justifies,  the  trade  recognizing  the  Min- 
istry’s right  to  secure  their  average  cost  price. 

There  will  be  a big  ballot  in  a few  days.  It 
will  cover  about  25,000,000  pounds,  and  will  be 
followed  by  another  on  March  17  of  similar  ex- 
tent. The  Government  apparently  is  desirous  that 
the  trade  shall  be  well  supplied  before  the  re- 
strictions of  control  are  removed,  or  else  is  dis- 
posed to  liquidate  its  holding  as  far  as  possible  in 
case  prices  give  way  exceptionally  and  land  it  in 
heavy  losses.  For  attractive  parcels  of  Indian 
and  Ceylon  and  for  export  only  some  full  prices 
have  been  readily  paid  lately.  Darjeelings  and 
Ceylons  have  been  only  in  small  supply;  buyers 
are  very  anxious  to  secure  these  growths.  At 
the  same  time  there  was  at  last  auctions  a very 
large  amount  of  indifferent  Indian  and  Ceylon 
tea  knocking  about.  This  was  poor  in  appear- 
ance and  cup,  and  leaf  grades  disclosed  much  red 
stalk.  To  effect  sales  of  these  qualities  2 cents 
per  pound  had  to  be  taken  off  at  last  auctions. 
With  regard  to  China  tea,  there  is  nothing  fresh 
to  report.  The  few  'samples  that  have  been  seen 
of  the  Government-bought  tea  show  good  quality. 

The  Coffee  Market 

The  coffee  demand  at  Mincing  Lane  is  fair  and 
prices  are  irregular.  New  crop  East  Indian  real- 
ized firm  rates,  while  Jamaica  tends  to  lower 
values.  The  market  is  poorly  supplied  with  home 
trade  qualities,  but  better  quantities  should  be 
available  before  long. 

Coffee  has  figured  in  recent  dealings  on  the 
Stock  Exchange  here  in  rubber  shares.  Java 
Rubber  Company  shares  have  been  bid  for  rather 
extensively  of  late,  due  to  the  fact  that  these  com- 
panies have  at  their  disposal  substantial  coffee 
crops,  which  could  afford  compensations  for  the 
temporary  absence  or  serious  diminution  of  the 
profits  from  rubber. 

Immediate  cause  of  the  better  outlook  for  the 
Java  companies  is  to  be  found  in  the  shortage  of 
the  Brazilian  crop.  The  view  is  expressed 
here  that  this  shortage  is  likely  to  continue  for 
several  years.  Another  reason  is  the  increased 
demand  for  coffee,  which  it  is  believed  will  arise 
on  the  American  side  of  the  Atlantic  owing  to 
alcoholic  prohibition.  Another  reason  is  the  de- 
mand to  be  expected  from  enemy  countries  when 
normal  trade  is  resumed. 

In  1916  the  price  of  Java  coffee  rose  to  $25  per 
picul,  with  a cost  of  production  of  from  $5  to 
$7.50  per  picul.  Owing  to  the  British  blockade, 


which  prevented  the  movement  of  the  Java  crop, 
the  price  in  1917  fell  below  the  cost  of  production. 
As  a consequence  results  for  the  latter  year  were 
poor,  but  with  a prospect  of  a resumption  of  free 
movement  the  opinion  is  held  that  the  special 
factors  mentioned  above  must  operate  to  the 
benefit  of  its  various  . undertakings — and  one 
might  add  also  to  the  benefit  of  coffee  under- 
takings elsewhere. 

The  outlook  for  general  business  in  this  coun- 
try is  not  good  at  present.  A sort  of  commercial 
lethargy  and  waiting  policy  is  evident.  There 
are  over  a million  unemployed  workpeople  now 
on  the  books  of  the  Government  Labor  Employ- 
ment Bureaus  all  over  the  country.  This  num- 
ber is  being  added  to  every  day,  and  unless  this 
labor  can  be  absorbed  much  quicker  than  at  pres- 
ent appears  possible  something  like  an  industrial 
crisis  may  eventuate.  A sudden  decline  in  the 
purchasing  power  of  the  industrial  classes  in  this 
country  would  certainly  adversely  affect  both  the 
well-established  tea  trade  and  the  new  growing 
coffee  trade  here.  Thomas  Reece. 


BRAZIL  COFFEE  TRADE  NOTES 


Concerning  Shipments  of  the  1918  Crop  and 
War-Time  Exports,  Estimates  of  Produc-  « 
tion  and  Erosted  Beans  in  Santos  i 

< [special  correspondence]  1 

Rio  DE  Janeiro,  Eeb.  ii,  1919.  ^ 

TAURING  the  first  half  of  the  1918  crop  year,  > 
^ exports  of  coffee  from  Brazil  reached  2,946,-  ■ 

771  bags,  1,433,055  bags  going  to  the  United  States.  ' 
Of  the  shipments  to  the  United  States,  1,077,763  ■ 

went  from  Santos,  267,511  bags  from  Rio,  152,381  ' 

bags  from  Victoria,  and  5,400  from  Bahia.  1 

During  the  first  half  of  1913  crop,  the  last  nor-  I 

mal  year,  exports  reached  9,171,422  bags,  of  which  1 

36.3  per  cent  went  to  the  United  States  and  63.7  1 

per  cent  to  Europe,  etc.  Exports  for  the  first  half  I 

of  the  last  six  crops  reached  their  maximum  of 
9,511,049  bags  in  1915,  of  which  45.2  per  cent  cor- 
respond to  the  United  States  and  54.8  per  cent  to 
Europe,  etc. 

During  the  first  half  of  the  1914  crop,  communi- 
cations between  Brazil  and  the  outside  world  were 
interrupted,  especially  with  Europe.  In  conse- 
quence the  percentage  of  the  United  States  rose  to 
49.9  percent,  whilst  that  of  Europe  declined  to 
50.6  per  cent.  As  the  war  progressed  and  com- 
munication  with  Europe  became  more  and  more 
precarious,  the  European  percentage  declined,  and 
reached  the  minimum  of  38.9  per  cent  in  1917,  the 
percentage  of  the  United  States  rose  to  the  maxi- 
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mum  of  6i.i  per  cent,  or  68.3  per  cent  more  than 
that  of  the  last  normal  year  1913. 

When  the  United  States  came  into  the  war  in 
1917  the  situation  radically  changed.  American 
tonnage  was  withdrawn  from  the  coffee  trade 
and  the  United  States  dropped  to  48.6  per  cent  in 
1918,  whilst  Europe  rose  to  51.4  per  cent  of  the 
crop  in  1918. 

During  the  five  war  years,  1914-1918,  exports 
to  the  United  States  averaged  3,253,426  bags  per 
six  months,  or  only  74,632  bags  less  than  1913,  the 
last  normal  year,  and  197,000  more  than  the 
average  deliveries  of  Brazil  sorts  for  same  period. 

Crop  Estimates 

The  estimate  for  the  Sao  Paulo  crop  of  coffee 
for  1918-1919  is  6,000,000  bags,  and  as  regards  the 
1919-1920  crop  it  will  not  exceed  3,000,000  bags. 
So  far  as  can  be  estimated,  the  world’s  supply  at 
present  is  about  16,000,000  bags,  which  is  less  by 
5,000,000  than  the  supply  in  1914-15. 

Brazilian  planters  would  appear,  therefore,  to  be 
in  the  position  of  dictating  what  prices  they  choose, 
except  that  the  burden  of  carrying  stocks  is  be- 
coming intolerable.  The  price  of  coffee  on  the  Rio 
market  closed  on  December  14  at  15,200  reis  per 
kilo,  but  orders  to  buy  coffee,  even  at  those  high 
prices,  are  continuous. 

Santos  Has  Frosted  Coffee 

The  greater  part  of  the  current  Santos  crop 
consists  of  “cafe  de  deada”  (frosted  coffees), 
which  consuming  markets  don’t  care  for,  and  there 
is  any  amount  of  this  stuff  in  Santos  that  cannot 
find  buyers.  Storage  room  is  very  difficult,  and 
unless  the  French  Government  can  send  ships 
soon  to  lift  their  stocks  of  coffee,  Santos  will  have 
a bad  time.  Fazenda. 


LIMITED  PEANUT  IMPORTS  ALLOWED 

Application  for  licenses  to  import  peanuts  will 
now  be  considered  favorably  by  the  War  Trade 
Board,  according  to  the  Board’s  announcement. 
This  ruling  applies,  however,  only  to  shipments 
from  the  country  of  origin  or  the  primary  over- 
seas market.  Peanut's  now  stored  in  Canada  will 
not  be  admitted  unless  such  stocks  were  bought 
and  paid  for  prior  to  April  14,  1918.  Peanuts  are 
not  to  he  included  within  the  terms  of  general 
import  license  PBF  34. 
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TO  REPEAL  BRAZIL  COFFEE  TAX 


Sao  Paulo  Officials  Announce  That  the  Gov- 
ernment Loans  W^ill  Soon  Be  Liquidated 
and  Surtaxes  Will  Be  Abolished 


[special  correspondence] 

Rio  de  Janeiro,  Feb.  27,  1919. 

A,  SEMI-OFFICIAL  statement  in  the  “Jornal 
do  Commercio”  explains  the  present  situa- 
tion in  the  valorization  operations  of  the  State 
of  Sao  Paulo.  Loans  were  contracted  under  a 
scheme  which  was  based  on  the  withdrawal  of 
coffee  from  the  market  on  regulations  for  the 
restriction  of  production  and  on  the  imposition 
of  a surtax  of  5 francs  on  each  bag  to  cover  the 
interest  of  the  loans.  These  loans  were  as  fol- 
lows : A loan  of  frs.  15,000,000,  which  has  been 
entirely  liquidated,  and  two  other  loans,  one  for 
frs.  7,500,000,  and  the  other  for  frs.  4,200,000. 
These  two  loans  have  been  greatly  reduced,  and 
only  a comparatively  small  balance  is  left  after 
the  sale  of  the  stocks  at  Havre. 

In  their  annual  statements,  both  the  President 
of  the  State  of  Sao  Paulo  and  the  Secretary  of 
Finance  stated  that  upon  the  liquidation  being  ' 
completed  the  special  tax  of  5 francs  would  be  t 
withdrawn.  This  tax  has  fallen  on  the  producer  ; 
because  its  imposition  cannot  raise  the  market  ^ 
price  of  an  article  for  which  no  monopoly  exists,  ^ 
and  its  removal  will  consequently  afford  consider-  S 
able  benefit  to  the  producer,  while  great  satisfac-  ! 
tion  is  felt  that  the  State  Government  has  not 
yielded  to  the  temptation  to  retain  the  tax  for  the  i 
benefit  of  general  revenue. 

The  statement  also  announces  that  a bill  for  I 
carrying  into  effect  the  liquidation  of  the  loans 
and  the  abolition  of  the  tax  will  come  into  force  | 
soon  after  the  conclusion  of  peace.  Producers  I 
are  even  promised  greater  advantages,  because  j 
the  special  tax  is  subject  to  export  duty  based  on  j 
the  value  of  coffee  per  kilo  at  the  time  of  export. 

At  present  the  value  is  very  high,  but  the  bill 
provides  that  the  value  for  duty  shall  be  fixed 
at  the  moderate  amount  of  700  reis  per  kilo  until 
the  special  tax  has  been  removed,  and  afterwards 
the  value  will  be  calculated  on  the  official  quota- 
tion for  type  4,  as  adopted  by  the  Bolsa  Official 
de  Cafe.  H.  M.  M. 


NEW  EQUAL  VALUE  ASSORTMENTS^ 

Puritan  China  will  delight  your  most  discriminating  patrons.  Ask  for  samples 
and  details — there’s  no  obligation. 

THE  LIMOGES  CHINA  CO.  w.  i.  gahris,  Pres.  SEEKING,  OHIO 
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Coffee 


A Better  Product  for  the  Same  Price 

One  sure  way  of  building  up  and  keeping  the  consumer’s  good-will  and 
patronage  is  by  giving  a better  quality  of  product  for  the  same  moderate 
price. 

You  can  afford  to  do  this  when  you  use  an  economical  and  sales-pro- 
* ductive  package  like  ^he  UNION  DUPLEX  BAG  or  ^he  UNION 
DUPLEX  SACK. 

In  fact,  many  packers  of  coffee,  tea,  flour,  meal,  sugar,  rice,  dried  fruit, 
and  other  products  have  for  years  been  building  up  new  business  in 
just  this  way. 

Although  economical  in  price  *^/?e  UNION  DUPLEX  BAG  and  "TTie 
UNION  DUPLEX  SACK  have  the  particular  advantage  of  being 
“sales-getters”.  They  look  attractive  to  the  consumer — handsome  and 
clean — for  their  outer  covering  is  made  of  a superior  grade  of  Fibre 
Paper  which  can  be  printed  upon  by  our  bag-printing  office,  which  is 
the  best  equipped  in  the  country,  with  such  an  appealing  label-design  as 
will  reach  right  across  the  counter  and  sell  its  product  to  the  consumer. 

Let  us  show  you,  by  a graphic  sketch,  without  any  expense  or  obligation 
to  you,  just  how  attractive  your  own  label-design  will  look  on 

UNION  DUPLEX  BAG  or  ^he  UNION  DUPLEX  SACK. 

UNION  BAG  & PAPER  CORPORATION 

{Name  of  the  Nearest  Selling  Agent  upon  request) 
PRINCIPAL  OFFICES  - WOOLWORTH  BUILDING  - NEW  YORK  CITY 
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BIG  NICARAGUA  COFFEE  CROP  CHICAGO  NEWS  LETTER 


Production  This  Season  is  Expected  to  Exceed 
Last  Year  by  5,000,000  Pounds,  and 
Planters  Hope  for  High  Prices 

[special  correspondence] 

CoRiNTo,  Nicaragua,  Jan.  4,  1919. 

I T is  estimated  that  the  coffee  crop  this  season 
**■  of  1919  will  amount  to  30,000,000  pounds,  which 
quantity,  if  realized,  will  exceed  that  of  1918  by 
5,000,000  pounds.  The  increased  production,  with 
the  present  market  price,  20  cents  a pound,  will 
bring  into  the  Republic  $2,000,000  more  than  is 
usually  realized  from  the  coffee  crop. 

The  coffee  situation  in  Nicaragua  is  more  fa- 
vorable to-day  than  at  any  time  during  the  last 
five  years.  The  present  market  price  of  approxi- 
mately 20  cents  per  pound  has  given  encourage- 
ment to  all  the  planters,  and  has  served  to  re- 
habilitate many  of  the  estates  of  tineas.  The 
former  price  of  6 or  8 cents  per  pound  was  about 
to  bring  ruin  and  bankruptcy,  for  coffee  cannot  be 
produced  in  this  section  profitably  at  that  price. 

During  1917  there  were  exported  from  Nica- 
ragua 18,542,246  pounds  of  coffee,  valued  at 
$1,761,607.  More  than  60  per  cent  of  this  was 
purchased  by  the  United  States,  the  remainder  by 
France,  Italy,  Spain,  in  the  order  named.  During 
1918  the  quantity  exported  was  25,266,454  pounds, 
valued  at  $2,224,154.  All  of  the  1918  crop,  ex- 
cept 180,000  pounds,  was  taken  by  the  United 
States. 

The  present  indications  are  that  much  of  the 
coffee  exported  this  season  will  go  to  Europe. 

A.  J.  M. 


U.  S.  TEA  EXPORTS  IN  JANUARY 
[special  correspondence] 
Washington,  D.  C.,  March  24,  1919. — During 
the  month  of  January  1,021,196  pounds  of  tea 
were  exported  from  the  United  States  to  foreign 
countries.  Argentina  took  the  largest  quantity, 
360,251  pounds,  Canada  came  next  with  180,394 
pounds,  and  Denmark  third,  with  165,740  pounds. 
More  than  half  of  the  total  exports,  or  610,755 
pounds,  went  to  South  American  countries. 


Activities  of  the  Trade  in  the  Windy  City  and 
Vicinity  as  Seen  by  Our  Correspondent 

Chicago,  April  i,  1919. 

' I 'HOUGH  as  yet  there  is  no  great  improve- 
* ment  in  the  local  tea  market,  signs  of  a 
stirring  up  are  plentiful.  Dealers  who  have  been 
hesitating  until  now  in  hopes  of  a drop  in  the  near 
future  find  their  supplies  are  becoming  low,  and 
that  the  long-waited  decline  is  nowhere  in  sight. 
Stocks  are  by  no  means  abnormal.  The  supply 
of  Japans  is  particularly  low. 

Chicago’s  stock  of  low-priced  coffee  is  gradu- 
ally being  reduced.  With  Santos  grades  running 
unusually  high,  it  is  felt  here  that  the  milder 
varieties  are  bound  to  advance.  Cheaper  coffees 
are  not  expected  for  at  least  a month,  and  with 
the  opening  of  European  markets  it  is  doubtful 
whether  they  will  be  abundant  even  then.  The 
amount  of  flour  shipped  to  Europe  in  the  last 
month  is  considered  by  merchants  here  as  an  in- 
dication of  what  is  to  come  in  the  way  of  ship- 
ments of  coffee.  But  people  seem  to  be  recon- 
ciled to  the  present  prices,  and  no  serious  falling 
off  in  demand  is  anticipated. 

The  movement  to  advertise  tea  is  taking  great 
hold  in  the  Chicago  trade.  It  is  generally  felt  that 
tea  is  not  nearly  so  popular  in  this  country  as  it 
can  be. 

It  is  estimated  that  the  present  per  capita  sale 
of  tea  in  this  country  amounts  to  about  one 
pound,  as  against  five  pounds  of  candy.  Much  is 
expected  from  this  advertising  campaign  in  the 
way  of  increasing  the  demand.  Chicago  dealers 
say  they  are  ready  to  support  any  unified  effort 
to  advertise  tea.  E.  J.  C. 


CANADIAN  TEA  IMPORTS  DROP 
A trade  estimate  of  tea  imports  into  Canada  for 
the  fiscal  year  ending  March  31,  1919,  place  the 
total  at  13,500,000  pounds,  which  is  about  26,000,- 
000  pounds  short  of 'a  normal  year’s  importations. 
This  shortage  is  partially  offset  by  the  surplus 
over  normal  imports  in  the  1918  fiscal  year  of 
about  18,000,000  pounds,  but  leaves  the  supply  for 
consumption  about  8,000,000  pounds  below  normal. 


F»HOSF*HA,XE 

For  Baking  Powder  and  Prepared  Flour 

RROVIDEISJX  CHEMICAL  WORKS 

Main  Office  and  Worksi  8011  IDAHO  AVENUE,  ST.  LOUIS  Branch  Officest  NEW  YORK,  CHICAGO 
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NEW  ORLEANS  LETTER 

News  of  the  Trade  in  the  “Logical  Port”  as 
Gathered  by  Our  Correspondent 

New  Orleans,  March  31,  1919. 
'~PHE  stock  of  coffee  on  hand  has  been  largely 
increased  through  arrivals  of  Rio,  Santos  and 
Victoria  coffees.  A very  large  part  was  imported 
by  interior  importers,  or  sold  to  arrive  at  in- 
terior points,  but  the  local  stock  was  also  in- 
creased to  over  400,000  bags.  Consequently, 
dealers  were  enabled  to  fill  orders  for  desired 
grades  ordered  by  customers,  which  they  had  not 
been  able  to  do  for  several  months  when  there 
was  hardly  an  arrival  of  Brazil  coffee. 

Spot  prices  have  not  changed  materially,  and 
those  buyers  who  held  off  expecting  a drop  have 
not  met  their  expectations.  Local  business  is 
quiet.  D.  H.  Hoffman,  president  of  the  New 
Orleans  Coffee  Roasters’  Association,  said  that 
buyers  are  willing  to  invest  heavily  at  present 
prices,  which  are  necessitated  by  the  high  cost 
of  green  coffee;  they  are  expecting  that  lower 
prices  will  follow  with  lower  freight  rates. 

New  Orleans  has  another  large  coffee  ware- 
house resulting  from  the  taking  over  of  a large 
unit  of  the  former  American  Sugar  Refinery  near 
the  head  of  Canal  street.  This  is  a large  six- 
story  building,  and  will  handle  coffee  and  other 
products.  New  Orleans  will  also  soon  have  the 
great  Government  warehouse  completed.  With 
these  projects  added  to  the  already  adequate 
facilities  for  handling  coffee  in  New  Orleans, 
importers  are  expecting  an  immense  expansion 
of  business  when  shipping  conditions  and  lower 
prices  of  coffee  and  freight  justify  the  increase. 

Tea  Market  Unsettled 
Commenting  on  the  tea  and  spice  market,  R.  C. 
McClure,  of  the  New  Orleans  Importing  Com- 


pany, says  the  local  market  is  very  unsettled  and 
quiet.  Demand  is  not  in  evidence,  either  for  tea 
or  spices.  Buyers  who  are  accustomed  to  making 
large  investments  will  buy  only  for  immediate 
requirements,  anticipating  better  prices  soon.  As 
stocks  abroad  are  good,  and  the  prospect  for  the 
new  crop  .is  excellent,  they  expect  material  reduc- 
tions in  freight  rates. 

A jolly  supper  was  given  at  Galiatoire’s  recently 
in  honor  of  L.  N.  Goll,  who  has  removed  to  New 
York,  where  he  will  represent  the  firm  of  M. 
Levy’s  Sons,  coffee  importers,  of  which  he  is  a 
member.  The  affair  was  participated  in  by  nearly 
all  of  the  younger  coffee  brokers,  among  whom 
Mr.  Goll  is  very  popular.  Comments  on  the  rapid 
rise  of  Mr.  Goll  in  the  coffee  business  were  made 
by  several  speakers.  E.  K.  P, 


THE  NEW  YORK  MARKETS 


Special  Market  Reviews  for  “The  Tea  and 
Coffee  Trade  Journal’’ 

New  York,  April  3,  1919. 

IV  yi  UCH  of  the  time  during  the  month  buyers 
of  green  coffee  adhered  to  their  hand-to- 
mouth  policy;  business  was  generally  extremely 
quiet,  due  partly  to  light  stocks  and  poor  as- 
sortments. Moreover,  the  narrow  difference  be- 
tween the  prices  of  green  and  roasted  coffee  of- 
fered no  incentive  to  roasters  to  accumulate  sur- 
plus stocks,  they  being  convinced  that  prices 
would  gradually  sag  to  lower  levels,  as  is  usual  in 
the  spring.  In  addition,  large  clearances  from 
Brazil  and  increased  arrivals  encouraged  the  be- 
lief that  prices  were  bound  to  decline.  New  Or- 
leans, for  example,  reported  the  arrival  of  344,461 
bags  in  one  day,  making  the  stock  there  423,225 
bags,  the  largest  in  many  years,  which  is  expected 
to  greatly  relieve  the  shortage  throughout  the 
Middle  West. 


jj  PUREST  AND  BEST  BAKING  POWDERS 

|i  Cream  of  Tartar  and  Pure  Phosphate  | 

l|  Buyers  Private  Brands  at  Attractive  Prices  H 

1 1 Also  High  Grade  Cocoas  under  Private  Brands  = 

||  MANHATTAN  BAKING  POWDER  CO.,  264  Spring  St.,  New  York  ‘| 

s wvMinnmmiiiiinmiimiimiiiimiiiitiiMiiiiitiiiiiiiiiiiniiniiiitiMiiiiiiiiiitiiiinifiintiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiniiiiitiiMiiiimiiitiiiiitiiiiiiiiiiiMiiiiifiiiitiiiiiiun  i 




W.  LEE  SIMMONDS  & CO. 

88  FRONT  STREET  Coffee  Brokers  new  york 

A thoroughly  equipped  office  and  efficient  staff,  together  with  thirty-one  years’  experience 
in  all  branches  of  the  business,  are  at  your  service.  Correspondence  solicited. 
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Subsequently  demand  improved,  and  during  the 
second  half  of  March  there  was  a fair  jobbing 
trade  in  Santos  coffee  at  slightly  lower  prices. 
On  the  other  hand,  Rios  were  firmer,  being  in 
better  demand,  with  offerings  extremely  small. 
This  strength  was  partly  reflected  in  Victorias, 
which  were  also  rather  inactive,  although  a mod- 
erate business  has  been  reported  recently. 

The  most  interesting  development  of  the  month 
was  the  sharp  drop  in  sterling  exchange,  the  basis 
on  which  nearly  all  buying  is  done  in  Brazil.  The 
removal  of  the  official  “peg”  which  had  kept  the 
value  of  a pound  sterling  at  $4.76^  for  several 
years,  was  followed  by  a drop  to  $4,585^.  This 
represented  a reduction  of  about  5 per  cent  in  the 
cost  of  importing  coffee,  which  would  make  the 
cost  in-store  here  about  the  same  as  the  cost-and- 
freight  price.  Hence  importers  with  Santos  cof- 
fee on  the  water  were  willing  to  sell  at  prices  only 
slightly  over  current  cost-and-freight  quotations, 
sales  of  both  4s  and  4S-5S  being  reported  at  19% 
and  20  cents,  ex-ship  afloat.  As  prices  for  Santos 
eased  off  a better  demand  from  the  interior  de- 
veloped, which  was  also  said  to  be  traceable  partly 
to  the  fact  that  roasters  had  been  able  to  establish 
their  prices  on  a higher  basis,  making  them  more 
willing  to  negotiate  for  additional  supplies. 

At  the  outset  of  the  month  export  interest  was 
still  lacking,  but  later  European  buyers  became 
more  active  and  a moderate  business  was  ac- 
complished. The  difficulties  attendant  upon  ship- 
ping curtailed  the  export  movement,  most  of  the 
clearances  being  for  the  account  of  the  Belgian 
Relief  Commission,  which  is  said  to  have  bought 
practically  all  the  Rio  coffee  afloat  for  this  coun- 
try. Because  of  the  limited  stocks  available  here 
European  interests  were  buying  freely  in  Santos, 
Rio,  Victoria  and  Bahia. 

Compared  with  the  February  arrivals  of  Brazil- 
ian coffee,  167,755  bags,  receipts  during  March 
showed  striking  enlargement,  being  869,000  bags. 


The  arrivals  in  March  last  year  were  279,869 
bags,  and  for  nine  months  this  season  were  3,247,- 
939  bags,  against  4,59B303  bags  last  season. 
Nearly  half  of  this  shrinkage  is  made  up  by 
larger  receipts  of  mild  coffee. 

Deliveries  also  showed  a good  increase,  the 
total  being  394,480  bags,  against  308,341  in  Feb- 
ruary, and  699,015  in  March,  1918.  The  total  for 
nine  months  is  3,626,487  bags,  against  4,804,490 
last  season.  Nearly  half  of  this  deficit  is  also 
made  up  by  the  larger  figures  for  other  grades. 

Brazilian  clearances  for  this  country  during 
the  month  were  only  .365,000  bags,  against  839,000 
in  February  and  173,000  in  March,  1918. 

Stocks  in  New  York  on  April  i were  458,410 
bags,  against  337, 615  a month  ago  and  1,327,182  a 
year  ago.  The  quantity  afloat  was  601,000  bags, 
compared  with  1,072,000  and  414,000,  respectively. 
Stocks  in  all  ports  combined  with  the  quantity 
afloat  aggregated  1,401,028  bags,  against  1,441,013 
and  1,506,656  bags,  respectively. 


Milds  Quiet  But  Steady 
The  mild  coffee  market  has  been  a draggy 
affair  during  most  of  the  month,  with  buyers 
taking  only  enough  for  actual  needs.  Neverthe- 
less, prices  have  remained  steady,  as  there  has 
been  no  pressure  to  sell  and  buyers  have  paid  full 
prices.  Receipts  have  been  light  from  Colombia  ' 
and  Central  America,  and  the  selling  pressure  there  < 
has  been  relieved  by  heavy  shipments  to  Spain  ' 
and  England.  It  is  stated  that  practically  all  of 
the  coffee  at  Central  American  ports  has  been  ■ 
bought  up  for  shipment  to  Germany  and  other  r 
Continental  countries,  and  that  the  export  move- 
ment will  be  heavy  as  soon  as  peace  is  definitely  ‘ 
established.  There  have  also  been’  fairly  good 
exports  of  Venezuelas,  Colombias,  Haitis  and  ’ 
Mexicans  from  the  New  York  stock  to  Great  ^ 
Britain  and  the  Continent.  A much  larger  move-  | 
ment  is  said  to  be  prevented  only  by  lack  of  ships. 


NEW  YORK  BAKING  POWDER  CO.,  Inc.  (of  Delaware)  ALBANY,  N.  Y. 

MANUFACTURERS  OF  HIGH  GRADE  BAKING  POWDERS 
PACKERS  of  Cocoa,  Corn  Starch,  and  Soda 
PRIVATE  BRANDS  OUR  SPECIALITY.  Largest  assortment  of  Stock  Labels. 


SRICES 


The  best  that  can  be  imported 
Ground  the  right  way 

Bulk  orders  shipped  immediately.  Price  lists  and  samples  upon  request. 

ARCHIBALD  & LEWIS  COMPANY 

Established  1890  18  Desbrosses  Street,  New  York 
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Our  Coffee  Canisters  Are  More 
Than  Containers 

If  you  have  an  old  BRAND  that  is  lagging  or  are  contemplating  marketing  a new 
BRAND,  we  know  that  the  ONE  POUND  OBLONG  COFFEE  CANISTER  should  be 
your  choice  for  a container  that  is  thoroughly  satisfactory  and  economical  in  every 
way.  Here  are  some  of  the  reasons  WHY: 

I.  PRICE.  Cheaper  than  the  all-metal  can  of  any  construction. 

II.  QUALITY.  Body  made  of  waterproofed  fibre,  parchment  lined  inside  and  with 
tin  top  and  bottom. 

III.  PACKING.  Requires  a case  approximately  16%  per  cent,  less  material  than 
for  round  can  of  similar  capacity  and  also  saves  storage  space  at  your  factory.  As  cans  pack 
closely  together  with  each  side  a solid  foundation,  chances  of  breakage  in  transit  are  practically 
nil. 

IV.  LABELLING.  We  apply  your  labels  free  of  charge  and  mount  them  smoothly 
and  cleanly,  so  that  the  finished  can  is  good  to  look  upon. 

V.  APPEARANCE.  It  is  the  largest  looking  ONE  POUND  COFFEE  CAN  ever  de- 
veloped and  when  displayed  on  the  grocer’s  shelf  stands  out  above  any  other  package. 

VI.  HANDLING.  On  the  friction  top  style  which  is  most  popular  you  have  a package 
which  can  be  filled  and  made  ready  for  shipment  with  a minimum  of  time.  Cans  will  be 
furnished  packed  in  reshipping  cases  according  to  your  specifications  if  desired. 

We  specialize  on  square  and  oblong  shapes  of  cans  with  fibre  bodies  and  tin  tops 
and  bottoms  for  coffee,  tea,  cocoa,  spices,  baking  powder  and  other  dry  products. 
CANISTERS  can  be  equipped  with  slip  covers,  screw  top,  friction  top,  sifting  top,  etc. 


SAMPLES  GLADLY  SENT  FREE  ON  REQUEST. 


The  Canister  Company  of  New  Jersey 


SALES  OFFICE: 

21  Battery  Place,  New  York  City 


FACTORY: 

Phillipsburg,  N.  J. 


When  Writing  Advertisers.  Kindly  Mention  The  Tea  and  Coffee  Trade  Jouf 
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Leading  local  interests  look  for  a steady  demand 
from  now  on,  and  believe  that  any  change  in 
prices  will  be  upward,  with  no  reduction  of  the 
premium  over  Santos  grades. 

Arrivals  at  all  ports  in  March  were  252,199 
bags,  against  297,796  in  February  and  305,119  in 
March,  1918.  The  total  for  nine  months  is  2,153,- 
548  bags,  against  1,450,567  last  season.  Deliveries 
were  219,818  bags,  .against  310,913  in  February 
and  278,037  last  March.  For  nine  months  the 
total  is  2,370,684,  against  1,725,251  last  season. 
Stocks  in  all  ports  are  about  598,000  bags,  against 
531,000  a month  ago  and  591,000  a year  ago. 

The  Tea  Market 

The  optimistic  feeling  prevailing  in  the  tea- 
trade  at  the  end  of  February  proved  to  be  rather 
premature.  In  short,  the  long-hoped-for  expan- 
sion in  the  export  movement  as  a result  of  the 
removal  of  import  restrictions  in  Europe  failed 
to  materialize,  for  the  reason  that  the  restrictions 
remained  in  force.  Hence  actual  shipments  were 
seriously  curtailed,  although  it  was  acknowledged 
that  many  foreign  orders  had  been  received, 
which  was  by  no  means  strange  in  view  of  the 
fact  that  prices  here  were  far  below  parity  with 
those  current  in  Europe  and  in  primary  markets. 
Domestic  business  was  quiet  most  of  the  month. 
Stocks  continued  ample,  and  buyers,  as  usual, 
refused  to  anticipate  future  requirement's  in  a 
declining  market,  practically  all  adhering  to  their 
hand-to-mouth  buying  policy. 

Toward  the  end  of  the  month,  however,  the 
spirits  of  the  trade  have  rebounded,  following 
the  receipt  of  positive  information  from  England 
that  import  restrictions  had  been  removed.  Ex- 
port interest  is  again  developing,  and  according  to 


competent  authorities  between  20,000  and  25,000 
packages  have  been  sold  for  shipment,  largely  to 
England  and  Holland.  Further  heavy  European 
buying  is  expected,  and  hence  the  market  for 
Indias,  Ceylons,  Javas  and  Congous  has  strengh- 
ened  appreciably.  On  the  other  hand.  Japans, 
Formosas  and  green  teas  have  continued  soft, 
with  domestic  buyers  still  indifferent. 

Little  Change  in  the  Spice  Market 
Conditions  in  the  spice  market  have  shown  no 
improvement  over  last  month.  As  a rule,  demand 
was  entirely  lacking,  grinders  and  distributers 
continuing  to  take  small  lots  only  when  absolutely 
needed  for  immediate  requirements.  The  specu- 
lative outsiders  continue  to  close  out,  and  some 
are  said  to  have  been  forced  to  take  severe  losses, 
at  prices  ranging  from  20  to  50  per  cent  below  the 
high  price  levels  current  last  fall.  Nevertheless, 
leading  members  of  the  legitimate  are  optimistic, 
arguing  that  grinders,  jobbers  and  retailers  will 
be  forced  by  lack  of  supplies  to  come  into  the 
market  soon,  and  that  within  a month  or  two  at 
the  most  a material  improvement  in  demand  and 
price  will  develop.  They  predict  a striking  short- 
age of  supplies  in  the  near  future,  pointing  to  the 
light  stocks  in  primary  markets  and  the  fact  that 
there  is  practically  nothing  on  the  way  to  re- 
plenish the  importers’  small  holdings.  As  a rule. 
Far  Eastern  holders  have  not  been  anxious  to 
sell,  although  some  prices  are  slightly  easier, 
largely  because  of  lower  freight  rates.  However, 
practically  no  business  has  been  done  for  future 
shipment.  Export  inquiry  is  showing  activity; 
in  fact,  sales  have  already  been  made  for  shipment 
to  Scandinavia,  Spain,  France  and  England,  as 


To  Take  Care  of  tKe  R.equirements  of  25»000 
Customers  R^equires  an  Unusually  Well  As- 
sorted Stock. — We  Have  It. 

B.  FISCHER  <a  CO.,  Inc. 

New  York 


Thos.  P.  Monahan 


G.  A.  Schmidt 


MONAHAN  BROKERAGE  COMPANY 

(Incorporated) 

BROKERS  IM  COFFEE 
SOe  South  Tth  Street,  St.  Eouis,  Mo. 

IF  YOU  WANT  “SERVICE”,  Don’t  fail  to  command  us. 
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Over  2,000,000  Families 

depend  upon  the  Jewel  Tea  Company,  Inc.,  for  their  supplies  of  Teas,  Coffees,  Spices,  Cocoa 
other  food  products. 

For  their  higher  priced  Teas,  Coffees,  Spices,  etc.,  as  illustrated  above,  they  use  exclusively 


nd 


and  have  contracted  with  us  for  their  requirements  for  a period  of  years. 

What  better  indorsement  could  we  have  than  the  continued  re-orders  from  so  large  and  so 
reputable  a concern? 

Write  us  for  samples  of  Paraffined  or  Parchment-lined  Containers  to  meet  YOUR  requirements. 


THE  FIBRE  CONTAINER  CORPORATION 


160  WEST  FRONT  ST., 


MONROE,  MICH. 
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EAB'-Y 

BREAKFAST 

COFFEC 


EARLY 

breakfast 

COFFEE 
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The  Ideal  Shipping  Case  for  Tea,  Coffee  and  Spices  || 

Glance  at  these  H & D FIBRE  SHIPPING  BOXES  filled  with  all  sorts  of  goods  in  the  Tea  Store  || 

line.  Every  packer  of  these  boxes  is  guaranteed  against  theft  in  transit  and  makes  a big  saving  of  l| 

packing  expense.  Ut  is  worth  your  while  to  investigate.  Write  for  booklet  “HOW  TO  PAGK  H 

IT/’  sent  free  on  request.  || 


THE  HINDE  ^ DAUCH 
851  Water  Street,  Sandusky,  Ohio 


PAPER  COMPANY 

(Canadian  Trade:  Address  Toronto,  Canada) 
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well  as  to  South  America.  A bigger  European 
demand  is  expected  to  develop  soon.  C.  K.  T. 


FEBRUARY’S  TEA  IMPORT  RECORD 
[special  correspondence] 
Washington,  D.  C.,  March  26,  1919.— Super- 
vising Tea  Examiner  Mitchell’s  February  report 
of  teas  examined,  passed  and  rejected,  shows  a 
net  import  for  the  month  of  6,674,966  pounds. 
The  record  is  not  complete,  St.  Paul  receipts  not 
being  included.  He  reports  23,370  pounds  rejected 
for  quality,  21,163  pounds  being  Javas,  of  which 
17,803  pounds  consisted  of  Java  dust.  Half  of 
the  Formosa  blacks  examined  were  rejected. 
The  following  table  shows  how  much  of  each 
variety  of  tea  was  brought  in  or  rejected: 


COFFEE  EXPORTS  FROM  SANTOS 
During  the  six  months  ending  December  31, 
1918,  Santos  exported  2,007,006  bags  of  coffee, 
according  to  statistics  recently  made  public  by 
Geo.  H.  McFadden  & Bro.,  New  York.  Their 
report  gives  the  names  of  the  exporters  and  the 
number  of  bags  each  shipped  during  the  period,  as  I 
follows : ! 


Companhia  Prado  Chaves 294 

Hard,  Rand  & Co iqp> 

R.  Alves,  Toledo  & Co !!.!.!.!!!.  190 

E.  Johnston  & Co.,  Ltd iaq 

Nioac  & Cia 150 

Sociedade  Anonyma  Levy ] 114 

J.  Aron  & Co.,  Inc ! . . 102 

Arbuckle  & Co ""  37 


Naumann,  Gopp  & Co.,  Ltd 


S.  A.  Casa  Michaelsen  Wright 41 


Whitaker,  Brotero  & Cia 


38 


J.  C.  Mello  & Cia 37 


Variety  Pounds  Passed 

Formosa  Oolong  1,601,061 

I'oochow  Oolong  . . . .' 

Congou  125,918 

India  260,277 

Ceylon  1,072,531 

Java  2,117,394 

Ceylon  Green  

Ping  Suey  Green  

Country  Green  

Japan  

Japan  Dust  

Capers  

Scented  Or.  Pekoe 

Scented  Canton  

Canton  Oolong  

Formosa  Black 


Pounds 
Rejected 
for  Quality 


Companhia  Atlantica  de  Cafe. 

Santos  Coffee  Company  

Prado,  Ferreira  & Cia 

Freiras,  Lima,  Nogueira  & Cia. 

Leon  Israel  & Cia 

Baccarat  & Cia  

Grace  & Co ’ 

Enea  Malaguti  & Cia. 


Joao  Osorio  21 


21,163 


1,042,392 

113,092 

298,274 

2,300 


15,706 

22,620 

3,560 


McLaughlin  & Co 

Companhia  Lome  Ferreira 47’ 

Jessouroun  Irmaos  & Cia lo’ 

Sociedade  Anonyma  Martinelli " 15’ 

Societe  Franco  Brosilienne  .!.!!  I3’ 

F’.  S.  Hampshire  & Co.,  Ltd T q’ 

Raphael  Sampaio  & Cia.... 

Ind.  Rounidas  F.  Matarazzo 

Picone  & Cia 

Louis  Boher  & Cia ! 

Various  


205 

1„840 


4 

1 

170 


,560i 
549l 
175! 
8701 
,230! 
,214 
,187; 
,701  i 
,1911 
,602 
,619 
,470 
,636 
,950 
,935 
,456 
,267 
,735 
,158 
,000 
,359 
050 
530 
119 
000 
981 
631 
300 
218 
850 
200 
263 


Total  hags  of  132  pounds  each 2,007,006 


*3.  E.  CA.RREX  & C01VIF*A.IW 

Successors  To 

JOHN  O’DONOHUE’S  SONS 


I MPORTERS —JOBBERS 

COFtEE 


100  FRONT  STREET 


NEW  YORK 


SEALRIGHT 


Our  FLUSHSEAL  PAPER  CAN  is  the  most 
distinctive  and  efficient  Coffee  and  Cocoa  can  made. 

IT  PACKS  RIGHT  


WRITE  ABOUT  IT 


SEALRIGHT  COMPANY,  Inc. 

MAIN  OFFICE  & FACTORY  FULTON,  N.  Y 
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The  ideal  container  in  place  of  expensive  tin  cans,  Ritchie's  Paraffined  or  Parchment  lined  cans 
hold  the  aroma,  are  airtight  and  non-absorbing.  The  ideal  package  for  Coffee,  Tea,  Spices,  Cocoa- 
nut  and  all  dry  foods. 

Quotations  and  samples  promptly  forwarded. 

W.  C.  RITCHIE  AND  COMPANY 
414  SO.  GREEN  ST.,  CHICAGO,  ILL. 


Ritchie 


ALL  FIBER  CANS 
TIN  TOP  AND  BOTTOM  CANS 


I 


FLAVOR  AND 
AROMAl 


What  would  YOUR  morning  cup  be 
without  them? 


Moderately  priced  and  the  very  finest 
coffee,  tea,  spices  and  package  foods 
retain  their  characteristic  flavor  and 
aroma  when  the  package  is  lined, 
sealed,  or  both,  with  KVP  vegetable 
parchment  or  waxed  paper. 

As  the  package  says — the  use  of  a 
KVP  paper  liner  “Preserves  the 
French  Market  flavor  and  aroma.” 

WRITE  FOR  SAMPLES. 


FIDELITY  CAN  CO. 

Baltimore,  Md. 

TIN  CANS 

and 

CONTAINERS 
WOODEN  BOXES 

and 

BOX  SHOOKS 


Kalamazoo  Vegetable  Parchment  Company 

Kalamazoo,  Michigan 
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SALIENT  TRADE  NOTES 

The  James  Heekin  Company  and  the  Heekin 
Spice  Company,  Imth  of  Cincinnati,  have  been 
combined  in  The  Heekin  Company,  Cincinnati. 
The  Heekin  Company  was  recently  incorporated, 
with  capital  of  $450,000,  by  James  J.,  Robert  E. 
and  Walter  V.  Heekin  and  Charles  Lewis.  The 
businesses  will  be  carried  on  by  the  old  personnel 
in  three  departments — coffee  and  tea,  spices  and 
extracts,  and  baking  powder — and  each  depart- 
ment will  be  conducted  as  a completely  organized 
business  in  itself. 

Herbert  Schwartz,  who  has  been  with  Williams, 
Russell  & Co.,  New  York,  for  sixteen  years,  has 
become  connected  with  T.  Barbour  Brown  & 
Co.,  New  York,  as  a coffee  salesman. 

Gomez  & Sloan,  Inc.,  136  Liberty  street.  New 
York,  has  been  incorporated  by  Ricardo  Gomez 
and  Harold  Olcott  Sloan,  president  and  vice- 
president,  respectively,  to  deal  in  vanilla  beans. 
Mr.  Gomez  has  been  a grower  in  Mexico,  and 
for  the  past  three  years  was  a member  of  the 
vanilla  bean  firm  of  Gomez  & Dietlin,  New  York. 
Mr.  Sloan  is  the  son  of  Francis  H.  Sloan,  head 
of  Dodge.  & Olcott,  New  York.  Mr.  Gomez  is 
now  in  Mexico  on  a business  trip. 


Albert  F.  De  Pear,  for  ten  years  with  Davison 
& Murphy,  and  for  fourteen  years  with  Wells 
Bros.,  New  York,  has  become  identified  with  the 
Sasco  Coffee  Company,  importer  and  jobber  of 
green  coffee,  83  Front  street.  New  York.  Mr. 
De  Pear  will  manage  the  green  coffee  business, 
selling  in  job  lots  only. 

K.  Randall  has  been  appointed  manager  of  the 
import  department  of  Eugen  Boissevain  & Co., 
New  York.  He  has  been  with  the  Vulcan  Trad- 
ing Corporation,  New  York,  in  charge  of  the 
import  department  since  the  death  of  Wilbur  E. 
Cook,  its  former  manager. 

T.  O.  Budenbach,  a member  of  the  firm  of  B. 
Fischer  & Co.,  coffee  roasters.  New  York,  left 
March  i for  Brazil,  expecting  to  be  away  until 
about  July  i.  Mr.  Budenbach  will  investigate  the 
coffee  situation. 

H.  P.  Sadony,  formerly  with  the  Vulcan  Trad- 
ing Corporation,  is  now  manager  of  the  import 
department  of  A.  G.  De  Sherbinin  & Co.,  60 
Broadway,  New  York.  It  is  expected  that  this 
firm  will  handle  teas,  coffees,  spices  and  similar 
produce, 

E.  N.  Gage,  president  of  the  O’Donohue-Knight 
& Gage  Company,  Cleveland,  will  sail  for  Japan, 
China  and  India  May  i to  buy  tea  for  his  com- 
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TELEPHONE— JOHN  4912-3-4. 

CABLE  ADDRESS— MACILLET.  CAPITAL— $100,000. 

CODES— BENTLEY’S,  LIEBERS,  ABC-5TH.  EDIT. 
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NEW  YORK 
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HARRY  E.  HAYES 

Secretary 


BUYERS  ARE  COMPLIMENTING  US  ON  THE  COMPLETENESS  OF  THE  EQUIP- 
MENT OF  OUR  PRIVATE  TEA  ROOMS  ON  DIFFERENT  FLOORS,  WHICH  ARE  THE 
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WE  HAVE  THE  BEST  OFFERINGS  ON  THE  MARKET  FROM  DAY  TO  DAY. 

WE  AIM  TO  GIVE  BOTH  BUYERS  AND  SELLERS  A SERVICE  NOT  YET  ATTAINED 
IN  THIS  COUNTRY  AND  BELIEVE  WE  HAVE  THE  FACILITIES  FOR  DOING  IT. 
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USED  DICTAPHONE  OUTFIT  FOR  SALE 

Includes  one  latest  model  dictating,  one  transcribing  and 
one  shaving  machine;  also*  two  dozen  cylinders  and  other 
equipment. 

In  perfect  order.  Slightly  used.  Will  sell  for  $200,  F.  O. 
B.  New  York.  Would  cost  $315  new. 
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pany,  Mr.  Gage  has  been  in  the  tea  business  for 
the  past  thirty-five  years. 

David  P.  Childs,  formerly  of  the  Childs  Gro- 
cery Company,  Philadelphia,  is  about  to  start  in 
the  chain-store  grocery  business  in  Indianapolis, 
and  has  formed  a connection  with  William  R. 
McMullin,  formerly  secretary  of  the  Acme  Tea 
Company,  Philadelphia,  and  later  a merchandise 
broker.  The  Childs’  stores  in  Indianapolis  will  be 
cash,  carry  and  self-serve  stores.  These  men  ex- 
pect to  put  in  from  ten  to  twenty  of  these  stores 
in  Indianapolis  and  continue  until  they  have 
stores  in  the  principal  cities  throughout  the 
States. 

bred  Mason,  head  of  the  Shredded  Wheat  Com- 
pany, and  president  of  the  Niagara  Falls  Cham- 
ber of  Commerce,  took  a leading  part  in  the  re- 
cent celebration  of  the  city’s  twenty-seventh  an- 
niversary. It  is  being  rumored  that  Mr.  Mason 
might  run  for  mayor  of  Niagara  Falls  this  year. 

James  W.  Phyfe  & Co.,  coffee  dealers,  recently 
bought  the  seven-story  office  building  at  124  Front 
street.  New  York.  Edward  H.  O’Brien,  of  C.  E. 
Bickford  & Co.,  was  the  seller  of  the  property, 
while  the  purchasers  of  record  were  Benjamin 
Lahy,  Edwin  Grooves  and  John  L.  Sipp,  who 
compose  the  Phyfe  firm.  It  is  understood  that 
the  buyers  will  occupy  part  of  the  building  for 


their  own  business.  The  property  was  held  at 
$60,000. 

1 he  C.  D.  Gregg  Tea  & Coffee  Company  re- 
cently leased  a building  at  180  West  street.  New 
York. 

A new  roasting  plant  has  been  ordered  for  the 
Fort  Smith  Coffee  Company,  Fort  Smith,  Ark., 
whose  establishment  was  destroyed  by  explosion 
and  fire  a few  months  ago.  The  new  plant  will 
include  two  four-bag  Jubilee  roasters  and  tiptop 
cooler  boxes  with  flexible  arms. 

The  J.  W.  Enochs  Company,  Jackson,  Tenn., 
wholesale  roaster  of  coffee  and  peanuts,  recently 
incorporated  for  $25,000;  the  incorporators  are 
J.  W.  Enochs,  H.  E.  Graper,  T.  A.  Enochs,  John 
A.  McCall  and  T.  B.  Carroll. 

The  New  Orleans  office  of  W.  R.  Grace  & Co., 
in  the  Queen  and  Crescent  building,  is  being 
equipped  with  a three-cylinder  Burns  sample 
roaster  with  electric  heater  and  Tuxedo  revolv- 
ing table. 

D'elima  Bros.,  Syracuse,  N.  Y.,  were  recently 
incorporated  at  $50,000,  to  do  business  in  tea, 
coffee  and  spices.  The  incorporators  are  C.  F. 
Teller,  G.  B.  and  E.  B.  Delima. 

Two  more  No.  i Burns  roasters  are  being  j 
added  to  the  coffee  plant  of  the  Martin  L.  Hall  j 
Company,  Boston. 
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SASCO  COFFEE  COMPANY 

Importers 

83  Front  Street  New  York 

Green  Coffee  Exclusively. 

In  Jobbing  Lots  Only. 

ALBERT  F.  De  PEAR 

Manager 


“COGOLLO” 

Is  the  mark  of  the  highest  grade 
COFFEE  grown  in  CUCUTA,  (Co- 
lomb  a),  noted  for  its  mild  and  delic- 
ious flavor  and  unsurpassed  fragrancy 
because  it  is  grown  in  very  fertile 
soil  and  cultivated  in  the  most  up  to 
date  and  scientific  methods. 

Picked,  hulled,  selected  and  stored 
under  ver^^  careful  and  sanitary  con- 
ditions. 

The  highest  grade  is  marked  “CO- 
GOLLO LAVADO“  and  the  next 
“COGOLLO  SELECTO.“ 

COGOLLO  & CO. 

Coffee  Planters 

Cucuta,  Colombia,  S.  A. 
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to  parcel  post  1 dozen  l}/2  ounce  cans 
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The  American  Tea  & Coffee  Company,  Nash- 
ville, Tenn.,  has  been  incorporated,  with  $75,000 
capital,  by  Dave  Dortch,  Alex  Haas,  D.  S.  Israel 
and  S.  Bubie. 

The  Fletcher  Coffee  & Spice  Company,  Little 
Rock,  Ark.,  has  increased  the  capacity  of  the 
coffee-grinding  department  by  the  installation 
of  two  No.  II  Burns  mills. 

Thos.  Lipton,  Inc.,  has  opened  local  headquar- 
ters at  563  Mission  street,  San  Francisco,  in 
charge  of  A.  Cooke,  who  for  years  has  represented 
Thos.  Lipton  in  this  territory. 

M.  Levy  s Sons,  of  New  Orleans,  have  equipped 
their  new  office  at  90  Front  street,  New  York,  for 
cup  testing  work,  including  a four-cylinder  Burns 
sample  roaster,  double  kettle  outfit  and  Tuxedo 
revolving  table. 

Willard  Hawes  & Co.,  New  York,  importers  of 
coffee,  cocoa  and  other  foreign  products,  have 
been  chartered,  with  $525,000  active  capital,  by  J. 
Jenkins,  Jr.,  R.  Arkush  and  M.  C.  Hill. 

The  Betterton-Rupert  Coffee  Company,  Ash- 
land, Ky.,  will  enlarge  the  roasting  plant  in  con- 
nection with  the  erection  of  additions  to  the  build- 
ing. The  new  equipment  will  include  another  two- 
bag  Jubilee  roaster,  tiptop  cooler  box  with  flexible 
arm  and  granulator  with  chaff  remover. 

The  White  Cross  Coffee  & Canning  Company, 


304  East  Thirty-fourth  Hreet,  New  York,  has  been 
formed,  with  $25,000  authorized  capital,  to  deal 
in  coffee  and  groceries,  by  G.  Gregoriades,  A. 
Truintaphylakos  and  James  Nicholas. 

Alexander  Scott  & Co.,  coffee  roasters  at  In- 
dianapolis, have  recently  installed  a Challenge 
pulverizer  for  turning  out  powdered  coffee. 

The  George  H,  Nowland  Company,  Cincinnati, 
dealer  in  tea  and  extracts,  recently  leased  the 
building  at  22  West  Pearl  street  for  five  years. 

The  Boren-Stewart  Company,  wholesale  grocer, 
of  Dallas,  Tex.,  is  making  peanuts  an  important 
feature  of  the  manufacturing  department.  The 
firm  will  shortly  install  another  Burns  roaster, 
this  machine  to  be  used  for  two-bag  batches  of 
pod  peanuts. 

An  important  peanut  butter  business  has  been 
developed  by  the  Canby,  Ach  & Canby  Co.,  Day- 
ton,  Ohio.  Improvements  in  the  manufacturing 
equipment  of  this  department  are  soon  to  be  made 
by  Jabez  Burns  & Sons,  including  an  additional 
No.  5 roaster,  bucket  elevator  and  other  connec- 
tions and  a rearrangement  of  some  of  the  present 
machinery. 

The  Eastern  D.  Flavors  Company,  Philadelphia, 
has  been  formed,  with  $100,000  capital,  by  W.  C. 
Arnold,  N.  Elliott  and  Frank  Rieys,  to  manufac- 
ture flavors  for  non-alcoholic  beverages. 


EPPENS,  SMITH  COMPANY 

Importers  and  Jobbers 

COFFEES  and  TEAS 

267-269-271  Washington  St.,  103-105-107  Warren  St., 

124  Front  St.,  New  York 

iiiiiiiiiimiiiiiMiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiMiiiiiiiiiiiiiiiiiiimiiiiiiiiiiMiiiiiiiiii 

JAVA  and  SUIVIAXRA 
COFFEES 

SPOT  AND  AFLOAT 

Offering  some  choice  lots.  Ask  for  Samples  ' 


i 


April,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


369 


FRANCIS  PEEK  & CO.,  Ltd. 

Head  Office:  20  Eastcheap,  London,  E.  C. 
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EXPORTERS  of  JAVA  TEA 

and  other  Dutch  East  Indian  Produce 


TIN  RUBBER  SUGAR 

COFFEE  RICE  TAPIOCA  PEPPER  CITRONELLA  OIL,  ETC. 


WRITE  TO  OUR  BATAVIA  HOUSE  AND  ASK  TO  BE  PLACED  ON 
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Tlie  Greek-American  Coffee  Company,  Youngs- 
town, Ohio,  has  been  incorporated,  with  capital 
of  $10,000,  by  Demetrios  Cassis,  C.  P.  Andarakis, 
J.  M.  Modarelli,  B.  F.  Routh  and  Athanasion 
Economos. 

A new  corporation  under  the  name  of  the  Maine 
Grocery  Company  is  announced  at  Portland,  Me., 
which  will  deal  in  groceries  and  foodstuffs  at 
wholesale. 

E.  O.  Snyder,  recently  assistant  sales  manager 
of  the  Kellogg  Toasted  Corn  Flake  Company,  and 
once  president  of  the  Ohio  Retail  Grocers’  Asso- 
ciation, has  resigned  to  become  sales  manager  of 
the  Jersey  Cereal  Food  Company,  of  Irwin,  Pa. 

The  Forbes  Chocolate  Company,  Cleveland, 
plans  construction  during  the  coming  summer  of 
one  of  the  largest  chocolate  manufacturing  plants 
in  the  Middle  West,  the  first  units  costing  in  the 
neighborhood  of  $250,000.  A site  of  371^  acres 
has  been  bought. 

The  Beardstown  Grocery  Company,  Beards- 
town.  111.,  has  been  granted  a license  to  incor- 
porate to  do  a wholesale  grocery  business.  The 
capital  stock  is  $50,000.  The  incorporators  are 
W.  M.  Jageman,  W.  M.  Jenkinson  and  C.  J. 
Buhrer. 

The  Stokes  Coffee  Company,  Baltimore,  has 


been  awarded  a contract  by  the  Quartermaster’s 
Department  for  furnishing  8,672  containers  of 
roasted  and  ground  coffee  in  2-pound  cans  at 
$•6530  per  can,  also  for  furnishing  37,816  pounds 
in  i-pound  cans  at  $.3210  per  can,  making  a total 
of  $17,801.75. 

The  De  Soto  Coffee  Company,  Savannah,  Ga., 
has  applied  for  a charter  to  incorporate,  with 
$10,000  capital  to  start,  reserving  rights  to  in- 
crease the  capitalization  to  $100,000.  The  incor- 
porators are  Lieut.  C.  L.  Gullett,  C.  L.  Beale  and. 
H.  H.  Burton,  and  they  will  engage  in  an  im- 
norting  and  wholesale  business  in  coffee,  tea, 
spices,  extracts  and  other  food  products. 

George  M.  Dodwell,  formerly  manager  of  the 
New  York  office  of  Dodwell  & Co.,  importers  of 
tea  and  other  produce,  and  son  of  George  B.  Dod- 
well, head  of  the  company,  left  New  York  re- 
cently to  visit  the  Pacific  Coast  offices  of  the 
concern.  He  will  go  to  London  and  later  to 
China  to  take  charge  of  the  Dodwell  offices  in 
the  Far  East. 

The  C.  F.  Sauer  Company,  Richmond,  Va.,  re- 
cently got  out  an  attractive  illustrated  six-page 
folder,  containing  conservation  recipes  for  rice, 
cornmeal  and  potatoes.  Sauer  extracts  and  food 
colors  figure  prominently  in  each  suggestion. 
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Recent  Porto 
Rican  Experiments 

proved  that  eight-year-old  trees, 
which  yielded  205  pounds  of  hulled 
coffee  to  an  acre,  increased  their 
yield  to  4023^  pounds  after  an 
application  of 

Nitrate  of  Soda 

Valuing  the  coffee  at  15  cents  a 
pound  in  Porto  Rico,  the  use  of  Acid 
Phosphate  and  Nitrate  of  Soda  made 
each  acre’s  yield  worth  $30  more 
than  formerly. 

Write  for  free  books  on  coffee -growing. 

DR.  WILLIAM  S.  MYERS 
CHILEAN  NITRATE  COMMITTEE 
25  Madison  Ave.  New  York 
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proof Aluminum 
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Home  or  Hotel  size  TRICOLATORS  and 
Filter  Paper. 
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CHICAGO 
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No  job  too  small  or  too  large 

Prompt  Service 

TRADE  COFFEE  ROASTING  CO. 

83  PINE  STREET  NEW  YORK 

Telephone  for  Representative 
HANOVER  6186 


BEST  VALUES  IN 

India  and  Ceylon 

TEAS 

Importers 


y.SAKLIlT&GO., 


87  Front  St.,  New  York 
T*l.  — HANOVER  - 0604 


BUSINESS  WITH  PORTUGAL 

Specialty  in 

Teas,  Coffees  and  Cocoas 

Importers  and  Exporters 

SOCIEDADE  PORTUGUESA  IMPORTA- 
DORA  AND  EXPORT ADORA  Lda. 

(Portuguese  Import  and  Export  Co.,  Ltd.) 
Head  Office: 

Rua  dos  Douradores,  83,  LISBON 
London  Office:  63,  Crutched  Friars,  E.  C.  3 
Agencies  all  over  the  world 
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THE  PRACTICAL  RETAIL  GROCER 

^ A department  devoted  to  the  discussion  of  problems  which  vex  retailers; 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad- 
vertise, how  to  obtain  the  maximum  eflSciency  in  the  grocery  business. 


THE  -RIGHT  SELLING  PRICE 


A Discussion  of  Some  Important  Factors  That 
Enter  Into  the  Calculation  of  Costs  and 
Profits  in  Grocery  Stores^ 


By  L.  D.  H.  Weld 

Chicago 

NO.  2 GETTING  SEPARATE  COSTS 

IIOW  can  the  selling  expense  of  any  given 
^ article  be  determined?  It  can’t  be  done — 
accurately.  As  pointed  out  in  the  preceding  arti- 
cle these  figures  are  simply  assumed,  although 
the  principles  upon  which  they  rest  are  sound. 
Actually,  it  is  impossible  to  find  any  basis  for 
allocating  the  different  items  of  expense  to  each 
individual  article  with  any  degree  of  exactness. 
How  are  you  going  to  determine  the  amount  of 
rent  assignable  to  a line  of  imported  delicacies 
kept  on  an  open  shelf  or  in  a glass  case  in  the 
front  of  the  store,  and  the  amount  to  be  charged 
to  a barrel  of  kerosene  kept  in  the  rear  of  the 
store,  or  to  a barrel  of  sugar  kept  behind  the 
counter  ? 

The  difficulty  is  that  in  a retail  store  we  have 
an  admirable  example  of  what  the  economist  calls 
the  principle  of  ‘‘joint  cost”;  costs  are  incurred 
for  a number  of  products  together,  without  the 
merchants’  being  able  to  assign  these  costs  to  the 
individual  products.  The  making  of  railroad 
rates  is  a splendid  example  of  joint  costs.  The 
freight  rate  on  a ton  of  silk  goods  is  much  higher 
than  the  rate  on  a ton  of  coal ; but  no  railroad 
has  ever  been  able— and  never  will  be  able— to 
figure  out  the  exact  cost  of  hauling  each  a given 
distance.  There  are  too  many  items  of  cost  tied 
up  in  road  bed,  rails,  maintenance,  and  the  rest, 
that  cannot  possibly  be  assigned  to  individual 
articles  carried.  Just  so  with  a retail  store- 
many  of  the  costs  are  joint  costs  and  cannot  be 
assigned  with  accuracy  to  the  different  products 
handled. 

A near  enough  approach  to  the  determination  of 
selling  costs  of  different  articles  is  probably  to  be 

* From  SysteDi. 


had  through  the  assignment  of  costs  to  different 
departments.  Department  stores  and  mail-order 
houses  assign  costs  in  this  way,  and  it  is  abso- 
lutely essential  that  they  do  so,  if  they  wish  to 
have  any  idea  of  the  progress  of  different  depart- 
ments. Some  stores  also  get  costs  by  lines  and 
sections.  Wholesalers  and  an  increasing  number 
of  retailers  are  also  departmentalizing  their  ex- 
penses for  this  purpose. 

How  Kxpenses  Are  Commonly  Distributed 

This  is  ordinarily  accomplished  by  distributing 
the  various  expense  items  among  the  store  de- 
partments. For  example,  rent  is  apportioned 
according  to  space  occupied,  and  the  relative 
value  of  such  space. 

Insurance  and  taxes  are  apportioned  to  the 
various  departments  upon  a basis  of  the  amount 
of  stock  carried  in  each,  wages  upon  a basis  of 
the  help  required,  advertising  according  to  the 
space  allotted-  to,  or  used  by,  each  department, 
and  so  on.  The  general  expenses,  including  such 
items  as  light,  heat  and  administrative  expenses, 
are  usually  prorated  on  some  equitable  basis.  It 
is,  whenever  practicable,  desirable  that  expenses 
and  selling  costs  should  be  departmentalized.  It 
can  ordinarily  be  done  whenever  each  salesman 
spends  his  entire  time  selling  one  line  or  in 
one  department. 

When  expenses  are  properly  distributed  to  de- 
, partments,  it  is  frequently  found  that  the  per- 
centage of  selling  expenses  is  lower  in  some  de- 
partments than  in  others,  or  than  for  the  business 
as  a whole;  and  these  departments,  therefore, 
can  afford  to  sell  for  a lower  mark-up.  For  ex- 
ample, a large  mail-order  house  sells  groceries 
at  a mark-up  substantially  lower  than  the  selling 
expenses  for  the  concern  as  a whole,  yet  it  real- 
izes that  in  doing  so  it  is  not  losing  money.  For 
by  departmentalizing  its  costs  it  has  ascertained 
that  the  expense  of  the  grocery  department  is 
lower  than  that  for  the  store  as  a whole. 

True,  even  when  the  expenses  can  be  distributed 
by  departments,  there  still  remain  different  selling 
costs  for  individual  commodities  within  each  de- 
partment, which  it  is  usually  impossible  to  meas- 
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No  Reduction  in  Price 


To  meet  increased  cost  of  materials,  increased  cost  of  labor 
and  increased  taxes  nearly  all  food  products  were  advanced 
in  price  to  consumer  and  distributor  during  the  war.  There 
was  a very  small  advance  in  the  price  of 

Shredded  Wheat  Biscuit 

We  are  still  subject  to  war  prices  for  everything  we  buy. 

This  condition  will  obtain  for  many  months  to  come.  We 
must  keep  up  the  Quality  and  the  Price.  Our  distributors 
run  no  risk  in  stocking  up  with  Shredded  Wheat.  Con- 
sidering its  high  nutritive  value  it  is  to-day  the  cheapest, 
most  economical  food  in  the  world.  It  is  the  same  Shredded 
Wheat  you  have  always  sold — clean,  pure,  wholesome, 
nutritious.  Ready-cooked  and  ready-to-eat. 

The  Shredded  Wheat  Company,  Niagara  Falls,  N.  Y. 
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lire  definitely.  There  might  be  a possibility  of 
assigning  salesmen’s  salaries — the  largest  single 
item  in  the  expense  account — to  the  different  arti- 
cles sold,  by  making  time  studies  of  salesmen’s 
actions  with  a stop  watch — similar  to  studies 
made  in  manufacturing  concerns.  'Something 
valuable  might  be  learned  from  such  an  experi- 
ment, but  the  perplexities  would  be  enormous, 
even  under  the  simplest  conditions.  Besides,  in 
many  stores  certain  salespeople  sell  only  certain 
goods,  and  rough  figures  are  therefore  readily 
available.  The  same  is  true  of  the  other  items 
of  expense  within  the  department.  Therefore, 
the  departmentalization  of  selling  costs  has  been 
carried  as  far  as  it  is  ordinarily  practicable  to  go. 

Even  when  this  is  done  it  may  prove  profitable 
for  the  merchant  to  sell  some  commodities  at  a 
profit  lower  than  the  percentage  cost  for  the 
entire  department.  Again,  I do  not  refer  to  the 
practice  of  offering  “leaders.”  The  department 
figure  will  furnish  a guide  as  to  which  com- 
modities can  legitimately  be  sold  at  a lower 
margin  by  the  merchant,  and  also  a measure  by 
which  he  can  test  how  profitable  the  department 
is  as  a whole. 


TRADE  GETTERS 


A Series  of  Business  Winning  Plans  That  Have 
Been  Tried  and  Found  Successful  in 
Different  Parts  of  the  Country^ 


By  Frank  Farrington 
Delhi,  N.  Y. 

'^HESE  business-getting  plans  are  the  result 
of  ripe  experience  in  the  retail  distributing- 
field.  They  have  been  tried  out  with  signal  suc- 
cess in  different  parts  of  the  country,  and  the 
writer  believes  they  will  benefit  our  readers. 


Penholders  to  Fit 

Give  every  cash  purchaser  a little  envelope  im- 
printed, “A  good  point  for  you  inside.”  In  the 
envelope  place  a new  steel  pen  and  a slip  reading, 
“Bring  this  pen  into  Blank’s  store  any  time  and 
get  free  a holder  to  fit  it.”  The  pen  and  the 
holder  both  need  not  cost  more  than  2 or  3 cents, 
and  holders  can  be  obtained  with  the  store  name 
imprinted  on  them  as  an  advertisement.  Of 
course,  some  people  will  open  the  envelope  in 

* Copyright,  1918,  by  Frank  Farrington. 


the  store  and  get  the  penholder  then  and  there, 
but  the  majority  will  wait  until  they  get  home, 
and  that  means  another  visit  to  your  store,  with 
additional  purchases.  The  plan  is  simply  a little 
scheme  that  will  result  in  an  increase  in  the  feel- 
ing of  good  will  toward  you  by  the  customer. 
You  can  add  this  line  to  the  inscription  .on  the 
outside  of  the  envelope,  if  you  like,  “Open  when 
you  get  home.” 

Savings  Bank  Plan 

This  plan  is  not  so  much  a direct  as  an  indirect 
trade  getter.  Secure  some  toy  savings  banks 
which  lock  with  a key.  Advertise  that  you  are 
going  to  help  people  to  save  money  and  that  you 
will  present  a savings  bank  to  anyone  who  will 
make  a deposit  of  at  least  25  cents  in  it.  If  you 
think  the  plan  would  work  on  the  basis  of  selling 
the  banks,  ask  cost  for  them.  Give  the  banks 
to  the  people  asking  for  them,  registering  the 
number  of  the  bank  in  the  name  of  the  recipient, 
and  seeing  that  the  initial  “quarter”  is  dropped  in. 
Then  lock  the  bank  and  keep  the  key,  the  under- 
standing being  that  at  any  time  the  person  wants 
to  take  out  the  money  the  bank  will  be  unlocked 
at  the  store  for  the  purpose.  When  the  bank  is 
emptied,  lock  it  and  return  it  if  the  customer 
will  deposit  another  “quarter”  as  a starter. 


The  Sprinters 

Hire  several,  men,  not  boys,  and  start  them  all 
from  a given  point  some  blocks  distant  from  the 
store,  one  at  a time  and  perhaps  twenty  seconds 
apart.  Have  them  run  as  if  in  a great  hurry,  fin- 
ishing by  rushing  into  your  store.  The  last  man 
is  to  produce  the  advertising  effect  by  wearing- 
on  his  back  a sign  reading,  “Hurrying  to  Brown’s 
Bargain  Sale,”  or  “Hurrying  to  Brown’s  for 

-A  Don’t  start  the  men  so  far  away  that  they 

cannot  run  the  distance  at  a fair  pace.  As  they 
enter  the  store  they  ma.v  be  allowed  to  go  out  by 
a rear  door  and  thus  disappear  from  view.  Peo- 
ple will  notice  the  first  man,  and  when  two  or 
three  have  gone  by  will  stop  and  see  the  thing 
through. 


Coupon  Sale 

A clever  way  to  advertise  a coupon  sale  is  to 
send  out  circulars  made  in  the  form  of  long, 
narrow  strips,  perhaps  3 inches  wide,  and  from 
20  to  30  inches  long.  Divide  the  strips  into 


ANGLEFOO 


The  Non-Poisonous 
Fly  Destroyer 


The  United  States  Public  Health  Service  advises: 
“Arsenical  Fly  Destroying  devices  must  be  rated 
as  extremely  dangerous,  and  should  never  be 
used.” 
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Rows  and  rows  of  Yuban  packages  are  continually  going 
on  to  the  shelves  of  thousands  of  grocery  stores. 

At  once  off  they  go  into  the  hands  of  hundreds  of  thousands 
of  customers. 

These  quickly  moving  packages  tell  the  story  of  the  demand 
for  Yuban. 

You  will  find  that  Yuban  repeats  as  no  other  coffee  does. 

ARBUCKLE  BROTHERS 

Yuban  Coffee  Department 

NEW  YORK  PITTSBURG  CHICAGO 


Baker’s  Cocoa 
and  Chocolate 

MAKE  AND 
KEEP  GOOD 
CUSTOMERS 

They  are  most 
reliable  goods  sold 
with  a positive  guar- 
antee of  purity  and 
u.&Pat.dff.  superior  quality; 
put  up  in  conformity  with  the 
Pure  Food  laws  of  all  the  States; 
are  readily  sold,  giving  a quick 
turnover  of  stock. 

Walter  Baker  & Co,  Ltd. 

DORCHESTER,  MASS. 

Established  1780 


“The 
Survival 
of  the 
Fittest" 


To  no  field  of  endeavor  is  the  old  maxim 
more  directly  applicable  than  to  that  of  mer- 
cantile striving.  For  nearly  threescore  years, 
through  fair  weather  and  foul,  merchants 
have  pinned  their  faith  to  .SEAL  BRAND 
COFFEE  and  have  successfully  weathered 
every  storm.  It  is  to-day  what  it  was  a 
half  century  or  more  ago — THE  LEADING 
FINE  COFFEE  OF  THE  COUNTRY. 


CHASE  & SANBORN’S 

Seal  Brand  Coffee 

BOSTON  CHICAGO  MONTREAL 
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coupons,  one  above  another,  as  many  as  neces- 
sary to  cover  the  items  being  offered  at  special 
rates.  Each  coupon  is  good  for  a rebate  or  a 
special  price  on  the  item  to  which  it  refers,  and 
no  one  can  get  the  reduced  price  without  a cou- 
pon, which  must  be  presented  at  the  time  of 
making  the  purchase.  In  order  to  avoid  making 
enemies  by  this  rule,  arrange  that  people  coming 
without  coupons  can  get  them  by  signing  an 
application  in  the  store.  This  formality  makes 
the  coupons  seem  of  greater  value.  The  form  of 
the  advertisement  being  unusual  will  attract  an 
unusual  amount  of  attention.  It  should  be  rec- 
ommended on  the  head  of  the  strip  that  the 
whole  strip  be  brought  when  coming  to  the  store, 
so  that  the  customer  may  have  the  coupons  for 
purchases  not  decided  upon  before  leaving  home. 


ELUSIVE  ADVERTISING  IDEAS 

Keep  a Notebook  Handy  So  That  as  You  See 
or  Hear  a Hint  for  Good  Publicity 
You  Can  Jot  it  Down 

A VALUABLE  suggestion  which  merchants 
* ^ would  do  well  to  take  to  heart  is  contained 
in  an  article  by  Howard  G.  Stokes  in  a recent 
issue  of  “Advertising  and  Selling.”  He  says : 

“To  catch  butterflies  or  advertising  ideas  you 
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need  a net.  You  never  can  tell  when  a beautiful 
idea  will  come  fluttering  your  way. 

“Be  prepared  with  a notebook,  and  when  you 
see,  hear,  smell  or  feel  what  might  be  an  idea,  jot 
it  down. 

“Advertising  ideas  roam  around  the  streets, 
in  and  out  of  stores,  kitchens,  police  stations, 
theaters,  clubs,  ball  games  and  prize  fights. 

“Some  of  them  are  bum  hunches,  some  are 
loaded  with  dynamite,  but  some  sure  do  know 
how  to  clean  the  rust  out  of  under-worked  cash 
registers. 

“Jot  ’em  all  down. 

“Take  ’em  all  back  to  the  office  and  give  ’em 
the  once  over. 

“There’s  no  law  against  gathering  hunches. 

“And  one  good  new  advertising  idea  may  come 
in  mighty  handy  some  day  when  sales  are  slipping 
and  you  need  to  be  cheered  up. 

“You  have  to  go  more  than  half-way  to  make 
friends  with  a new  advertising  idea.” 


MAY  CONTINUE  SINGLE  DELIVERY 

Consumers  in  Milwaukee  are  behind  a move- 
ment to  compel  grocers  by  city  ordinance  to  con- 
tinue the  practice  of  making  only  one  delivery  a 
day,  as  during  war  times.  Those  people  favoring 
the  ordinance  set  forth  that  economy  in  expenses 
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Selling  the  Domino  Package 

The  grocer  knows  the  economy,  the  ease,  the  cleanliness  in  handling 

Many  housewives  know  this,  too.  Thousands  more  will  buy  the 
Domino  packages  from  now  on. 

VVe  have  started  a newspaper  and  magazine  advertising  campaign 
still  further  to  popularize  these  sturdy  machine-packed  cartons 
and  strong  cotton  bags.  Results  will  be  even  greater  sales  for  the 
grocer;  still  greater  service  economies  and  reduced  spillage  losses. 


American  Sugar  Refining  Company 

** Sweeten  it  with  Domino** 

Granulated,  Tablet,  Powdered,  Confectioners,  Brown, 

Golden  Syrup.  Kanelasses 


COCOA  POWDER  AND  PREMIUM  CHOCOLATE 

Packed  Under 

F»RIVAXE  BRA.IVDS 

“MOGUL”  Brand  SWEETENED  COCOA 

Packed  in  Yi  lb.  tins — 100  lbs.  to  case. 

‘‘HARVEST*^  Brand  SWEETENED  COCOA 

Packed  in  1 lb.  tins — 100  lbs.  to  case. 

“HARVEST’’  Brand  SWEET  CHOCOLATE  and  PREMIUM  CHOCOLATE 

Packed  in  Yi  lb.  Cakes — 100  lbs.  to  case. 

COCOA  POWDER  IIM  BULK 

“The  Hooton  Factories  do  produce — The  finest  Cocoas  put  to  use.” 
“Their  uniform  grade  appeals  to  the  trade.” 

“Hooton  is  a Mark  in  Trade — That  signifies  surpassing  grade.” 

Samples  and  quotations  furnished  upon  request. 

HOOTON  COCOA  COMPANY 

NEWARK  NEW  JERSEY 
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is  one  of  the  best  methods  of  combating  the  chain 
store,  realizing  that  it  is  impossible  to  render 
indiscriminate  service,  extend  credit,  and  at  the 
same  time  meet  the  prices  of  the  chain  store  com- 
petitor, Mayor  Roan,  who  is  fostering  the  pro- 
posed ordinance,  says  that  conservation  is  just  as 
necessary  now  as  in  times  of  war. 

Many  retailers  are  voluntarily  continuing  one 
delivery  a day.  They  found  the  practice  of 
charging  5 or  10  cents  for  each  delivery  has  solved 
the  problem  satisfactorily. 


A DIRECTORY  OF  GROCERS 
The  1919  edition  of  the  Orrin  Thacker  directory 
of  wholesale  grocers,  semi-jobbers,  chain  stores, 
etc.,  is  now  being  distributed,  marking  the  twenty- 
fifth  year  of  its  publication.  In  this  edition  are 
nearly  5,500  names ; 3,807  in  the  United  States  and 
294  in  Canada,  in  the  exclusively  wholesale  di- 


vision of  the  book,  and  1,395  hi  the  semi-jobbers’ 
division.  A table  shows  the  number  of  firms  in 
each  State  in  each  of  the  two  aforesaid  divisions. 

The  book  is  published  by  the  Orrin  Thacker 
Directory,  33  West  Gay  street,  Columbus,  Ohio. 

HELP  REDUCE  OVERHEAD 

Post  yourself  on  all  the  new  goods  that  come 
into  the  store.  Especially  keep  posted  on  the 
store’s  advertising.  Help  the  store  to  cash  in  on 
the  advertising  expenditure  by  your  co-operation, 
not  only  in  knowing  what  merchandise  is  adver- 
tised, but  in  your  active  co-operation  in  showing 
the  goods  advertised.  Keep  posted  oil  the  goods 
featured  in  other  departments.  How  easy  it  is 
to  say,  ‘They  are  showing  an  especially  fine  bar- 
gain in  so-and-so  to-day.”  This  is  co-operative 
salesmanship.  If  each  department  would  call 
attention  to  other  departments  in  the  store,  this 


Empire  Hsrclwsre  Company 
STORE  FURNISHINGS 

SCALES,  CANISTERS,  SHOW  CASES,  REFRIGERATORS,  Etc. 
ELECTRIC  COFFEE  MILLS 

85  Warren  Sf.  New  York  City 

Write  for  complete  Catalogue 


“DOUBTLESS” 

There  is  no  substitute  for  COFFEE 

Way  back  Yonder  somebody  saM,  ‘‘Doubtless,  the  Creator 
could  have  created  a better  berry  than  the  strawberry,  but 
doubtless  he  never  did.^’ 

No  one  yet  has  made  a soluble  coffee  equal  to  Mr. 
Washington’s  wonderful  coffee. 

G.  WASHINGTON’S  COFFEE  WENT  TO  WAR 
HOME  AGAIN  BETTER  THAN  EVER 

On  the  market  since  190S.  At  the  Front  since  1914. 

Never  sold  under  private  label. 

NOTE:  NEW  ADDRESS— 334  FIFTH  AVENUE,  NEW  YORK 
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SERVICE  FOR  YOUR  COFFEE  TRADE 


BY  INSTALLING  A 


No.  E9211 


THE  TRADE  MARK  KNOWN 

fuNIVERSAL'^ 

IN  EVERY  HOME 

ELECTRIC  COFFEE  MILL 


Here’s  the  first  step  to  service  and  greater  increase  of 
your  sales. 

With  a UNI  VERSAL  Electric  Coffee  Mill  you  can  give  each 
customer  the  grade  preferred — coarse,  fine  or  pulverized. 

We  have  a Coffee  Mill  especially  adapted  for  your  business. 
Save  the  salesman’s  commission—  buy  through  your  jobber. 

LANDERS  FRARY  & CLARK 

NEW  BRITAIN  CONN. 


i^KAFFEEHAG[ 

Ib  not  a substitute 

but  real  coffee  with 
95%  of  the  caffeine 
removed. 

Prepared  at  New  Brunswick,  N.  J. 

Sold  by  grocers  everywhere. 

KAFFEE  HAG  CORPORATION 
225  5th  Ava.,  New  York 


Hflfi) 

COFFEE 

95X0FTHE 

O'ffEJREREHOVEB 

siS 

A 

e» 

TfWFF^ 

A^nGji 

INTHEBEAHOray 

NEW  ORLEANS 
The  Logical  Coffee  Port 
Home  of 

Alameda  Coffee 

Sold  only  in  1 and  3-lb.  Tins 
Under  Our  Trade-Mark 

CAREFULLY  SELECTED  for 
PARTICULAR  TRADE 

Mr.  GROCER,  put  YOUR  TRADE 
WISE 

MERCHANTS’  COFFEE  CO. 

OF  NEW  ORLEANS.  Lid. 

New  Orleans 

B.  C.  CASANAS,  Prest. 
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would  mean  increased  sales  and  consequently  re- 
duced overhead. 

One  of  the  big  things  that  worries  the  merchant 
is  this  matter  of  increasing  expenses — overhead — 
fixed  charges.  The  only  way  this  can  be  reduced 
is  by  more  sales.  The  clerk  can  help  materially  in 
reducing  overhead  by  more  intensive  salesman- 
ship. Making  two  sales  instead  of  one.  Calling 
attention  to  new  goods.  Presenting  them  in  such 
a forceful  manner  as  to  create  interest  and  arouse 
desire.  These  two  things  done,  a sale  is  the 
natural  result.  W.  W. 


WAGON  ROUTE  MEN’S  CONVENTION 
The  National  Retail  Tea  and  Coffee  Merchants’ 
Association  will  hold  its  next  annual  convention 
at  the  Hotel  Statler  in  St.  Louis  on  November 
16,  17  and  18,  1919. 


I^ant  ^bbertisfements; 


Classified  want  advertisements  under  regular  heading  $3 
for  twenty-five  words  or  less.  Additional  words  four  cents 
each.  Payable  cash  with  order. 


Situations!  l^anteb 


WANTED — Position  with  wholesale  grocery  concern,  by 
a man  of  ten  years’  experience  as  coffee  department 
manager,  salesman  and  coffee  roaster.  Willing  to  go 
anywhere  in  the  western  part  of  the  United  States.  Can 
furnish  the  best  of  references.  Address  Box  466,  care 
of  the  Tea  and  Coffee  Trade  Journal. 


INIARRIED  MAN  with  practical  experience  in  tea  testing 
and  buying  desires  either  an  inside  or  outside  position 
with  wholesale  house.  Address  Box  465,  care  of  The 
Tea  and  Coffee  Trade  Journal. 


^anteb 


SUPERINTENDENT  WC\NTED  for  a small  tea,  coffee 
and  spice  plant.  Must  be  fully  experienced  in  manu- 
facturing and  shipping  and  possess  executive  ability 
sufficient  to  control  help.  Apply  by  letter  only.  Ad- 
dress Mr.  Packet,  care  of  W.  V.  Smith,  85-87  Front 
street.  New  York  City. 


W’ANTED — Factory  Superintendent  for  coffee  roasting 
plant  in  Middle  West.  Must  be  experienced  and  capa- 
ble of  taking  entire  charge  of  roasting  and  packing. 
Address  only  with  references  P.  S.  100,  care  of  The 
Tea  and  Coffee  Trade  Journal. 


ilisiceUaneous! 


FOR  SALE — One  Lambert  No.  2 economic  self-contain- 
able, one-bag  capacity  coffee  roasting  outfit  equipped  for 
coal  fuel.  Good  condition.  Price,  $300.  Address  E. 
T.  Peterson,  Lindsborg,  Kansas. 


TO  LET — A New  York  City  office  in  the  downtown  sec- 
tion, with  mahogany  furniture,  safe,  etc.;  equipped  com- 
pletely; suitable  for  tea,  coffee  or  spice  trades.  Ad- 
dress Box  No.  467,  care  of  The  Tea  and  Coffee  Trade 
Journal. 


hOR  SALE— A fully  equipped  wholesale  coffee  house  in 
Denver,  Colorado,  showing  a profit.  An  ideal  oppor- 
tunity for  some  large  concern  to  open  up  a branch  house 
in  this  city,  or  equally  ideal  for  an  individual  to  enter 
into  the  coffee  business.  W’e  stand  willing  to  show  our 
books  and  go  into  full  detail  without  any  investment  on 
the  part  of  the  prospective  buyer.  W'ill  give  full 
reasons  for  selling.  Address  Box  No.  468,  care  of  The 
Tea  and  Coffee  Trade  Journal. 


An  Army! — 

65,000  Retail  Grocery 

Merchants  in  the  United 
States,  Canada,  Alaska, 

Philippines,  Hawaii,  Porto  Rico, 
South  Africa  and  Australia,  sell  their 
By-the-Pound  foods — from  bulk — 

out  of  a Sherer  Food  Container. 


Patented 

By-the-pound  foods  don’t  depend 
on  an  unnecessary  and  extrava- 
gantly “dolled  up’’  package  to  sell 
them.  They  sell  themselves  be- 
cause of  their  own  merit,  and  by-the- 
pou,nd  foods,  when  kept  in  a Sherer 
Food  Container,  are  temptingly  dis- 
played and  clean  beyond  question. 

Again,  -by-the-pound  foods  sell 
because  the  women  folks  are  learning 
how  to  make  their  dollars  buy  Food- 
by-the-pound — instead  of  Frills — 

by-the-package. 

“Sherer  Food  Containers”  quick- 
ly sell  to  progressive  grocers  because 
it  is  easy  to  see  the  extra  patronage 
and  increased  profits  they  bring. 

You  will  never  know  how  hard  it 
was  to  do  without  a Sherer  until 
you  know  how  easy  it  is  to  own  one. 

Place  your  name  and  address  on  the 
blank  space  of  this  advertisement 
and  mail.  Ask  for  Catalog  37. 
Do  it  before  you  forget.  Send  it  to 


Sherer  - Gillett  Company 

Patentees  and  Manufacturers  of  the 

Sherer  Sanitary  Grocery  Display  Counter 

iniiiniuiMimimmminiiimmiimiimMmiiimiiMiinimmiimiinimiiniiiiMimiiiuMmi 

1707  South  Clark  Street,  Chicago 


At>ril,  1919 
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Entanqlinq 

Alliances 

I 'HE  merchant  who  just 
drifts  seldom  reaches  a 
profitable  port.  The  sales  of 
the  merchant  who  answers 
the  call  of  the  crowd  will 
rise  like  a flood  tide. 

I For  22  years  the 

Service  has  enabled  mer- 
chants to  successfully  cater 
to  that  call.  For  22  years 
the  Service  has  in- 

creased sales,  eliminated 
j charge  accounts  and  in  many 
I ways  helped  merchants  to 
weather  the  storms  between 
the  start  and  success. 

Such  accomplishments, 
however,  have  only  been 
achieved  through  the  hearty 
co-operation  of  merchant 
and  customer  — a sort  of 
mutual  understanding  that 
the  Service  will  hold 

the  trade. 

The  thousands  of  mer- 
chants who  give  Green 
Stamps,  and  the  millions  of 
folk  who  collect  them,  are 
virtually  parties  of  an  “en- 
tangling alliance*'  very  prof- 
itable to  all  concerns  d. 

The  Sperry  & Botchinson  Co. 

2 W.  45th  St.  New  York 


THE  BAN  IS  LIFTED 

EAT  MORE  MACARONI 

WHEAT  IS  PLENTIFUL 

— the  slogan  for  the  year — 
a big  year  for  the  industry. 
Last  year  the  consumption  of 
Macaroni  Products  was  re- 
duced nearly  fifty  per  cent 
through  the  Government’s 
Wheat  Conservation  Cam- 
paign. 

Now  the  old  consumption 
is  coming  back  and  much 
more.  You  can  secure  your 
share  of  this  very  profitable 
business  by  adding  HAR- 
VEvST  Macaroni  Products  to 
your  line,  N O W. 

Write  for  our  new  price- 
list. 

The  Foulds-Briggs  Co. 

Cincinnati,  Ohio 


Wher.  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 
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PRICES  CURRENT 

Wholesale  and  Retail 

i4s  of  April  1,  1919 

Prices  to  Wholesalers 

GREEN  COFFEE 
(250  Bags  or  Over) 


Brazil  Grades.  Line  or  Grade  Price.  Cup  Selected  Price 

Santos? 19M  19M 

“ 6 20  20 

“ 5 20H  201^ 

”4 2i)V2  21 

“ 3..... 20^  2U4 

2 2\'A  2\1'2 

Rio  7 10 

“ 6 * 

“ 5 * 

“ 4 * (No  Rio  Cup 

" 3 * Selections) 

“ 2 * 


* No  quotations  are  being  m ide. 


Green  Coffee,  Mild  Grades — Line  or  Grade  Prices— 
(250  Bags  or  Over) 


Maracaibo — 

'Fruxillos 19M@193^ 

Bocono 20  @203/^ 

Tovar 20  @20  H 

Merida 20M  @21  Yi 

do  washed.  . .21 3/^ @22 H 
Cucuta— 

Ordinary 19M  @29 

Fair  to  good 20  34  @20^ 

Prime  to  choice.  .21  @22 

do  washed...  21  @2234 

Laguayra — 

Caracas 19M  @20 

do  washed...  ,21J4@2234 
Porto  Cabello...  .1934@19M 

do  washed 20  34  @22 

Colombian — 


Ocana 1934@29M 

Bucaramanga. . . .20  34 @22  34 
do  washed...  21  @23 

tTolima 22  @23 

tBogotas 1834  @24 

tMedelin 18^@24M 

fManizales 18  34  @24 

Mexican — 

tCordoba 19  @19  34 

do  washed.. . .21 34  @22 34 

tCoatepec 20  @2034 

Jdo  washed. ...  22  @23  34 

tOaxaca 19  34  @20 

Jdo  washed. ...  22  @23 
Costa  Rica — 

Common 16  @17 

Fair  to  good 21  @22 

Prime  to  choice.  .22 34 @23 


San  Salvador — 20  34  @21 

do  washed 21 34  @22 

Nicaragua— 20  @20 ' 2 

do  washed 21  @213^ 

Guatemala  Coban — 

Common 16  @17 

Fair  to  good 21  @22 

Prime  to  choice 22  34  @23 

do  unwashed 20  @20  34 

Puerto  Rico- 

Unwashed 20  @21 

Washed 21 H @23  34 

Hayti— 

Unwashed 18  @20% 

Washed 21  @22 

Jamaica — 

Ordinary 17%  @18% 

G’d  ordinary 18  34  @18% 

Washed 20  @21 

East  India— 

Padang  Int 25  34  @29 

Corinche 24  34  @26  34 

Kroe 25  @2634 

Timor 23  @24 

Private  Estate 26  @28 

Fancies 28  @30 

Abyssinian 32  @ . . 

Mocha — small. ...  28  @ . . 
Liberian — 

tStraits 14  @15 

tSurinam 14  @17 

Pamanoekin 17  @18 


t Nominal  because  of  small  arrivals, 
t Common  to  fancy. 


TEAS. 

China  and  Japan — Line  Prices 
(75  or  More  Packages  of  One  Number) 


Foochow — 

Common. . . 

28  @.... 

Fair 

29  @.... 

Good 

293^@.... 

Superior — 

30  @.... 

Fine 

3034@.... 

Formosa — 

Fair 

23  34  @25 

Good 

26  @2634 

Superior 

27  @28 

Fine 

33  @35 

Finest... . . . 

40  @45 

Choice 

55  @60 

Choicest.. . . 

70  @75 

Fancy 

. ..1.00@120 

COUNTRY  green 

Gunpowder — 

Extra 50  @60 

Firsts 47  @48 

Seconds @ . . 

Imperial — 

Firsts ; . .46  @50 

Seconds @ . . 

Thirds @ . . , 

Young  Hyson — 

Extra 55  @65 

Firsts 44  @48 

Seconds 36  @38 

Thirds 34  @35 

Hyson — 

Seconds 32  @ 

Thirds @ 


PINGS  UEY  Japan— 


Gunpowder — 

Basket  fired.. . . 

. .25 

@45 

Pinheads 

. .48 

@50 

Pan  fired 

. .24 

@45 

Extra  Firsts. . . 

..43 

@45 

Firsts 

. .38 

@42 

Congou — 

Seconds 

. .32 

@35 

Common 

. .17 

@19 

Thirds 

@27 

Good 

. .22 

@24 

Imperial — 

Superior 

. .25 

@27 

Firsts 

40  @41 

Fine  to  finest. . . 

. .35 

@40 

Seconds 

35  @38 

Choice  to  choicest50 

@75 

Thirds 

....31  @33 

India  and  Ceylon- 

-Line  Prices 

Pekoe  Souchong.. 

..22 

@23 

Darjeeling — • 

Pekoe 

..25 

@28 

Fancy  Orange. . 

..40 

@1.00 

Orange  Pekoe 

. .30 

@35 

Java — ■ 

Ceylon — 

Pekoe  Souchong.  .20 

@21 

Pekoe  Souchong.  21 

@22 

Pekoe 

. .22 

@23 

Pekoe 

. .25 

@30 

Orange  Pekoe . . 

. .24 

@26 

Orange  Pekoe.. . 

.30 

@40 

B.  0.  Pekoe.  . . , 

.36 

@46 

SPICES — First-Hand  Prices 


Black  Peppers—  Cassia — 


Singapore 

..18  @18% 

Saigon  rolls. . . . 

..46  @45 

Acheen  A 

@.  . 

China,  rolls. . . . 

. .21  @22 

Acheen  B 

@.. 

do  sel,  bk. . . . 

..10  @1034 

Acheen  C 

@ . 

Kwangsi 

..21  @22 

Lampong 

..17%  @18 

Batavia,  Ext 

. .2234@24 

White  Peppers — 
Singapore 

. .25%@2534 

do  short  stick . . 

. .22  @23 

Penang 

@.  . 

Cinnamon — • 

Muntok 

Heavy — ■ 

..25%@2534 

Ceylon 

Ginger — 

.27  @31 

Aleppy 

..21  @2134 

Japan 

. .1034@11 

Tellicherry .... 

. .22  @2234 

Cochin — ABC.. 

..16  @17 

Red  Peppers— 

doD 

..1734@18 

Mombassa 

. . 19  @20 

Lemon 

. . 19  @20 

Japan 

. .1234@13 

African 

12  34  @12% 

Cloves — 

Jamaica,  g’g. . . 

. .1534@19 

Zanzibar 

. .25  @2534 

Nutmegs — 

Amboyna 

.35  @36 

75s  to  80s 

..28  @30 

JPenang 

...  @ . 

105s  to  110s.... 

..25  @26 

Pimento 

.8  @8% 

Mace 

. .32  @49 

CHICORY — First-Hand  Prices  . . 

Domestic,  granulated,  coarse  or  medium,  in  bags 10 

In  barrels.  10 

Best  English  in  barrels 

Domestic  yellow  roll 8 


@11 

@11 


COCOA — First-Hand  Prices 


Accra 13  34  @14% 

African • @ . . 

Bahia 15  @17 

Caracas 18  @18% 

Guayaquils — 

Arriba 16%  @17% 

Machala 16  @16% 

Caraques 16  @16% 

Cuban @ 

Dominica @ . . 


Grenada 17  @1734 

Hayti 13%  @14 

Jamaica @.. 

M aracaibo 24  @30 

Para @.. 

Sanchez 14  34  @14% 

St.  Vincent @ 

Savanilla @ 

Surinam @ 

Trinidad 17%  @18% 


Prices  to  Retailers 

COFFEE 

(Bag  Lots — 130  Pounds) 


Kind  of  Coffee. 

Green 

Roasted. 

From 

To 

From 

To 

Santos 

*Santos  Peaberry 

...  21 

22 

26 

29 

Rio 

...  16 

17 

26 

22 

Maracaibo 

* Caracas 

. ..  22 

24 

27 

30 

Bucaramanga 

...  23 

25 

28 

32 

Bogotas 

*Mexican 

. ..  23 

25 

28 

32 

Costa  Rica 

. . . a 

26 

28 

33 

Guatemala 

...  23 

25 

28 

33 

Jamaica 

...  20 

23 

25 

30 

Padang 

*Mocha 

*Abyssinian 

...  27 

33 

41 

43 

Java 

. . . 26 

33 

si  34 

40 

Porto  Rico 

...  25 

27 

28 

2834 

*No  quotations  are  being  made. 


TEAS. 

(Single  Package  Lots.) 

Formosa 

Foochow 

Congou 

Japan  P.  F 

“ B.F 

India 

Ceylon 

Gunpowder 

Young  Hyson 


From 

To 

45 

45 

40 

45 

45 

50 

55 

40 

43 
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Business  Victories 

— hke  military  victories — 

are  won  by  Courage,  Energy 
Unity  and  Confidence 


Hesitation  and  timidity  are  as  fatal  in  com- 
merce as  in  war.  Prosperity  and  plenty  to  an 
extent  such  as  even  America  has  never  dreamed 
of  are  awaiting  us  with  outstretched  arms.  To 
enjoy  them  we  have  only  to  go  steadily  forward 
to  meet  them.  If  ever  there  was  a time  when 
rich  rewards  awaited  the  producer  now  is  that 
time. 

If  there  was  ever  a moment  when  it  behooved 
all  men  engaged  in  productive  commerce— la- 
borer capitalist  farmer,  mechanic — banker — 
manufacturer  to  join  hands  and  move  forward 
now  is  that  moment. 

“The  shelves  of  the  world  are  bare.” 

The  world  needs  goods  as  it  has  not  needed 
them  in  many,  many  years. 

_ For  four  long  years  wealth  has  been  destroyed 
.at  a rate  such  as  history  has  never  before  recorded. 
And  in  addition  many  of  the  normal  processes 
of  production  have  been  stopped  in  order  that 
the  greedy  maw  of  war  might  be  filled. 

All  the  world  is  clamoring  for  food,  shelter, 
clothing,  machinery,  ships,  railways,  capital  and 
credit. 

And  we  have  all  these  things  for  sale.  We  can 
have  them  in  still  greater  abundance  if  we  work 
together  in  production. 

Work  together.  Therein  lies  the  magic  of  it  all. 

Move  on.  Keep  step.  Keep  going.  And 
pull  your  share  of  the  load. 

The  man  or  concern  that  tries  to  “profiteer” 
whether  in  buying  or  selling  injures  himself  and 
every  one  else,  whether  the  thing  he  buys  or 
sells  is  food,  labor,  capital,  ships,  shoes  or  seal- 
ing wax. 

The  formula  for  Prosperity  for  all  is  a fair  deal 


for  all,  but  remember  that  so  far  as  prices  are 
concerned  we  are  in  a new  world.  What  was 
fair  five  years  ago  is  not  fair  today. 

Stop  thinking  of  conditions  as  they  were  five 
years  ago.  Conditions  have  changed  faster  in 
the  last  five  years  than  in  any  similar  length  of 
time  m the  history  of  the  world. 

Our  supply  of  currency  (gold  and  circulating 
credit)  has  increased  faster  than  our  supply  of 
commodities.  This  has  brought  us  to  an  entirely 
new  and  higher  level  of  prices. 

A general  level  of  high  prices  is  neither  better 
nor  worse  than  a general  level  of  low  prices.  The 
only  thing  that  is  harmful  is  violent  general  fluc- 
tuation of  prices.  The  important  thing  is  to 
maintain  a general  level.  Gradual  adjustments 
injure  no  one.  Violent  adjustments  injure  every-  = 
one. 

You  cannot  escape  the  application  of  the  law  - 
of  supply  and  demand.  You  can  however  serious- 
ly interfere  with  the  sources  of  supply  or  demand, 
or  both,  by  erecting  artificial  or  sentimental 
obstructions.  ' 

Bear  in  mind  that  each  of  us  is  a seller  as 
well  as  a buyer.  Our  interests  are  absolutely 
intertwined.  We  can  not  have  a high  level  of 
selling  prices  and  a low  level  of  buying  prices. 

Demand  has  no  commercial  effect  unless  it  is  * 
accompanied  by  purchasing  power.  | 

Purchasing  power  depends  upon  earnings.  I 

So  long  as  labor  and  capital  are  fully  employed  ) 
in  this  country  and  their  earning  power  is  al- 
lowed  full  sway  there  will  be  ample  purchasing  ^ 
power  for  all  we  can  produce.  ' 

The  wise  thing,  the  prosperous  thing,  the  busi- 
ness-like thing  for  American  business  today  is  to 
“ Carry  On.  ” 


Keep  going — Keep  busy — Keep  working,  and  work  together 

Let’s  Go! 

LAMBERT  MACHINE  CO.  MARSHALL,  MICH.,  U.  S.  A. 
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THE  ONLY  "SIR  THOMAS” 
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Watering  Plants  in  a Highland  Garden 


Early  Plucking  and  Transport  Methods 


Withering  Tea  in  an  Old-Tiaie  Factory  How  Tea  Was  Fired  in  the  i8th  Century 

TEA  culture  and  MANUFACTURING  SCENES  IN  EARLY  CHINA 


Reproductions  from  a series  of  colored  sketches  believed  to  have  been  made  in  the  18th  century  by 

Chinese  artist 


A PICTORIAL  HISTORY  OF  TEA 


No.  1— IN  THE  EARLY  DAYS  OF  CHINA 

^ This  is  the  first  of  a series  of  historical  sketches  which  trace  the 
story  of  tea  from  the  days  of  mjThoIogy  in  the  Far  East  to  its  intro- 
duction into  the  homes  of  the  Occident.  ^The  researches  go  back  to 
original  sources  and  reveal  the  development  of  tea  culture,  preparation 
and  brewmg  in  the  Orient  and  the  Western  World.  ^The  pictures  are 
from  rare  engravings,  paintings  and  water  colors,  and  show  the  oldtime 
manners  and  customs. 


A LTIIOUGII  tea  has  recently  been  found 
growing  wild  in  Assam,  it  is  undoubtedly  a 
native  also  of  China,  and  its  use  as  a beverage 
was  first  developed  there.  But  like  almost  every- 
thing else  in  the  economic  life  of  China,  the  be- 
ginnings of  the  tea-drinking  custom  are  enveloped 
in  myths  and  traditions. 

The  Chinese  themselves  used  to  assign  the  in- 
troduction of  the  culture  to  the  fabled  Emperor 
Chin  Xung,  who  was  believed  to  have  reigned 
from  2737  B.  C. ; but  he  was  only  one  of  the 
three  supposititious  emperors  to  whom  they  as- 
signed the  beginning  of  all  industries  which  went 
back  before  any  certain  records.  There  is  little 
question  that  tea  culture  started  much  later,  and, 
in  fact,  did  not  become  common  until  many  cen- 
turies afterwards. 

The  E.\rliest  Chinese  Records  of  Tea 

The  first  references  to  the  use  of  tea  are  not 
at  all  definite  and  must  be  considered  merely  pos- 
sible. The  “Book  of  Odes,'’  which  is  said  to  have 
been  edited  by  Confucius  about  5C0  B.  C.,  con- 
tains the  line,  “Who  was  it  said  that  cha  was 
bitter?  For  it  is  sweet  and’ pleasant  as  the  tsi.” 
The  ancient  dictionary  “Urh  Ya,’’  which  was  com- 
piled somewhere  between  the  fifth  and  first  cen- 
turies B.  C.,  uses  for  tea,  according  to  “Remarks 
on  the  Tea  Plant’’  in  the  Chinese  Repository, 
Vol.  18,  the  terms  kia,  meaning  bitter  tea;  cha, 
denoting  earlier  crop,  and  ming,  signifying  later 
crop.  The  comment  on  tea  in  this  dictionary 
runs,  “The  plant  is  small  * * * sending  forth 

its  leaves  in  the  winter  season.  It  may  be  boiled 
into  a decoction  for  drinking.” 

In  the  middle  of  the  8th  century  Lu  Yu,  or 
Lu  Wuh,  wrote  the  “Cha  King,”  or  “Book  of 
Tea,”  in  which  he  treated  of  its  botany,  gather- 
ing, selection,  utensils,  making,  tea  drinkers,  etc. 
This  book  became  quite  famous,  and  the  author 
was  befriended  by  the  Emperor  Tai  Sung 

(763-779)- 


At  that  time  tea  was  used  in  the  form  of  a 
cake,  which  was  made  by  the  leaves  being 
steamed,  crushed  and  molded.  Many  other  in- 
gredients had  previously  been  mixed  with  the  tea, 
but  Lu  Yu  eliminated  all  but  salt.  In  making  the 
tea  the  cake  was  first  roasted  and  then  shredded. 
When  the  water  was  boiling  a little  salt  was  added 
and  then  the  tea.  It  was  completed  with  a dash 
of  cold  water. 

At  the  end  of  the  8th  century  tea  was  in  such 
common  use  that  in  793  a tax  was  placed  upon  it. 

About  1010  Hi  Ning  sent  commands  to  the 
Province  of  Kien  Chau,  directing  the  making  of 
one  kind  of  tea  which  he  considered  unequaled. 

In  the  Sung  Dynasty  the  preferred  form  in 
which  tea  was  used  was  as  a powder,  which  was 
whipped  in  hot  water  by  small  whisk  brooms. 
Salt  was  finally  discarded.  The  Emperor  Kia 
Sung  (1101-1124)  wrote  of  twenty  kinds  of  tea, 
but  himself  evinced  a predilection  for  the  white 
variety. 

Early  Chinese  Tea  Gardens 

Tea  gardens  were  flourishing  in  China  at  least 
as  early  as  the  12th  century.  According  to  Si 
Hu  Chi,  quoted  by  Moule  in  Marco  Polo  II,  179, 
“The  most  famous  tea  houses  of  the  day  were  the 
Pa-seen  (8  genii),  the  Pure  Delight,  the  Pearl, 
the  Houses  of  the  Pwan  Family,  the  Two  and 
Two  and  Three  and  Three  houses.  In  these 
places  they  always  set  out  bouquets  of  fresh 
flowers,  according  to  the  season.  * * * 

the  counter  were  sold  ‘Precious  Thunder  Tea,’ 
Tea  of  fritters  and  onions,  or  else  Pickle  broth, 
and  in  hot  weather  wine  of  snow  bubbles  and 
apricot  blossoms,  or  other  kinds  of  cooling 
liquors.  Saucers,  ladles  and  bowls  were  all  of 
pure  silver !” 

According  to  the  article  in  the  Oiinesc  Reposi- 
tory the  description  hy  another  early  Chinese 
author,  perhaps  Tung-po,  concerning  tea,  was  as 
follows:  “The  leaves  grow  quickly  an  inch  or 
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Brewing  and  Serving  Tea  to  His  Majesty,  the  Chinese  Emperor 

From  a colored  sketch  made  by  Chiu  Ying  in  the  15th  century  and  now  in  the  British  Museum 


more  in  length ; the  very  best  are  those  extremely 
slender  like  needles,  then  those  resembling  spar- 
rows’ tongues  or  grains  of  wheat  are  reckoned 
second.  The  gathering  being  finished,  take  a 
pan  of  some  firewood,  and  fire  the  leaves  until 
they  are  brought  to  perfection.  When  fresh,  the 
taste  is  decided,  but  when  fried  is  not  so  marked. 
When  fired  enough,  spread  it  on  door  and  bamboo 
screens,  and  whilst  moist  gently  roll  it  with  the 
hands;  when  finished  again  spread  it  over  a fire 
to  dry  it,  taking  care  not  to  let  it  be  burnt.  String 
bamboos  together  for  a matting,  and  whilst  warm 
cover  the  tea  with  bamboo  leaves,  for  misture  is 
detrimental  to  tea,  and  it  is  well  to  have  those 
leaves  to  protect  {t  * * ^ Whenever  tea  is  to 
be  infused  for  use,  take  water  from  a running 
stream  and  boil  it  over  a lively  fire.” 

This  quotation  in  all  probability  gives  the  old 
process  for  green  tea,  as  green  tea  after  being 
plucked  was  heated  before  being  rolled  and  fired, 
while  black  tea  after  picking  was  not  heated,  but 
allowed  to  wither  before  being  first  rolled,  and 
was  then  fermented,  rolled  again  and  fired. 

Great  attention  was  paid  to  the  kind  of  water 
used  for  making  tea.  Mountain  spring  water  was 
preferred,  that  from  clear,  running  brooks  was 
considered  the  next  best,  and  well  water  thought 
the  least  of  for  the  purpose. 

Rare  Chinese  Tea  Pictures 
Early  Chinese  pictures  concerning  tea  are  sur- 
prisingly rare.  One  in  the  British  Museum  col- 
lection, by  Chiu  Ying,  is  said  to  belong  to  the 
15th  century,  and  has  been  given  the  title  ‘‘Pre- 
paring Tea  for  His  Majesty.”  It  is  reproduced 
by  Backhouse  in  his  “Annals  and  Memoirs  of 
Peking,”  but  it  is  too  dim  to  be  very  satisfactory. 
Another,  by  Chou  Chen,  entitled  “Lu  Yu 
Preparing  Tea,”  and  belonging  to  the  Ming 


Dynasty  (1368-1644),  is  even  worse  in  this  re- 
spect. The  best  Chinese  pictures  on  the  subject 
apparently  belong  to  the  i8th  century,  and  are 
part  of  a series  which  represents  picking,  dry- 
ing and  firing.  There  are  several  European  pic- 
tures of  tea  in  China  belonging  to  the  period  fol- 
lowing its  introduction  into  Occidental  countries. 


NEW  TEA  DISTRICT  IN  SUMATRA 
Tea  culture  has  lately  been  undertaken  in  the 
Central  Batak  country  of  Sumatra,  especially  in 
the  region  southwest  of  Toba  Lake,  around 
Habinsaran,  according  to  advices  from  Java.  The 
altitude  of  the  Habinsaran  highland  is  from  3,500 
to  4,100  feet,  and  the  soil  is  reported  to  be  very 
favorable  for  tea  and  coffee.  Coffea  arabica  has 
been  under  cultivation  for  some  time,  and  the 
plantations  show  prospects  of  abundant  produc- 
tion of  good  quality,  especially  in  the  foothills  of 
the  Sihabo-habo.  Trial  tea  gardens  started  by  the 
Company  for  Colonial  Estates  on  the  Sibosoer 
estate  a year  and  a half  ago  give  evidence  of  a 
promising  future. 


NEW  COLOMBIAN  COFEEE  RAILWAY 
The  coffee  planters  of  Colombia  are  much  in- 
terested in  the  proposed  railway  to  connect  Carta- 
gena with  the  line  now  being  constructed  north 
from  Medellin  in  the  Department  of  Antioquia. 
The  new  line  is  expected  to  add  materially  to  the 
facilities  for  export  of  coffee  grown  in  this 
section. 


THE  ARMY’S  DAILY  COFEEE  RATION 
One  day’s  coffee  ration  for  one  division  of  the 
American  Army  of  Occupation  in  Germany 
amounts  to  2,500  pounds, 


TEA  AND  COFFEE  SIGNS  OF  THE  TIMES 

^How  the  Renaissance  of  Tea  and  Coffee  is  being  brought  about,  as 
Illustrated  by  the  Latest  Developnients  in  Advertising,  Merchandising 
and  the  Making  and  Serving  of  Our  Most  Popular  Beverages. 


THE  TEA  AND  COFFEE  OUTLOOK 


Trade  Opinion  on  the  Prospects  for  Increased 
Consumption  When  the  Nation 
Goes  Dry 

HE  big  question  befpre  the  trade  to-day  con- 
* cerns  the  outlook  for  tea  and  coffee  when 
national  prohibition  goes  into  effect  Practically 
all  men  believe  that  consumption  will  increase 
to  some  extent,  but  they  do  not  all  agree  that  a 
big  boom  is  immediately  ahead.  The  following 
letters  express  the  opinions  held  by  trade  leaders 
and  other  authorities : 

What  a Brazilian  Official  Thinks 

Dr.  Sebastao  Sampaio,  Brazilian  Consul  at  St. 
Louis,  and  former  chief  of  editorial  staff  of  the 
“Jornal  do  Commercio,”  Rio  de  Janeiro,  makes 
some  interesting  comments  on  John  E.  King’s 
article  published  in  the  Alarch  issue  under  the 
title  “Xo  Increase  for  Coffee,”  and  Thomas  J. 
\\  ebb’s  entitled  “Coffee  to  Come  Into  Its  Own.” 
He  also  offers  some  suggestions  for  increasing 
coffee  consumption  in  this  country,  as  follows : 

The  article  by  Mr.  King  is  very  interesting,  and 
generally  speaking,  makes  predictions  that  are 
worthy  of  consideration.  But  on  the  page  fol- 
lowing this  article  in  The  Tea  and  Coffee  Trade 
Journal  of  March,  Thomas  J.  Webb,  of  Chicago, 
in  an  article  on  the  same  subject  voices  opinions 
opposed  to  the  predictions  from  Detroit.  Mr. 
Webb  also  gives  the  experience  of  a big  importer, 
and  points  out  that  the  Sunday  prohibition  against 
alcoholic  drinks  which  has  been  prevalent  in  many 
parts  of  the  United  States  for  some  time  has 
brought  about  in  all  restaurants  and  eating  places 
open  on  Sundays  an  appreciable  increase  in  the 
consumption  of  coffee. 

The  opinions  and  the  experiences  of  Mr.  Webh 
will  be  read  with  great  pleasure  in  Brazil.  But 
for  me  this  pleasure  is  not  sufficient.  I have  dis- 
covered in  the  reasons  and  arguments  of  Mr. 
King  the  possibility  of  an  extraordinary  increase 
in  the  consumption  of  coffee  in  the  United  States 
as  a result  of  prohibition. 

In  my  opinion  Mr.  King  does  not  realize  the 
big  and  immediate  stimulating  effect  of  coffee, 
because_  he  knows  coffee  only  as  it  is  prepared  in 
the  United  States,  or  at  most  as  it  is  prepared 


here  and  in  London.  European  coffee  is  mixed 
with  chicory.  After  reading  Mr.  King’s  article  I 
douht  that  he  is  familiar  with  coffee  as  it  is  pre- 
pared in  Brazil,  especially  in  Brazilian  coffee 
houses. 

In  the  United  States  coffee  is  roasted  mildly, 
and  this  system  of  roasting  produces  a coffee 
to  70  per  cent  weaker  than  the  coffee  roasted  in 
Brazil.  This  is  reasonable;  for  while  coffee  in 
Brazil  is  taken  as  a liquor,  an  aperient  or  a diges- 
tive, coffee  in  the  United  States  is  merely  a drink 
taken  with  all  meals,  during  breakfast,  during 
luncheon,  during  dinner — a drink  which  is  served 
in  the  United  States  in  great  cups  three  or  four 
times  larger  than  Brazilian  cups — a drink  which 
is  served  here  instead  of  wine  or  beer,  like  water. 
Obviously  it  would  be  impossible  during  meals  to 
drink  coffee  as  it  is  prepared  in  Brazil,  yet  in 
the  quantity  consumed  in  America. 

I believe,  therefore,  that  if  all  hotels,  restaurants, 
cafes  and  other  places  serving  drinks  would,  in 
the  future,  prepare  coffee  under  two  systems : 
First,  under  the  American  system,  coffee  for 
meals  or  for  continuing  the  present-day  use ; sec- 
ond, under  the  Brazilian  system,  coffee  to  be 
taken  alone  as  a liquor,  aperient  or  digestive,  as 
a stimulant,  Mr.  King’s  prediction  will  not  be 
realized. 

The  consumption  of  coffee  in  the  United  States 
through  this  system  would  be  doubled ; which 
means  that  the  world’s  consumption  of  coffee 
would  increase  by  50  per  cent. 

The  drinking  of  coffee,  prepared  by  the  Bra- 
zilian system,  as  a substitute  for  alcoholics,  or  as 
a drink  alone,  would  make  possible  the  serving 
of  coffee  in  three  forms  with  great  success — hot 
coffee  in  small  cups  as  in  Brazil ; cold  in  glasses, 
an  excellent  refreshment  in  this  country  where 
during  summer  and  winter  one  is  never  offered 
a glass  of  water  without  getting  a glass  at  least 
half-filled  with  ice,  and  coffee  ice  cream,  a splen- 
did stimulant.  The  average  American  man  con- 
sumes three,  four  or  five  times  as  much  ice  cream 
as  does  the  Brazilian,  even  of  Rio  de  Janeiro, 
which  is  world  famous  for  its  ice  cream  houses, 
I am  sure  that  the  introduction  of  the  coffee 
flavor  would  make  ice  cream  even  more  popular  in 
the  United  States. 


Tea  and  Coffee  in  “Dry”  Los  Angeles 
S.  M.  Newmark,  of  Newmark  Bros.,  coffee 
roasters  and  tea  packers  of  Los  Angeles,  Cal., 
tells  of  the  experience  of  tea  and  coffee  in  his 
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city,  which  has  been  partially  “dry”  for  some 
time : 

Los  Angeles,  in  a measure,  has  already  passed 


f^a^^vivec/ 

^/^'Hotel  ST*  REGIS 


:ernoon 


Afternoon  tea  is  just  the 
touch  heeded  to  give  rest  and 
comfort  to  Fifth  Avenue 
shopping. 

In  the  old  Georgian  days,  Society 
folk,  Dukes  and  Duchesses,  gath- 
ered at  Chippendale’s  famous 
London  Shop  to  drink  his  tea  and 
re  Mel  i.h  his  delicious  gossip  of 
the  Court 

And  we,  of  this  hurrying 
age,  arc  the  better  for  observ- 
ing thc^e  little  amenities. 
Even  without  Courts,  there 
is  still  gossip  and  tea.  For 
such  respite,  the  ideal  place 
.is  the  Falm  Room  at  the 
ST.  REOIS.  Daintiest  of  cakes, 
exquisite  tea— music. 

Luncheon  ani  after 
Theatre  suppers  in 
the  OaJi  Room 

Dinner  in  the 
Fifth  A venue  Room 


- FIFTH  AVENUE 
^ at  FIFTY-FIFTH 
STREET 


How  A Fashionable  New  York  Hotel  Adver- 
tised Its  New  Tea  Service 


through  one  phase  of  prohibition.  Some  time  ago 
all  of  our  saloons  were  eliminated  through  a 
local  ordinance.  The  business  premises  which 
were  immediately  rendered  tenantless  where 
saloons  had  been  operated  were  rented  to  other 
lines  of  business.  In  some  cases  it  was  found  a 
simple  matter  to  convert  the  saloon  into  a soda 
fountain  and  candy  store,  the  fixtures  being  easily 
adapted ; in  other  cases  small  groceries  or  deli- 
catessens took  the  place  of  the  saloon,  and  in 
some  instances,  particularly  where  the  saloon  was 
part  of  a hotel,  lunch  counters  were  a natural 
evolution.  One  of  the  leading  hotel  bars  in  our 
city  is  now  a lunch  room,  patrons  being  accom- 
modated either  over  the  counter,  which  was  for- 
merly the  bar,  or  having  the  option  of  quick  ser- 
vice at  regular  tables.  This  is  also  the  case  in 
at  least  one  of  our  largest  local  clubs,  where  the 
bar  has  also  been  converted  into  a “quick  lunch” 
at  popular  prices. 

Inasmuch  as  Los  Angeles  has  always  patronized 
liberally  the  light  lunch,  largely  on  account  of  the 
nature  of  the  climate,  which  finds  a light  noon  meal 
the  most  healthful,  the  transition  here  was  a very 


natural  one,  and  it  may  not  be  safe  to  draw  gen- 
eral conclusions  for  other  parts  of  the  country. 
It  may  be  mentioned  that  practically  every  soda 
fountain  of  importance  has  for  a long  time  served 
light  lunches  during  the  noon  hour.  At  the  pre.s- 
ent  time  the  sale  of  light  wines  and  beer  is  per- 
mitted by  wholesale  liquor  houses  and  also  in  a 
restricted  way  by  restaurants,  so  that  we  are  only 
what  may  be  termed  a 50  per  cent  prohibition 
community,  and  the  effects  of  total  prohibition 
have  accordingly  not  been  experienced. 

Of  course,  it  is  natural  to  assume  that  the  pro- 
hibition of  alcoholic  liquors  will  help  the  sale  of 
harmless  stimulants  such  as  tea  or  coffee,  but 


“The  severely  drink  „ 
of  pleasure  and  of  health 

COFFEE 

Whether  or  not  prohibifron  prevail, 
we  shalt  always  want — coffee 

Coffee  has  become  the  most 
popular  beverage  in  the  world, 
simply  because  it  appeals  to  a 
natural  taste  rather  than  to 
an  acquired  appetite.  It 
serves  both  as  food  and  drink. 

Public  opinion  is  how,  ever 
was,  and  ever  shall  be  strongly 
and  emphatically  in  favor  of 
coffee,  ft  is  approved  by  men 
and  women  everywhere — by 
all  classes— by  all  America. 

Coffee  is  the  comfort  and 
solace,  of  the  millions.  It  is 
cheering;  soothing,  sustaining 
and  satisfying.  Who  will  deny 
its  rare  charm  and  rich  flavor? 

Cofi«e—  the  American  dtinlc  * 


A Coffee  Campaign  Advertisement  Designed' 
BY  THE  Joint  Trade  Committee 

theorizing  cannot  reach  positive  conclusion.s. 
The  factor  of  climatic  conditions  also  enters  into 
the  proposition.  In  Los  Angeles,  for  instance, 
there  are  a great  many  beautiful  and  elegantly 
appointed  parlors  where  soft  drinks  and  ices  are,' 
served  together  with  a light  lunch  during  the 
noon  hours.  While  every  large  city  has  attrac-f 
tive  places  of  this  kind,  it  is  in  Los  Angeles  that/ 
they  have  probably  had  their  fullest  development. 


Who  can  resist  the  aroma,  the  ' 

"bouquet"  of  a fragrant  cup  ^ 

of  good  coffee? 

Coffee  is  a man’s  drink.  A I 

comfy,  chummy,  clubby  drink  ^ 

—a  social,  convivial,  “good- 
fellow”  drink.  Wherever  men 
meet  to  dine  or  deliberate- 
, there  is  coffee. 

So,  naturally, — coffee  is  en-  *; 

throned.  The  good  old-fash-  ■ 

ioned  coffee-houses  are  already  \ 

being  revived,  the  meeting  ; 

place  of  the  millions;  where  ^ 

men  and  women,  too,  may  find  | 

rest,  refreshment,  relaxation  | 

and— |ood  company,  f 
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They  occupy  the  same  social  relation  in  so  far  as 
the  female  population  is  concerned  as  the  saloons 
have  done  for  the  male,  and  it  may  be  noted  that 
they  are  very  well  patronized  also  by  the  male 
element.  In  the  summer  it  is  probable  that  the 
elimination  of  alcoholic  beverages  will  stimulate 
locally  the  sale  of  soft  drinks,  etc.,  and  in  winter 
coffee  and  tea  will  no  doubt  have  a larger  sale 
through  their  elimination. 

Coffee  S.-m.ooxs  ix  Poorer  Sectiox.s 
Of  course,  it  is  no  doubt  possible  to  establish 
tea  and  coffee  saloons  where  the  atmosphere  will 
be  congenial  to  those  who  have  formerly  been  in 


TEA  SAMPLING  PUBLICITY  PLAN 


How  to  Increase  Sales  by  Educating  House- 
wives Through  Their  Husbands  and  to 
Raise  Funds  for  an  Adver- 
tising Campaign 


QINCE  the  tea  trade  became  actively  concerned 
^ about  a propaganda  to  increase  tea  drinking 
in  the  United  States,  many  plans  have  lieen  sug- 
gested as  the  best  means  of  bringing  about  the 


- 'S'" 


Hotel  Tea  Service  in  ax  Out-Door  Japanese  Garden 


This  night-time  picture  shows  only  one  corner  of  the  out-door  Japanese  Tea  Garden  conducted  I>y  the  Gunter 
Hotel,  .San  Antonio,  Tex.  It  seats  550  people,  catering  to  about  150,000  patrons  during  the  summer  season.  Tlie 

garden  has  been  a success  from  the  start. 


the  habit  of  patronizing  alcoholic  saloons.  This 
would  lie  especially  true  in  the  poorer  parts  of 
town.  The  social  center  idea,  which  would  have 
to  be  developed  along  with  these  saloons  in  order 
to  popularize  them,  would  involve  other  recrea- 
tional features  to  make  them  attractive,  such  as 
newspaper  files,  popular  magazines  and  tables 
where  games  such  as  checkers  and  chess  and  card 
games  could'be  played. 

It  is  my  opinion  that  the  problem  of  popularizing 
tea  and  coffee  as  a substitute  for  alcoholic  drinks 
is  a problem  that  must  be  solved  by  each  com- 
munity in  accordance  with  the  character  of  that 
particular  community.  While  the  experience  of 
others  may  be,  to  a limited  extent,  a guiding  in- 
fluence, they  should  not  be  depended  upon  too 
much,  as  all  local  factors  must  be  considered  in 
determining  what  is  best  to  accomplish  the  de- 
sired end. 


desired  result.  Recently  one  of  the  leading  tea 
experts  in  this  country  disclosed  his  ideas. 

He  hinges  his  plan  on  the  coming  “dry”  period, 
proposing  to  educate  alcoholic  drinkers  to  the 
virtues  of  tea  to  take  the  i)lace  of  liquor.  lie 
suggests  the  slogan,  “Tea  and  Temperance.”  He 
believes  tea  could  be  served  to  workmen  without 
cost  at  lunch  time  and  again  when  they  arc  leav- 
ing for  home  at  night.  Each  man  would  be  given 
a sample  of  the  tea  he  drank,  together  with  a 
leaflet  addressed  to  the  housewife  bearing  the 
following  message:  “'I'liis  is  a sample  of  the 

kind  of  tea  your  husband  is  drinking  at  his  work, 
and  this  is  how  it  is  made.  If  you  want  to  please 
him  get  the  same  kind  of  tea  from  the  grocer, 
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who  supplies  it  in  a bag  bearing  this  symbol  or 
sign,  or  any  packet  tea  bearing  a similar  stamp.” 

According  to  the  plan,  the  tea  would  be  served 
from  automobile  trucks  carrying  two  or  more 
50-gallon  insulated  tanks,  with  enameled  mugs 
and  trays,  all  bearing  the  symbol  mentioned 
above.  The  expense  would  be  borne  by  the  em- 
ployer of  the  workmen  as  welfare  work. 

To  carry  out  the  plan  it  is  suggested  that  a 
syndicate,  bearing  the  name,  “American  Tea  Mer- 
chants’ Association,”  be  organized,  and  that  tea 
importers  and  packers  be  invited  to  participate  as 
charter  members,  with  subscriptions  of  $5,000 
each,  to  be  paid  in  four  instalments  of  $1,250 
every  six  months.  Large  employers  of  labor 
would  also  be  asked  to  join. 

The  plan  comprehends  fostering  the  sale  of 
all  kinds  of  tea,  the  only  provision  being  that  the 
S3Uidicate  tea  should  conform  to  three  standards 
endorsed  by  the  association,  say  40-cent,  60-cent 
and  $1,00  values. 

It  is  further  proposed  to  adopt  a trade  mark 
or  symbol  to  be  applied  to  every  package  of  syn- 
dicate tea  sold.  The  association  would  deal  only 
in  bags  and  stamps  bearing  the  registered  symbol, 
buying  them  in  large  quantities  so  that  they  could 
be  supplied  to  the  trade  at  a mere  fraction  over 
cost,  and  less  than  for  what  the  individual 
could  buy  them.  The  money  thus  raised  would 
be  spent,  under  the  association’s  guarantee,  in 
local  and  national  advertising  setting  forth  the 
claims  of  tea  as  a national  beverage,  and  coupling 
up  the  welfare  work  in  the  shops  with  the  mer- 
chants handling  syndicate  tea. 

The  symbol  would  be  featured  in  every  adver- 
tisement as  the  sign  of  quality  and  square  dealing, 
and  used  on  all  stationery,  wagons,  cups,  utensils 
and  bags  used  by  the  members  of  the  association. 
The  suggested  design  for  the  symbol  shows  a 
white  circle  with  a blue  round  center  mounted 
on  a red  cross. 

The  proposer  of  the  foregoing  plan  believes  that 
by  his  method  the  per  capita  consumption  of 
tea  in  the  United  States  could  be  doubled  in  a 
few  years.  He  says:  “Tea  of  good  quality, 
made  right  and  served  right,  with  the  proper 
welfare  surroundings,  at  the  moment  when  the 
worker  is  in  the  right  mood  to  receive  and  ap- 
preciate it,  would  fall  right'  in  line  with  the 
closing  of  the  saloon. 


COFFEE  COMMITTEE  PRESS  AGENT? 

The  Joint  Coffee  Trade  Publicity  Committee 
met  in  New  York  on  May  7 and  decided  to  em- 
ploy a publicity  man.  Chairman  Weir  would  not 
say  who  he  is  to  be,  or  what  his  duties  will 
comprehend. 


May,  iqiq 

COFFEE  AND  THE  MEAT  PACKERS 

A Survey  of  Late  Developments  in  Connection 
With  the  Agitation  Against  the  Activities 
of  the  “Big  Five” 


^OFFEE  men  continue  to  discuss  the  probable 
^ effects  of  competition  by  meat  packing  in- 
terests. At  least  two  of  the  so-called  “Big  Five” 
are  now  marketing  coffee,  and  many  prominent 
members  of  the  trade  fear  that  this  competition 
will  seriously  curtail  their  business.  They  con- 
tend that  if  the  wholesale  grocer  is  doomed  un- 
less the  meat  packers  are  curbed,  as  is  claimed  by 
Chairman  Colver,  of  the  Federal  Trade  Com- 
mission, so  also  is  the  wholesale  coffee  packer 
menaced  if  the  “Big  Five”  are  permitted  to  fol- 
low the  same  practices  in  coffee  buying  and  dis- 
tributing as  in  other  lines. 

For  the  purpose  of'sounding  trade  opinion  this 
paper  has  consulted  representative  coffee  roast- 
ers, and  as  a result  of  this  inquiry  it  can  be  stated 
that  there  is  a decided  feeling  in  the  trade  that 
something  ought  to  be  done  to  protect  the  in- 
terests of  the  independent  coffee  roaster  and 
distributer. 

Trade  Leaders  Are  Concerned 
F.  J.  Ach,  of  The  Canby,  Ach  & Canby  Com-  ; 
pany,  Dayton,  says  there  is  much  occasion  for  r 
concern.  He.  declares : “With  the  enormous 

capital  that  they  command  it  would  be  quite  ■ 
feasible  for  the  meat  packers  to  influence  the  [ 
coffee  market  in  whatever  direction  they  might 
wish.  They  possess  certain  advantages  in  the  ; 
controlling  of  refrigerator  cars  that  give  them 
not  only  a more  expeditious  delivery,  but  also  an  i 
appreciable  advantage  in  freight  rates.  Their  | 
distribution  of  meats  and  meat  products  already  i 
takes  care  of  their  overhead  and  of  their  local  ) 
distribution  expense,  and  this  would  give  them  | 
advantages  in  the  handling  of  coffee  to  the  det-  j 
riment  of  regular  roasters.  There  would  be  no 
compensating  ultimate  advantage  for  the  con- 
sumer. Their  control  of  the  meat  industry  suf- 
ficiently indicates  why,”  Mr.  Ach  believes  that 
Herbert  Hoover  touched  the  crux  of  the  problem 
when  he  recommended  legislation  that  would  con- 
fine the  activities  of  the  packers  to  the  distribu- 
tion of  meats  and  kindred  products. 

Robert  Meyer,  of  the  Meyer  Bros,  Coffee  & 
Spice  Company,  is  also  apprehensive.  He  writes 
as  follows:  “The  ‘Big  Five,’  or  any  two  of  them, 

can  afford  to  sell  coffee  at  an  actual  loss  and 
make  up  for  it  by  abnormal  profits  on  meats  and 
by-products,  thus  practically  putting  regular 
coffee  roasters  out  of  business,  I incline  to  the 


May,  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


423 


opinion  that  the  packers  are  going  to  bend  every 
effort  to  make  it  hot  for  the  coffee  roasters.  It 
is  time  the  Government  put  forth  stronger  efforts 
than  ever  before  to  curtail  this  octopus.” 

The  A.  J.  Kasper  Company,  Chicago,  states 
that  the  packers  are  not  operating  coffee  to  any 
extent  at  present,  and  that  they  cannot  corner  the 
market  and  have  no  monopoly  on  brains,  process 
of  manufacture,  skill  in  blending,  salesmanship 
or  method  of  distribution.  Nevertheless,  the 
Kasper  Company  feels  that  the  meat  packing  in- 
dustry as  at  present  conducted  is  a menace  to 
public  welfare  and  that  the  remedy  rests  largely 
with  the  dealer.  This  firm  suggests  that  grocers 
put  into  effect  “an  economic  blockade  against  the 
packers.” 

Packers  Deny  Intent  to  Monopolize 

It  is  understood  that  only  two  of  the  meat 
packing  houses  are  now  putting  out  coffee — 
Wilson  & Co.  and  Armour  & Co.  In  letters  to 
the  editor  of  The  Tea  and  Coffee  Trade 
Journal,  the  heads  of  both  of  these  firms  deny 
any  intention  to  monopolize  the  coffee  business. 
J.  Ogden  Armour  says  that  Armour  & Co.  has 
“made  no  plans  looking  to  a widespread  and 
comprehensive  marketing  of  coffee,”  and  that 
they  do  not  propose  to  sell  coffee  unless  they  can 
make  a reasonable  profit  on  it.  In  reference  to 
Armour  & Company’s  plans  for  coffee  distribu- 
tion, Mr.  Armour  says : “We  have  no  hope  that 

we  will  ever  become  dominant  in  the  coffee  field. 
A firm  has  limitations  just  as  has  the  individual. 
Its  efficiency  becomes  impaired  when  it  attempts 
to  do  more  than  it  is  logically  fitted  to  do.  I am 
not  aware  of  any  particular  genius  on  our  part 
that  will  enable  us  to  revolutionize  the  distribu- 
tion of  coffee,  and  without  such  genius  I think  it 
would  be  folly  for  us  to  even  attempt  to  become 
dominant.  In  so  far  as  our  distributing  ma- 
chinery is  fitted  to  handle  coffee  we  will  handle 
it;  but  there  is  no  reason  to  believe  that  this 
machinery  as  at  present  constituted  will  make 
it  impossible  for  other  honest  business  concerns 
to  engage  in  the  business  and  to  grow  as  the 
business  grows.” 

Thomas  E.  Wilson,  president  of  Wilson  & Co., 
states  that  “The  coffee  packer  has  no  more  to 
fear  from  our  competition  than  he  would  from 
any  competitor  who  is  endeavoring  to  serve  the 
American  public  through  the  retailer  by  offering 
the  best  possible  qualities  for  the  least  possible 
prices  consistent  with  an  adequate  return  from 
the  capital  invested.”  Mr.  Wilson  says  that  his 
plans  for  marketing  coffee  are  very  indefinite. 
Referring  to  the  charges  that  the  packers  would 


attempt  to  monopolize  the  coffee  industry,  Mr. 
Wilson  says  that  “such  a procedure  from  a busi- 
ness standpoint  would  seem  highly  undesirable 
with  an  undue  clement  of  risk  for  the  possible 
profit  which  might  he  derived.’’ 

Colver’s  Views  Unchanged 
Meantime,  William  R.  Colvcr,  chairman  of  the 
Federal  Trade  Commission,  who  has  been  largely 
instrumental  in  focusing  trade  attention  on  the 
methods  of  the  meat  packers,  continues  to  look 
upon  the  “Big  Five’’  as  a grocery  trade  menace. 
In  a letter  to  The  Tea  and  Coffee 
Journal,  dated  March  15,  1919,  Mr,  Colver  says: 
“I  know  nothing  at  present  to  cause  me  to  alter 
my  opinion  recently  expressed  that  the  meat 
packing  interests  constitute  a menace  to  the 
wholesale  grocery  trade.  While  we  have  no  new 
information  concerning  the  packers’  plans  for 
coffee  distribution  we  are  aware  that  coffee  is 
being  handled  in  a considerable  way  liy  at  least 
one  of  the  big  packers,  and  that  large  control  of 
the  coffee  distributing  business  by  the  big  packer 
would  seem  to  be  quite  as  possible  as  their  con- 
trol in  any  other'  grocery  line.” 

One  of  the  most  recent  developments  in  the 
meat  packer  agitation  was  the  announcement  by 
Armour  & Co.  that  it  would  prosecute  anyone 
stating  that  they  were  interested  in  chain  stores 
or  the  general  retail  business. 

Following  this  announcement,  John  M.  Cross, 
in  a speech  at  Syracuse,  charged  that  Armour 
& Co.  seek  to  control  the  food  market.  Mr. 
Cross  asked  Armour  & Co.  to  produce  proof  that 
they  did  not  own  the  Randolph  markets  at  Chi- 
cago; also,  if  they  were  willing  to  pulilicly  deny 
“that  there  is  a pool  on  foot  of  $500,000,000  with 
Armour  and  Du  Pont  to  spread  a blanket  of 
chain  stores  over  this  land  of  ours.”  He  also 
asked  who  owns  “the  big  retail  store  on  I'orty- 
third  street,  Chicago,  between  Center  and  Throop 
streets.” 

Armour  & Company’s  Denial 
In  reply  to  these  and  several  other  questions. 
Armour  & Co.,  in  a letter  to  the  press,  deny  that 
they  are  in  the  retail  grocery  business,  or  that 
they  have  intention  of  engaging  in  that  line.  In 
the  course  of  their  detailed  answer  to  Mr.  Cross’ 
questions,  they  state  that  they  do  not  own  the 
Randolph  markets ; that  the  $500,000,000  pool 
rumor  is  without  foundation  ; that  the  retail  store 
between  Center  and  Throop  streets,  Chicago,  is  a 
jiacking  house  store  operated  for  the  benefit  of 
the  employees  of  the  company. 

At  the  last  convention  of  the  National  Coffee 
Roasters’  Association,  a resolution  was  adopted 
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providing  for  a committee  to  consider  packer 
coffee  competition.  It  is  understood  that  this 
committee  is  now  investigating  the  matter  in  co- 
operation with  similar  committees  from  other 
associations,  but  no  definite  conclusion  has  been 
reached. 


ABOUT  HIGHER  COFFEE  PRICES 

Brazilian  Government  Official  Decries  “Pes- 
simistic Propaganda,”  and  Warns  Against 
Accepting  Exaggerated  Frost  Reports 

[from  a staff  correspondent] 

St.  Louis,  Mo.,  April  17,  1919. 
J^R.  SEBASTAO  SAMPAIO,  the  Brazilian 
Consul  at  St.  Louis,  in  an  interview  to-day 
with  the  local  correspondent  of  The  Tea  and 
Coffee  Trade  Journal,  decried  what  he  termed" 
the  ‘‘pessimistic  propaganda  to  forecast  higher 
coffee  prices.”  He  also  greatly  deprecated  re- 
ports of  serious  damage  to  the  current  coffee 
crop  of  Brazil. 

Mr.  Sampaio,  in  addition  to  his  consular  post,  is 
the  American  editorial  representative  of  the 
“Jornal  do  Commercio,”  of  Rio  de  Janeiro,  of 
which  publication  he  was  chief  of  the  editorial 
staff  before  entering  the  consular  service.  He  is 
a native  of  the  State  of  Sao  Paulo,  is  intimately 
acquainted  with  conditions  in  and  near  Santos, 
•and  only  recently  arrived  from  Brazil.  In  the 
interview  that  follows  he  describes  the  conditions 
at  Santos,  on  which  he  bases  his  belief  that  re- 
ports of  a critical  situation  because  of  an  over- 
abundance of  frosted  coffee  are  unduly  pessimistic. 

About  Pessimistic  Propaganda 

In  connection  with  the  prediction  of  “50-  to 
60-cent  coffee,”  Dr.  Sampaio  pays  a compliment 
to  the  “commercial  competence  and  commercial 
honesty”  of  the  American  coffee  trade.  The 
“pessimistic  propaganda”  he  attributes  largely  to 
interests  that  would  prevent  coffee  from  takiiig 
its  rightful  position  of  “alcohol’s  best  substitute.” 

He  said : 

“I  have  not  had  the  pleasure  of  meeting  Mr. 
Brand,  president  of  the  N.  C.  R.  A.,  but  in  view 
of  his  position  I prefer  to  accept  the  statement  of 
the  New  York  office  of  the  national  association 
to  the  effect  that  Mr.  Brand  was  misquoted  in 
newspaper  articles  which  attributed  to  him  the 
statement:  ‘a  hard  frost  last  year  devastated  the 
Brazilian  fields  ^ when  the  new  crop 

arrives  the  price  for  common  coffee  will  be  about 
50  cents  a pound,  and  better  grades  from  50  to 
60  cents,  and  no  further  abnormal  prices  should 
prevail.’ 

“Nevertheless,  I take  this  opportunity  to  tell 


of  the  present  tendency  to  accept  as  fact  all  un- 
confirmed cablegrams  from  Brazil,  and  even  to 
epggerate  pessimistic  reports  about  coffee  frosts 
difficulty  of  storage,  transportation  facilities,  and 
other  things  affecting  the  Brazilian  coffee  market. 
This  pessimism  always  seems  to  have  one  ten- 
dency and  purpose,  namely,  to  create  the  impres- 
sion that  the  price  of  coffee  will  be  increased. 

The  Effect  on  Consumption 

“It  is  difficult  for  me  to  believe  that  the  coffee 
men  of  the  United  States  are  taking  part  in  this 
propaganda.  It  is  true  that  the  publication  of 
such  reports  momentarily  helps  the  sale  of  coffee 
at  high  prices.  But  the  business  men  of  the 
coffee  trade  in  the  United  States  have  not  only 
financial  but  economic  competence.  I believe  they 
realize  the  big  opportunity  before  the  coffee  in- 
dustry created  by  the  coming  of  prohibition,  that 
the  all-important  means  of  taking  advantage  of 
this  opportunity  is  to  do  everything  possible  to 
increase  the  consumption  of  coffee,  and,  finally, 
that  high  prices  and  the  prediction  of  still  higher 
prices  are  not  conducive  to  increased  consumption. 

“I  prefer  to  believe  that  the  most  aggressive 
this  pessimistic  propaganda  is  due  to  ac- 
tivities by  interests  representing  other  com- 
modities that  may  be  offered  as  substitutes  for  . 
alcohol  after  July  i,  and  perhaps  also  to  coffee 
substitute  interests.  “It  is  possible  that  coffee 
speculators  also  have  a hand  in  this  propaganda. 
However,  I have  been  in  the  United  States  only 
six  months,  and  do  not  know  to  what  extent  the 
coffee  trade  of  this  country  permits  the  activities 
of  speculators.  I am  glad  to  say  that  all  the  • 

American  coffee  men  whose  acquaintance  I have  ^ 

made  give  me  always  a big  impression  not  only  ' 
of  their  commercial  intelligence  but  of  com-  ■ 
mercial  honesty. 

Exporter  Versus  Importer  j 

“The  question  of  prices  of  coffee  throughout  ^ 
the  world  must  be  seen  with  this  point  of  view: 
the  Brazilian  coffee  men,  growers  and  exporters, 
and  the  importers  of  foreign  countries  are  two 
powers  with  equal  intelligence,  equal  competence.  ' 
equally  active,  and  with  equal  instruments  of  ' 
action.  Each  of  these  two  powers  defends  its  ( 

own  interests  with  logical  precautions,  but  both  3 

understand  that  an  increase  in  the  price  of  coffee,  | 
especially  at  this  time,  and  especially  in  the  United  j 
States,  is  not  best  for  the  present  and  future  of 
the  coffee  trade.  \ 

“The  Government  of  Brazil  knows  exactly  the 
coffee  situation,  and  is  first  to  take  any  action 
to  help  the  coffee  industry.  Senor  Domicio  da 
Gama,  until  last  September  Brazilian  Ambas- 
sador at  Washington,  now  foreign  minister  of 
Brazil,  is  just  the  man  needed  in  his  place  at 
this  moment.  The  Government  of  Sao  Paulo  has 
officially  announced  the  liquidation  of  the  last 
responsibility  of  coffee  valorization  and  that  the 
coffee  surtax  will  be  abolished.” 

At  this  point  the  correspondent  asked  Dt. 
Sampaio  whether  the  production  of  coffee  in 
Brazil  would  or  could  keep  pace  with  the  expected 
increase  in  consumption  of  coffee.  His  reply 
was : 

“Brazil  is  larger  than  the  United  States.  Every 
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State  in  Brazil  has  excellent  lands  for  coffee 
growing.  The  new  plantations  are  so  large  and 
numerous  that  many  States  are  now  restricting 
the  opening  of  additional  coffee  fields.  If  in  a 
few  years  the  entire  world  should  be  ‘dry,’  the 
Brazilian  Government  would  remove  restrictions, 
new  plantations  would  be  opened,  and  Brazil 
would  produce  any  amount  of  coffee  that  might 
be  necessary  to  fill  the  demand  for  alcohol’s  best 
substitute. 

More  About  Frosted  Coffee 

“I  have  not  thus  far  received  any  official  in- 
formation concerning  frosted  coffee  in  the  Bra- 
zilian markets.  I hope,  however,  that  the  report 
from  Rio  to  the  effect  that  Santos  is  overloaded 
with  frosted  coffee  is — as  all  early  reports  are 
likely  to  be — unduly  pessimistic. 

“Coffee  exportation  in  Sao  Paulo  is  a very  old 
industry,  and  all  coffee  growers  know  that  the 
selection  of  high  grades  of  coffee  for  export  is 
imperative.  Also,  the  coffee  plantations  in  the 
highlands  of  Sao  Paulo  and  other  States  of  Brazil 
are  always  exempt  from  frosts  because  of  their 
high  altitude.  In  view  of  these  two  facts,  I doubt 
that  the  greater  part  of  the  present  Santos  crop 
has  been  frosted. 

“As  to  the  question  of  the  difficulties  of  storage 
room.  I have  little  fear  of  the  ‘bad  time’  predicted 
by  the  correspondent  at  Rio,  if  the  French  Gov- 
ernment does  not  provide  ships  for  her  large 
stocks  of  Santos  coffee.  France  now  has  ships 
and  needs  coffee,  because  her  coffee  stocks  have 
been,  or  very  soon  will  be,  exhausted,  and  at  the 
same  time  the  consumption  of  coffee  is  largely 
increasing  in  that  and  other  European  countries. 

How  Brazil  Can  Protect  Its  Trade 

“If  the  French  Government  does  not  send  ships 
quickly  the  Brazilian  Government  will  take  action 
to  safeguard  the  most  important  industry  of  the 
country.  It  should  be  remembered  that  the  Bra- 
zilian Government  has  control  of  a ‘steamship 
company  operating  about  half  a million  tons  of 
ocean  bottoms,  and  that  this  can  be  augmented 
by  another  half  million  tons  of  shippiii'-  space 
belonging  to  other  Brazilian  companies.  ^ Further- 
more, many  of  the  steamship  companies  which 
have  resumed  navigation  between  Europe  and 
Brazil  or  between  Brazil  and  other  continents 
will  be  inclined,  through  contracts  or  otherwise, 
to  give  all  possible  aid  to  Brazil  in  just  such  an 
emergency  as  this. 

“The  United  States  during  the  last  few  months 
has  seen  a striking  example  of  the  activity  of 
Brazil  in  this  respect.  On  one  day  in  March 
there  arrived  in  this  country  a dozen  or  more 
large  English  steamships,  all  from  Santos  and 
all  loaded  with  coffee.  New  Orleans  alone  re- 
ceived from  these  ships  400,000  bags  of  coffee,  the 
balance  of  cargoes  going  to  New  York. 

“I  know  storage  conditions  in  Santos.  I come 
from  the  State  of  Sao  Paulo,  and  Santos  is  the 
second  city  of  that  State.  Since  1906  Santos  has 
been  prepared  for  the  biggest  possible  coffee  crop 
or  stocks. 

“But  most  important  of  all — and  most  enlight- 
ening in  this  case — is  a knowledge  of  railroad 
conditions  in  the  State  of  Sao  Paulo.  Fully  80 
per  cent  of  the  coffee  of  this  State  is  routed 


through  Campinas,  Junliahy,  the  city  of  Sao 
Paulo  to  Santos.  Each  of  these  cities  has  very 
extensive  storage  facilities,  which  can  take  care 
of  any  emergency  that  might  confront  Santos. 
The  railroad  facilities  between  these  cities  are 
marvelous. 

“Two-thirds  of  all  the  coffee  of  the  world  is 
exported  from  Santos.  Knowing  this,  of  course, 
the  railroads  in  this  section  of  Brazil  have  de- 
veloped their  facilities  to  the  point  where  they 
can,  if  necessary,  run  a coffee  train  every  ten 
minutes  day  or  night  for  weeks  at  a time.  Cam- 
pinas alone  is  a center  for  six  railroads.  It  will 
be  seen  from  this  that  it  is  almost  impossible  for 
a situation  to  arise  in  Santos  where  it  would  be 
difficult  to  find  storage  facilities  for  any  quantity 
of  coffee.” 


OVER-ESTIMATED  FROST  REPORTS 
Last  month  the  types  made  us  say  that  some 
Brazil  coffee  growers  and  commissarios  “manipu- 
late” frost  reports  whereas  the  word  “over- 
estimate” was  clearly  intended.  Sebastao  Sam- 
paio,  the  Brazil  Consul  at  St.  Louis,  has  called 
our  attention  to  the  error  and  we  are  glad  to 
correct  it.  Coffee  growers  and  commissarios 
sometimes  over-estimate  frost  damage,  but  it  is 
peculiarly  the  province  of  the  market  operators 
to  manipulate  prices,  by  means  of  frost  and  other 
pessimistic  propaganda. — The  Editors. 


BRAZIL  COFFEE  COMMISSIONER  BACK 

Th.  Langgaard  de  Menezes,  representative  for 
the  Sociedade  Promotora  da  Defesa  do  Cafe 
in  the  United  States,  the  organization  of  Brazilian 
coffee  interests  behind  the  national  propaganda 
now  being  carried  on  in  this  country,  arrived  in 
New  York,  April  24,  aboard  the  steamer  Vanban, 
after  an  absence  of  about  five  months  in  Brazil. 
George  W.  Lawrence  arrived  on  the  same  ship. 

Mr.  de  Menezes  comes  back  with  new  honors, 
having  been  appointed  by  the  Minister  of  Com- 
merce commercial  agent  in  the  United  States.  In 
addition  to  his  new  duties  he  will  continue  to 
represent  the  Society  for  the  Defense  of  Coffee, 
with  headquarters  at  74  Wall  street.  New  York. 


BRAZIL  AWARDED  PAY  FOR  COFFEE 
The  Paris  peace  conference  has  decided  that 
Germany  shall  pay  Brazil  for  the  valorized  cof- 
fee stocks  confiscated  at  Hamburg,  Bremen  and 
Antwerp  at  the  beginning  of  the  war,  according 
to  cable  advices  received  in  Rio  de  Janeiro  from 
Dr.  Epitacio  Pessoa,  head  of  the  Brazilian  peace 
delegation.  The  award  includes  the  value  of 
more  than  2,000,000  bags  of  coffee  and  interest, 
making  a total  of  about  $35,000,000. 
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TEA  CAMPAIGN  DEVELOPMENTS 


Tea  Association  Changes  By-Laws  to  Carry 
Out  Propaganda  Plan — Finance 
Committee  Named 


A T a meeting  of  the  Tea  Association  of  the 
United  States,  held  in  New  York  on  April 
17,  the  by-laws  of  the  organization  were  changed 
to  permit  the  carrying  out  of  the  programme  ad- 
vocated in  the  report  of  the  committee  appointed 
at  the  previous  meeting  to  devise  ways  and  means 
for  promoting  a national  tea  publicity  campaign. 

A committee  has  been  named  to  raise  the  neces- 
sary funds  for  the  campaign  under  the  plans  out- 
lined in  the  original  programme,  a digest  of 
which  appeared  in  the  April  issue  of  The  Tea 
AND  Coffee  Trade  Journal,  This  committee  has 
had  several  meetings,  and  it  is  understood  that 
steps  have  already  been  taken  to  bring  the  matter 
to  the  attention  of  the  authorities  in  the  various 
producing  countries. 

The  propaganda  plan  provides  for  an  elaborate 
committee  system  representing  all  factors  in  the 
trade,  but  thus  far  only  the  finance  committee  has 
been  named.  The  original  plan  provided  that  the 
signatures  of  firms  whose  total  volume  of  business 
represented  at  least  60  per  cent  of  the  tea  im- 
portations into  the  United  States  be  secured  be- 
fore the  plan  be  put  into  force.  This  has  since 
been  changed  to  80  per  cent,  and  an  effort  is  now 
being  made  to  get  the  necessary  signatures. 

The  finance  committee  consists  of  representa- 
tives of  the  various  branches  of  the  trade  in  both 
this  and  the  producing  countries.  The  firms  rep- 
resented on  the  United  States  committees,  with 
the  chairman  for  each  country,  are:  Japan,  J.  F. 

Hartley,  Carter,  Macy  & Co.,  chairman,  Irwin- 
Harrisons  & Crosfield  and  Hellyer  & Co.  For- 
mosa, J.  H,  Swenarton,  Jardine,  Matheson  & Co., 
chairman,  Mitsui  & Co.,  and  Robinson  & Wood- 
worth.  China,  R.  L.  Hecht,  Irwin-Harrisons  & 
Crosfield,  chairman,  W.  R,  Grace  & Co.  and  M.  J, 
Brandstein  & Co.  Ceylon,  Thomas  Dunne,  Whit- 
tall  & Co.,  Inc.,  chairman,  Dodwell  & Co.,  and 
T.  J.  Lipton,  Inc.  India,  H.  P,  Thomson,  Anglo- 
American  Direct  Tea  Trading  Company,  chair- 
man, R.  Blechynden  and  Ridgways,  Inc. 

The  committees  for  the  producing  countries, 
also  London,  with  the  chairman  of  each,  are : 
Japan,  Mr.  Furuya,  Murai  Trading  Company, 
chairman.  Carter,  Macy  & Co.,  Inc.,  Jardine, 
Matheson  & Co.,  J.  C.  Whitney  Company,  Hellyer 
& Co.,  Fuji  Company,  Irwin-Harrisons  & Cros- 
field, Siegfried,  Schmidt  Company  and  Hunt  & 
Co.  Formosa,  Mr.  Beebe,  Carter,  Macy  & Co., 


chairman,  Mitsui  & Co.,  Boyd  & Co.,  Tait  & Co., 
A.  Colburn  Company,  Jardine,  Matheson  & Co., 
J.  C.  Whitney  Company,  Nozawa  & Co.,  and 
Asana  Bussan  Kaisha.  China  (Shanghai  and 
Hankow),  Harrison,  King  & Irwin,  Alexander 
Campbell  & Co.,  J.  C.  Whitney  Company,  Carter, 
Macy  & Co.,  Dowell  & Co.  (Foochow),  Jardine, 
Matheson  & Co.,  and  Odell  & Co.  Ceylon, 
Whittall  & Co.,  Dodwell  & Co.,  Lee,  Hedges  & 
Co.,  Harrisons  & Crosfield,  Carter,  Macy  & Co., 
Colombo  C.  Co.,  and  Bosanquet  & Co.  India, 
James  Finlay  & Co.,  McLoud  & Co.,  and  Balber, 
Lawrie  & Co.  London,  Anglo-American  D.  T.  T., 
Ltd.,  T.  J.  Lipton,  Ridgways,  Ltd.,  Joseph  Tetley 
& Co.,  Brooke,  Bond  & Co.,  Densham  & Sons, 
Ltd.,  McMeekin  & Co.,  Ceylon  Association,  and 
India  Tea  Cess  Company. 

The  personnel  of  the  Java  committee  has  not 
been  fully  determined  upon  as  yet. 

“COCOA  CANNONS”  AT  THE  FRONT 

How  the  Red  Cross  Supplied  the  27th  Division 
With  Hot  Drinks  While  Breaking 
Down  the  Hindenburg  Line 

<«pOCOA  CANNONS”  was  the  name  given 

^ by  the  boys  of  the  27th  Division  to  those 
Red  Cross  rolling  kitchens  which  were  with  them 
in  every  battle  and  emergency,  and  kept  up  the 
spirit  and  stainina  of  the  men  by  supplying  them 
with  plenty  of  hot  cocoa  when  it  was  impossible 
to  serve  other  food.  When  a man  is  dead  tired, 
and  drenched  to  the  skin,  the  whole  world  takes 
on  the  hue  of  the  weather.  It  is  then  that  hot 
drink  breaks  up  the  clouds  of  his  pessimism  and 
makes  the  sun  of  hope  shine  through  once  more. 
That  is  just  what  these  Red  Cross  cocoa  wagons 
did  thousands  of  times  for  our  lads  over  there. 
In  the  Hindenburg  “show”  alone  over  48,000  cups 
of  cocoa  were  served  to  the  men  during  the  fight- 
ing. So  the  boys  say  that  those  cpcoa  wagons 
“shot”  them  full  of  the  stuff  that  helped  them 
lick  the  Hun,  and  therefore  they  dubbed  them 
“cannons.” 

Capt.  Stephen  N.  Bobo,  Red  Cross  representa- 
tive with  the  27th,  describing  their  work,  says  in 
his  official  report : 

“These  cocoa  wagons  have  become  an  institu- 
tion in  the  Division,  and  the  men  have  become  as 
familiar  with  them  as  they  are  with  the  town 
pumps.  There  was  served  in  excess  of  480,000 
cups  of  cocoa.  There  has  been  made  up  into  hot 
drinks  during  the  period  covered  by  this  report 
more  than  21,000  pounds  of  powdered  cocoa,  10,- 
000  pounds  of  sugar,  and  5,000  cans  of  condensed 
milk. 

“These  kitchens  have  also  been  used  to  great 
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advantage  at  the  entraining  points  of  the  Division 
at  the  times  of  its  various  moves.  Probably  the 
most  successful  of  these  operations  was  that  at 
Corbie,  where  they  were  under  the  direction  of 
Lieut.  Carroll,  operating  twenty-four  hours  a day 
during  the  six  days  required  to  entrain.  There 
was  ii\  excess  of  15,000  cups  of  cocoa  served  at 
this  point.’’ 

The  cocoa  ‘‘cannon,’’  or  rolling  kitchen,  is  built 
of  heavy  galvanized  iron  and  mounted  C41  two 
rubber-tired  wheels.  The  box-like  structure  is 
about  4V2  feet  square  by  feet  deep,  not  in- 
cluding the  firebox  underneath.  In  the  rear  of  the 
' _ structure  are  fitted  two  containers,  each  with  a 
• , capacity  of  35  to  40  gallons,  and  having  a faucet 
^ I attachment.  The  forward  half  of  the  ‘'cannon” 

I 


any  container  at  hand.  If  there  was  hot  water 
that  was  used  to  blend  it;  if  not,  cold  water  suf- 
ficed. Plenty  of  condensed  milk  was  always 
added  and  the  beverage  was  served  piping  hot. 
Where  time  permitted  the  cocoa  was  boiled  imme- 
diately in  the  “cannon”  itself.  Frequently  the 
men  were  so  urgent  in  their  appeals  that  the  Red 
Cross  workers  would  build  a fire  elsewhere  and 
start  the  cocoa  cooking  there.  Their  recipes  de- 
pended upon  the  cooks,  and  the  methods  upon  the 
emergency. 

During  an  engagement,  the  Red  Cross  detach- 
ment usually  worked  at  the  Advanced  Dressing 
Station,  which  was  sometimes  only  a thousand 
or  fifteen  hundred  feet  behind  the  front  line.  At 


Red  Cross  Cocoa  “Caxxpns,”  Relics  of  the  Hindenburc.  Lixe 

These  wagons  accompanied  the  Twenty-Seventh  Division  in  all  its  battles,  and  shot  the  boys  full  of  the  spirit  that 
smashed  the  “impregnable”  German  front. 


has  a container  in  the  center  with  two  smaller 
compartments,  one  on  either  side.  Cocoa  is  drawn 
from  the  boilers  at  the  rear,  while  in  the  forward 
compartments  other  food — soup,  beans  or  dough- 
nuts— may  be  kept  hot.  The  firebox  is  built  un- 
derneath at  the  rear,  a chimney  at  the  forward 
side  carrying  away  the  smoke.  Wood  was  the 
usual  fuel,  but  anything  available  was  used  in  an 
emergency. 

The  forward  space  formed  by  the  converging 
poles  of  the  w’agon  was  fitted  with  a box,  in  which 
were  carried  the  kitchen  utensils  and  other  odds 
and  ends.  The  wagons  were  transported  from 
one  point  to  another  by  attaching  the  poles  to 
the  rear  of  army  trucks. 

Generally  working  under  fire  in  the  field,  the 
Red  Cross  men  mixed  the  dry  cocoa  and  sugar  in 


iMount  Kemmel  the  station  was  shelled  out.  One 
rainy  night  during  the  Hindenl)urg  fighting  hun- 
dreds of  the  w'ounded  men  were  outdoors  all  night 
because  there  was  no  room  for  them  in  the 
A.  D.  S.,  but  throughout  the  dreary  hours  the 
Red  Cross  kept  them  as  comfortable  as  possible 
with  hot  coffee  and  cocoa  and  extra  blankets. 

When  supplies  were  convenient,  soup  was  also 
served  from  these  rolling  kitchens.  The  con- 
tainers were  not  fitted  with  strainers,  so  coffee 
could  not  be  made  in  them  unless  a bag  was 
available. 

As  the  cocoa  cannons  were  really  part  of  the 
27th  Division,  they  had  their  place  in  the  big 
New  York  parade  on  March  25  with  the  Red 
Cross  detachment.  Battered  relics  of  the  war 
they  arc  now,  with  bent  mudguards  and  a coat 


428 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


May,  1919 


of  rust  that  looks  like  red  moss.  But  the  boys 
will  very  likely  find  a permanent  place  for  them 
among  their  mementoes  of  the  Great  War. 


MORE  ABOUT  COFFEE  FROSTS 

A First-Hand  Account  of  the  Damage  Done 
in  Brazil,  as  Seen  by  George  W.  Law- 
rence on  a Recent  Trip 

A CCORDING  to  George  W.  Lawrence,  former 
president  of  the  New  York  Coffee  and  Sugar 
Exchange,  and  more  recently  chief  of  the  Coffee 
Section  of  the  Food  Administration,  the  Brazilian 
coffee  planters’  reports  of  serious  frost  damage 
were  not  myths,  as  American  coffee  men  have 
become  accustomed  to  regard  such  claims  in  the 
past.  Mr.  Lawrence  returned  from  an  inspection 
of  some  of  the  Brazilian  coffee  districts  on  April 
24,  after  a three  months’  visit  to  the  Southern 
American  Republic  with  Mrs.  Lawrence.  -> 
Leaving  New  York  on  February  14,  Mr.  Law- 
rence landed  in  Rio  de  Janeiro  and  made  the 
trip  to  Santos  by  railroad.  In  Santos  he  was 
met  by  T.  O.  Broad,  senior  member  of  Naumann, 
Gepp  & Co.  After  spending  ten  days  in  Santos, 
Mr.  Lawrence,  accompanied  by  Hugh  Stenhouse, 
one  of  Mr.  Broad’s  assistants,  started  by  railroad 
into  the  interior  coffee  districts  north  of  Cam- 
pinas. During  the  ride  the  travelers  saw  evi- 
dence on  both  sides  of  the  road  of  marked  frost 
damage. 

Frost  Damage  on  Some  Large  Estates 
At  Riberao  Preto,  Mr.  Lawrence  found  a pri- 
vate train  awaiting  him  by  courtesy  of  the  man- 
ager of  the  Dumont  estates  to  take  him  to  the 
fazenda’s  headquarters.  The  next  day  he  was 
taken  over  a large  part  of  the  fazenda  by  auto- 
mobile, and  he  reports  that  “wherever  one  looked 
the  dirty  gray  of  burnt  and  frosted  trees  was  to 
be  seen.”  Mr.  Lawrence  reports  that  the  Dumont 
estate  is  expected  to  produce  this  year  only  about 
one-third  of  the  usual  output.  About  100,000 
trees  had  been  totally  killed,  and  consequently 
cut  down.  About  an  equal  number  of  new  plants 
had  been  started,  but  they  are  not  expected  to 
produce  before  1921.  At  this  fazenda  the  great 
majority  of  injured  trees  had  not  been  cut;  new 
growths  had  started  near  the  roots  and  even 
higher  up.  Cotton  has  been  planted  between  the 
rows  to  shelter  the  new  shoots. 

Mr.  Lawrence  was  also  taken  over  part  of  the 
adjoining  Schmidt  and  Sao  Martinho  fazendas, 
and  he  found  “enormous”  frost  damage  every- 
where. On  the  Sao  Martinho  estate  he  found 


that  about  1,250,000  trees  had  been  cut  down  to 
within  four  inches  of  the  ground,  and  the  new 
shoots  protected  by  growing  cotton  plants.  Prac- 
tically every  stump  had  thrown  out  new  shoots, 
and  it  is  expected  that,  with  favorable  weather, 
they  will  bear  fruit  by  1921. 

Few  Trees  Actually  Killed 

Mr.  ^Lawrence  states  that,  contrary  to  first  re- 
ports, he  saw  very  few  trees  that  were  absolutely 
killed  by  frost.  He  is  inclined  to  believe  that 
5 per  cent  of  the  total  would  be  a fairly  large 
estimate.  “The  new  growth  from  the  damaged 
trees  has  been  phenomenal,”  he  added,  “and  pro- 
vided no  serious  weather  occurs  between  now  and 
September  a large  share  of  the  trees  should  be 
in  good  bearing  again  by  1921.” 

In  addition  to  frosts  the  coffee  planters  were 
beset  by  an  influenza  epidemic,  which  suspended 
operations  for  several  weeks,  and  by  a visitation 
of  locusts. 

Sao  Paulo  Crop  to  Be  Small  This  Year 

Summing  up  the  situation,  Mr.  Lawrence  says : 

“I  feel  quite  confident  that  the  crop  for  the 
coming  season  (which  they  are  now.  May  i,  just 
commencing  to  pick)  will  be  the  smallest  that 
Sao  Paulo  has  produced  for  twenty  years. 
Further,  that  the  severely  damaged  trees  can 
hardly  be  expected  to  produce  anything  before 
1921,  though  the  live  trees  which  show  no  fruit 
now  should  bear  next  year.  It  is  most  difficult  to 
assume  or  figure  on  how  much  coffee  was  carried 
over  up-country,  but  I found  the  impression  very 
general  that  this  particular  crop  of  1918-1919  had 
been  over-estimated  and  would  hardly  reach 
8,000,000  bags.  I confess  that  I left  America  with 
very  pessimistic  ideas  regarding  the  statements 
of  the  enormous  amount  of  damage  done  by  the 
frost.  Frost  cables  were  no  novelty  and  we  had 
become,  calloused  to  them.  It  was  characteristic 
of  the  planter  to  cry  ‘wolf,’  but  last  year,  how- 
ever, the  ‘wolf’  was  no  myth.” 

On  his  return  to  Rio  de  Janeiro,  Mr.  and  Mrs. 
Lawrence  were  given  a hearty  reception  at  the 
Centro  de  Commercio  de  Cafe.  The  members 
presented  Mrs.  Lawrence  with  a large  bouquet  of 
flowers,  and  the  president  of  the  Exchange  de- 
livered a speech  of  welcome,  in  which  the  New 
York  Coffee  and  Sugar  Exchange  came  in  for  a 
share  of  encomiums.  Mr.  Lawrence  returned  the 
compliment.  At  the  American  Chamber  of  Com- 
merce he  met  Louis  Gray,  president  of  the  or- 
ganization and  associated  with  Arbuckle  Bros. 
He  says  the  Chamber  is  doing  wonders  for  the 
enlargement  of  business  with  the  United  States, 
and  suggests  that  all  American  firms  interested 
in  exports  to  Brazil  would  do  well  to  join  the 
organization  at  once. 
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IS  THERE  A FROST  PROPAGANDA? 


Many  People  in  the  Trade  Believe  So,  But 
Others  Insist  That  the  Crop 
Loss  is  Serious 


'^J-^E  coffee  trade  is  much  disturbed  over  the 
conflicting  statements  about  the  Santos  crop 
shortage,  due  to  the  alleged  frost  damage  last 
June,  and  the  forecasts  that  prices  for  medium 
Brazil  grades  are  to  advance  approximately  100 
per  cent  over  what  they  were  during  the  war. 
Some  trade  leaders  believe  there  is  a propaganda 
on  foot  to  raise  prices. 

Typical  of  these  is  the  following  statement 
recently  issued  by  Aborn  & Cushman,  New  York 
coffee  brokers : 

“A  propaganda  that  is  affecting  an  increasingly 
large  portion  of  the  consuming  public,  to  the 
effect  that  coffee  is  going  to  50  cents  per  pound*  is 
beginning  to  create  havoc  with  prices  in  the  green 
coffee  market  here.  Just  where  or  how  the  idea 
of  the  advance  got  its  birth  is  hard  to  distinguish 
in  the  riot  of  rumors  now  rife  here.  The  state- 
ment quoted  by  the  press  and  credited  to  a large 
Western  roaster,  head  of  the  National  Association 
of  Roasters,  to  the  effect  ‘that  coffee  would  soon 
be  selling  at  50  cents  per  pound,’  has  at  least 
given  substance  to  the  propaganda.  Possibly  no 
more  unfortunate  thing  could  have  happened  at 
just  this  time  than  the  circulation  of  this  rumor. 
As  a natural  result  considerable  buying  has  been 
forced  upon  the  market,  and  as  the  stocks  of 
coffee  held  here  are  and  have  been  extremely 
light,  it  naturally  has  created  an  accentuated  de- 
mand upon  Brazil  for  coffee,  with  the  result 
that  in  both  options  and  import  prices  we  have  a 
constantly  advancing  market.  The  effect  of 
stimulated  buying  here  is  cumulative,  affecting  as 
it  must  every  market  in  the  world  for  coffee. 
Each  market  reacts  upon  the  other  with  an  ulti- 
mate result  of  inflated  values  vastly  beyond  justi- 
fiable limits.  The  one  thing  that  the  coffee  mar- 
ket required  was  rest  and  quiet,  and  therefore, 
naturally  the  present  agitation  is  disastrous,  in- 
asmuch as  the  tendency  will  be  to  produce  un- 
avoidable but  absolutely  fictitious  values.” 

George  W.  Lawrence,  who  recently  returned 
from  Sao  Paulo,  says,  in  an  interview  printed 
elsewhere  in  this  issue,  that  the  frost  damage  in 
the  districts  he  visited  north  of  Campinas  has 
been  severe.  He  declares  that  the  planters’  re- 
ports are  not  “myths.” 

C.  M.  Thompson,  of  the  James  H.  Forbes  Tea 
& Coffee  Company,  St.  Louis,  was  quoted  recently 
as  saying  that  “Brazil  has  had  many  ‘frosts’  that 
damaged  the  crop  on  the  New  York  Coffee  and 

* This  refers  to  retail  prices. — The  Editors. 


Sugar  Exchange,  but  in  June,  1918,  a genuine 
frost  occurred,  destroying  the  crop  to  the  extent 
that  there  will  not  be  more  than  half  of  the 
average  yield.  This  shortage  will  reduce  the 
visible  stock  in  Brazil  considerably,  and  the  loss 
is  being  regained  by  the  present  high  prices.” 

Carl  W.  Brand,  president  of  the  National  Coffee 
Roasters’  Association,  in  an  interview  printed  in 
the  ‘‘Cleveland  Plain  Dealer,’’  issue  of  April  15, 
said : ‘‘The  tremendous  decrease  in  production 

due  to  the  frost  in  Brazil,  together  with  the  fact 
that  some  of  the  European  countries  are  practic- 
ally without  coffee,  is,  in  my  opinion,  certain  to 
keep  prices  high.”  Mr.  Brand  also  said  that 
retail  prices  to  the  consumer,  if  the  present  mar- 
ket is  maintained,  would  have  to  advance  to  50 
and  60  cents,  adding,  “and  this,  of  course,  is  ab- 
solutely true.” 

Dr.  Sebastao  Sampaio,  the  Brazilian  Consul  at 
St.  Louis,  deplores  the  present  tendency  to  exag- 
gerate pessimistic  reports  about  coffee  frosts  and 
other  things  affecting  the  Brazilian  coffee  mar- 
ket, adding,  “This  pessimism  always  seems  to 
have  one  tendency  and  purpose,  namely,  to  create 
the  impression  that  the  price  of  coffee  will  be 
increased.” 

F.  G.  Varrelman,  manager  of  the  coffee  depart- 
ment of  the  Produce  and  Warrant  Company,  New 
York,  who  recently  returned  from  Brazil,  where 
he  sp-ent  eight  months,  is  inclined  to  believe  that 
the  Sao  Paulo  growers’  frost  damage  estimate  of 
from  50  to  70  per  cent  of  the  current  crop  is  cor- 
rect, and  that  the  current  Santos  crop  will  be 
only  about  3,000,000  bags.  He  states  that  he 
would  not  be  surprised  to  see  the  next  Santos 
crop  show  an  outturn  of  less  than  the  next  Rio 
crop.  Mr.  Varrelman  visited  coffee  plantations  in 
Sao  Paulo  in  March  of  this  year  and  reports  that 
he  saw  evidence  of  severe  frost  dam^e  prac- 
tically everywhere  he  went. 


SALVADOR  COFFEE  MEN  NEED  FIELP 
1 wenty-five  million  dollars  are  needed  to  prop- 
erly take  care  of  Salvador’s  coffee  crop,  accord- 
ing to  Salvador  Sol,  the  new  Minister  plenipo- 
tentiary, who  arrived  in  San  Francisco  May  2,  on 
his  way  to  take  up  his  duties  at  Washington. 
Minister  Sol  will  make  a special  effort  to  foster 
commercial  relations  between  the  United  States 
and  Salvador  and  to  interest  capital.  He  said 
that  with  Germany  eliminated  the  United  States 
has  been  getting  half  the  Salvador  coffee  crop. 
Some  of  the  exports  also  go  to  France,  Italy  and 
England. 
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A NEW  HOTEL  COFFEE  MAKER 


A Device  Including  a Combination  Urn  Cover 
and  Container  With  a Removable  Auto- 
matically Regulated  Conveyor 

I N an  effort  to  improve  various  features  in  the 
percolator  method  of  preparing  coffee  as  a 
beverage  in  larg^  quantities,  as  practiced  in  hotels, 
clubs,  restaurants  and  institutions,  Robert  West, 


Cut-Away  View,  Showing  the  Working  Parts 
OF  A New  Coffee  Percolator  Device 


of  the  Broadmoor  Hotel,  Colorado  Springs,  Col., 
has  developed  the  patented  device  shown  in  ac- 
companying illustrations.  He  describes  his  inven- 
tion as  follows: 

“The  mechanical  principles  and  combinations 
were  developed  through  a series  of  experiments 
tried  out  under  actual  working  conditions,  with 
a.  purpose  of  embodying  in  the  construction  a 
simple,  automatic  and  sanitary  method  of  opera- 
tion, combined  to  accomplish  by  mechanical 
means  the  vital  points  in  the  art  of  preparing 
coffee,  which  may  be  summarized  under  the  head- 
ings of  cleanliness,  efficiency  and  economy. 

“The  device  is  a combination  of  an  urn  cover 
and  container  for  a charge  of  coffee  with  a re- 
movable, automatically  regulated  conveyor.  It 
is  intended  for  use  as  an  attachment  on  coffee 
urns  of  the  percolator  type,  adaptable  without 
alteration  or  adjustment  of  the  urn. 

“In  operation  it  produces  a repeated  percolation 
of  the  liquid  through  the  coffee  grounds.  The 
discharge  from  the  conveyor  may  be  controlled 
at  from  one  to  two  gallons  per  minute,  with  auto- 
matic shut-off  when  excess  of  liquid  has  accumu- 
lated in  the  container. 

“All  parts  of  the  urn  are  closed  during  the  pro- 
cess of  percolation.  The  aromatic,  volatile  oil 
which  makes  coffee  such  a fragrant  and  appe- 
tizing drink  is  not  boiled  away  or  allowed  to 


escape  by  exposure  to  the  air,  but  is  entirely  ex- 
tracted from  the  berry  and  retained  in  the  liquid 
to  give  that  pungent,  invigorating  flavor  so  de- 
lightful to  the  palate. 

“The  grounds  remain  free  of  contact  with  the 
beverage;  the  cover  is  not  removed  until  the  urn 
is  empty.  As  the  hot  water  passes  through  the 
ground  coffee  it  carries  with  it  all  the  elements 
which  go  to  make  a good  cup  of  coffee.  If  the 
heat  is  kept  uniform  the  liquid  will  stand  for 
hours  without  perceptible  deterioration  of  flavor. 

“A  fresh,  sterilized  filter  clarifies  the  liquid 
and_  is  discarded  with  each  brew.  All  of  the 
liquid  discharged  into  the  container  must  pass 
directly  through  the  charge  of  coffee,  there  being- 
no  way  for  it  to  escape  above  the  level  of  the 
grounds  as  with  a sack. 

“The  mechanical  construction  contains  no 
valves,  bent  tubing  or  inaccessible  parts  for  neces- 
sary cleaning.  It  is  readily  dismantled  and  easily 
manipulated,  while  the  time  of  the  operator  may 
be  utilized  for  other  purposes  during  the  process 


Starting  the  Brew  in  the  New  Coffee  Maker  ^ 
IN  THE  Broadmoor  Hotel  | 

j 

of  percolation.  Cleanliness  is  developed  in  the  i 
handling,  efficiency  in  the  construction,  and  1 
economy  in  the  operation.” 

FOR  MORE  BRAZIL  COFFEE  SHIPS 
[special  correspondence] 

St.  Louis,  Mo.,  April  28,  1919. — Increased  com- 
merce with  Brazil  will  depend  largely  on  the 
establishment  of  steamship  lines  with  frequent 
sailings  from  American  ports,  Carl  F.  Deichmen, 
United  States  Consul  at  Santos,  Brazil,  declared 
in  a recent  address  to  the  Foreign  Trade  Bureau 
of  the  St.  Louis  Chamber  of  Commerce.  A large 
number  of  members  of  the  St.  Louis  Coffee 
Roasters’  Association  were  present  at  the  meeting. 
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“I  believe  that  large  steamers,  having  a speed 
of  about  12  knots  an  hour,  with  weekly  sailings 
from  American  ports  to  the  east  coast  of  South 
America,  should  be  placed  in  service  at  once,  i\y- 
ing  the  American  flag.  New  Orleans  would  seem 
the  logical  port  for  shippers  and  receivers  located 
in  St.  Louis  and  in  the  Mississippi  Valley.  There 
will  be  no  difficulty  in  getting  additional  Brazilian 
business,  as  it  is  now  almost  entirely  a problem  of 
transportation.’’  L.  R. 


NO  SUBSTITUTE  FOR  TEA  OR  COFFEE 

No  palatable  substitute  for  tea  or  coffee  has 
yet  been  found,  says  Prof.  Frederick  W.  Roman, 
of  Syracuse  University,  who  is  recognized  in 
some  quarters  as  the  leader  in  a campaign  against 
tobacco,  and  is  thought  to  be  supported  by  big 
corporate  interests. 

“Ultimately  we  will  stage  anti-tea  and  coffee 
campaigns,*’  Prof.  Roman  is  quoted  as  saying. 
“Both  must  go.  It  is  not  a laughing  matter  by 
any  means,  but  a real  serious  economic  problem. 
The  only  reason  no  great  headway  has  been  made 
in  the  fight  against  tea  and  coffee  is  that  no 
palatable  substitute  has  been  found  for  either. 
Just  as  soon  as  a good,  palatable  hot  drink  is 
found  the  days  of  tea  and  coffee  as  national 
beverages  are  numbered.” 


TO  GROW  TEA  IN  MYSORE 
[special  correspondence] 

Colombo,  Ceylon,  March  24,  1919. — The  possi- 
bilities of  tea  cultivation  in  Mysore  are  attracting 
renewed  attention.  The  Mysore  Durbar  recently 
sanctioned  5,CX)0  rupees  towards  the  cost  of  an 
investigation  of  the  suitability  of  the  Western 
Ghauts  for  tea  growing,  but  has  since  found  this 
to  be  unnecessary,  as  it  has  been  sufficiently 
proved  that  it  can  be  grown  there  successfully. 

A planter  who  owns  large  coffee  estates  in 
the  Kudur  district  of  Mysore  has  already  applied 
for  680  acres  in  the  Ksirkesaralu  village  on  which 
he  plans  to  plant  tea  on  an  extensive  scale,  calcu- 
lated to  demonstrate  conclusively  the  chances  of 
tea  in  Mysore.  F.  T.  J. 


NAVY  CANCELS  COFFEE  BID 
[from  a staff  correspondent] 
Washington,  D.  C.,  April  21,  1919. — The 

Bureau  of  Supplies  and  Accounts,  Navy  Depart- 
ment, announced  to-day  that  it  had  canceled  the 
schedule  asking  for  bids  on  May  13  for  9,000,000 
pounds  of  green  coffee.  No  reason  for  the  can- 
cellation was  given.  Lamm. 


SIELCKEN  ESTATE  SUED 


Woolson  Spice  Company  Says  It  Lost  $932,- 
000  as  Result  of  Valorization  Scheme 
and  Seeks  Damages 


\ 7 ALORIZATION’S  trail  across  the  coffee 
^ trade  of  the  United  States  has  been  brought 
into  the  limelight  again  through  a suit  filed  in 
X'ew  York,  May  i,  l)y  the  Woolson  Spice  Com- 
pany, Toledo,  against  the  Columl)ia  Trust  Com- 
pany, as  executor  of  Hermann  Sielcken’s  estate, 
and  Thorleif  S.  B.  Nielsen,  The  suit  is  intended 
to  recover  $932,000  alleged  to  have  been  lost  by 
the  plaintiff'  as  a result  of  unloading  23,691,296 
pounds  of  green  coffee  on  the  company  just  after 
the  Federal  Government  had  begun  its  suit  in 
1912  against  Sielcken  and  his  associates  in  this 
country  to  break  up  the  valorization  coffee  pool 
in  the  United  States. 

According  to  the  bill  of  complaint  filed  by  Wise 
& Seligsberg,  counsel  for  the  Woolson  Spice 
Company,  Sielcken  and  his  associates,  just  after 
the  prosecution  began,  secretly  agreed  to  dispose 
of  the  valorization  stocks  accumulated  in  New 
York  and  withheld  from  the  market  to  maintain 
artificially  high  prices.  Being  both  managing 
partner  of  Crossman  & Sielcken,  which  firm  was 
the  distributer  of  valorization  coffee  in  this 
country,  and  president  of  the  Woolson  Spice 
Company,  Sielcken,  with  the  knowledge  and  co- 
operation of  Thorleif  S.  B,  Nielsen,  a director 
of  the  Woolson  Spice  Company,  and  also  asso- 
ciated with  Sielcken  in  the  firm  of  Crossman  & 
Sielcken,  sold  the  stock  of  coffee  to  the  Woolson 
Spice  Company,  and  at  artificially  enhanced 
prices.  The  complaint  alleges  the  amount  of 
coffee  was  far  in  excess  of  the  legitimate  needs 
of  the  company,  and  that  Sielcken  concealed  his 
knowledge  that  before  the  plaintiff  could  use  the 
coffee  the  price  would  decline. 

The  coffee  was  billed  at  $3,218,666.14,  and  this 
amount  was  paid  to  Crossman  & Sielcken.  The 
Woolson  Spice  Company  alleges  that  as  a result 
of  these  operations  it  lost  $932,000. 

It  is  further  asserted  in  the  complaint  that 
Sielcken  knew  the  transaction  would  result  in 
large  losses  to  the  Woolson  Spice  Company,  and 
that  he  and  Nielsen  abused  their  powers  as  direc- 
tors of  the  company  and  misapproi)riated  the 
moneys  paid  the  firm  of  Crossman  & Sielcken  on 
the  purchases  of  coffee  in  excess  of  the  legitimate 
needs  of  the  company. 

Sielcken,  it  will  be  remembered,  was  reported 
as  having  died  in  Baden-Baden,  Germany,  on 
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October  8,  1917.  In  his  will  the  Columbia  Trust 
Company  was  appointed  executor.  The  will  was 
probated  late  in  January,  1918.  Soon  after 
Sielcken’s  death  his  stock  in  the  Woolson  Spice 
Company  was  taken  over  by  the  Alien  Property 
Custodian,  and  the  company  reorganized.  The 
stockholders  now  in  control  of  the  company  have 
directed  the  suit'. 

T.  S.  B.  Nielsen  is  now  a member  of  the  firm 
of  Sorenson  & Nielsen,  Maiden  Lane,  New  York. 
When  asked  for  a statement  about  the  suit,  he 
said  he  was  under  direction  of  counsel  and  had 
nothing  to  say. 


PORT  COST  PROBE  PROGRESSING 
The  committee  of  coffee  men  appointed  to  in- 
vestigate the  increased  cost  of  handling  ship- 
ments at  New  York,  the  lack  of  storage  facilities 
and  kindred  subjects,  reports  good  progress. 
During  the  month  three  roasters  from  the  Na- 
tional Coffee  Roasters’  Association  were  added 
to  the  committee  to  make  the  probe  more  far- 
reaching.  They  are  Frank  Russell,  P.  C.  John- 
son and  S.  A.  Schonbrunn.  Three  sub-committees 
have  also  been  appointed,  one  to  look  into  storage 
conditions,  another  to  investigate  costs,  and  a 
third  to  probe  the  whole  situation  and  seek  ad- 
ditional storage  facilities. 

At  a committee  meeting  held  late  in  April  a 
large  number  of  complaints  from  local  men,  as 
well  as  from  out-of-town  coffee  dealers,  were 
received  and  discussed.  Undue  inconvenience 
and  cost  in  handling  coffee  was  the  chief  theme 
of  all  the  complaints,  while  many  caustic  com- 
ments were  indulged  in.  At  least  a tentative 
committee  report  is  expected  sometime  during 
May.  

ENEMY  TRADE  LIST  WITHDRAWN 
[from  a staff  correspondent] 
Washington,  D.  C,  April  28,  1919.— The  War 
Trade  Board  announced  to-day  that  all  Enemy 
Trading  Lists  issued  by  the  Board  will  be  with- 
drawn to-morrow.  Consequently  communications 
and  trading  can  be  re-established  with  all  persons 
outside  of  the  United  States  with  whom  trade  and 
communication  was  prohibited  by  the  Trading 
With  the  Enemy  Act,  excepting  that  this  action 
does  not  affect  in  any  respect  the  present  restric- 
tions against  trade  and  communication  between 
the  United  States  and  Germany  or  Hungary,  nor 
authorize  trade  with  respect  to  any  property 
which  heretofore  has  been  reported  to  the  Alien 
Property  Custodian  or  should  have  been  so  re- 
ported to  him,  or  any  property  which  heretofore 
the  Alien  Property  Custodian  has  seized  or  has 
required  to  be  conveyed  or  paid  over  to  him. 


WHAT  TO  DRINK 


Spell  It  Out  and  Then  Repeat:  “Coffee! 

Coffee!  That’s  the  Treat!’’ 


By  Clifton  Wady 

^ LOUDS  are  gathering  in  the  sky, 
^ Sharpened  winds  are  hurry  by. 
Far  beyond  the  clouds  ’tis  blue 
And  the  Sun  is  shining  — true. 

But  down  here  where  man  must  toil 
Thru  the  long  days,  freeze  or  boil. 
He  must  bear  a heavy  load 
As  he  plods  along  the  road. 

Question  is,  what  shall  he  do 
When  the  outlook’s  dark  and  blue  ? 
Seems  like  that  he  needs  to  take 
Something  that  will  save  a break; 

Something  that  will  shorten  miles 
And  bring  back  the  erstwhile  smiles. 

You  have  said  it— that’s  the  talk! 
Write  it  up  in  foot-long  chalk. 

Spell  it  out  and  then  repeat, 

“Coffee  ! Coffee  ! That’s  the  treat !” 
That’s  the  stuff  to  make  you  wise; 
That’s  the  stuff  to  brighten  eyes  I 

Make  the  lagging  footsteps  brisk. 
Drinking  it  you  take  no  risk. 

All  the  world  will  soon  be  dry. 
Wailing  at  an  ill-fate — why? 

When  there’s  such  a drink  as  this. 
Liquor  never  need  w,e  miss. 

All  its  virtues  we  repeat : 

“Coffee  ! Coffee  ! That’s  the  treat !” 
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SPICES  AND  EXTRACTS 

^ News  Items  of  interest  to  spice  Im- 
porters, grinders  and  dealers,  and  to 
manufacturers  of  flavoring  extracts,  per- 
fumes and  toilet  preparations. 


A NEW  PACKAGE  LABEL  RULING 


The  Grinders’  Conference  With  Washington 
Officials  Brings  Eorth  a New /Regulation 
on  Less  Than  Two-Ounce  Containers 


[from  a staff  correspondent] 

Washington,  D.  C.,  April  22,  1919. 

AS  a direct  result  of  the  conference  held  here 
on  April  17  between  officials  of  the  Bureau 
of  Chemistry  and  a committee  representing  the 
Spice  Grinders’  Section  of  the  American  Spice 
Trade  Association,  an  amended  regulation  was 
issued  yesterday  under  the  Federal  Food  and 
Drugs  Act  by  the  Secretaries  of  the  Treasury, 
Agriculture  and  Commerce,  providing  that  here- 
after all  food  packages  containing  more  than  one- 
half  ounce  avoirdupois,  coming  under  the  juris- 
diction of  that  act,  must  be  labeled  to  show  the 
net  weight  of  the  contents.  The  old  regulation 
stipulated  that  a package  containing  two  ounces 
or  less  should  be  exempt  from  marking  in  terms 
of  weight. 

Why  the  Amendment  Was  Made 
This  reduction  was  made,  say  officials  in  charge 
of  the  enforcement  of  the  act,  in  order  that  con- 
sumers might  be  informed  of  the  contents  of 
small  packages,  and  thus  protect  themselves 
against  slack-filling.  It  has  come  to  the  attention 
of  the  officials  that  a four-ounce  package  is  often 
used  to  put  up  as  little  as  one  or  two  ounces  of 
various  spices.  In  some  instances  when  only  a 
small  quantity  is  put  in  a comparatively  large 
package,  the  package  is  folded  in  such  a manner 
as  to  appear  full,  or  is  fitted  with  a sifting  device 
which  makes  it  impracticable  for  the  purchaser 
to  determine  whether  or  not  the  package  is  full. 

The  Federal  Food  and  Drugs  Act,  according  to 
a recent  ruling  of  the  solicitor  of  the  Department 
of  Agriculture,  does  not  prevent  the  slack-filling 
or  part  filling  of  food  packages.  The  require- 
ment that  a statement  of  the  net  weight  be  placed 
on  the  packages  containing  between  one-half 
ounce  and  two  ounces  will  assist  consumers,  who 
will  read  labels  carefully  and  compare  the  stated 
quantities  on  various  brands  and  packages  to 
learn  which  are  slack-filled  and  thus  avoid  being 
misled  by  the  deceptive  practice. 


Details  of  the  Conference 

The  committee  representing  the  spice  grinders 
consisted  of  Carl  \\’.  Brand,  of  the  Widlar  Com- 
pany, chairman;  E.  E.  Stillman,  of  the  James  II. 
Forbes  Tea  & Coffee  Company;  N.  L.  Schmid,  of 
the  Woolson  Spice  Company;  George  II.  Armor, 
of  McCormick  & Co.,  and  II.  B.  Gwynn,  of  the 
Spice  Grinders’  Section  of  the  association.  A.  P. 
Williams,  of  R.  C.  Williams  & Co.,  was  also  pres- 
ent. Dr.  Alsberg  and  other  officials  represented 
the  Bureau  of  Chemistry. 

At  the  beginning  of  the  conference  Chairman 
Brand  read  a resolution  which  the  Grinders’  Sec- 
tion of  the  Spice  Association  had  adopted  at  a 
trade  meeting  held  in  New  York  on  April  16,  as 
follows : 

“Resolved , That  it  is  the  sense  of  this  meeting 
that  the  discrepancies  now  existing  in  the  filling 
of  spice  packages  are  due  very  largely  to  the  ex- 
igencies caused  by  the  war ; that  slack-filled  spice 
packages  were  unknown  previous  to  the  war ; 
that  the  necessity  for  slack-filled  spice  packages 
arose  through  the  high  prices  of  crude  material, 
the  difficulties  of  obtaining  new  containers,  and 
many  other  circumstances,  all  of  a practical  and 
economical  force.  We  further  believe  that  with 
the  return  of  normal  times  and  to  normal  busi- 
ness conditions  the  evil  which  now  seems  preva- 
lent as  to  slack-filled  packages  will  largely  right 
itself.  Therefore,  we  request  that  the  Depart- 
ment of  Agriculture,  in  view  of  their  very  general 
attitude  to  overlook  the  practice  during  the  war 
period,  now  promulgate  fair  regulations  covering 
stocks  on  hand  in  packers’,  jobbers’  and  retailers’ 
hands,  giving  ample  time  for  disposal  of  all  such 
stocks,  and  that  as  of  some  future  date  the  fol- 
lowing resolution  unanimously  adopted  at  a meet- 
ing of  the  Spice  Grinders’  Section  of  the  Ameri- 
can Spice  Trade  Association  be  used  as  a basis 
for  new  regulations  regarding  spice  packages  : 

“Be  it  Further  Resolved,  That  it  is  the  sense  of 
this  meeting  that  we  recommend  that  regulations 
be  adopted  by  the  Department  of  Agriculture  pre)- 
viding’that  cinnamon  be  used  as  a basis,  and  that 
whatever  weight  be  packed  of  that  particular 
spice  in  any  standard  container,  if  such  packages 
be  reasonably  filled,  when  such  packing  is  con- 
ducted in  compliance  with  good  commercial  prac- 
tice, when  containing  cinnamon,  and  especially  to 
allow  free  flowing' in  the  case  of  sifting  top  pack- 
ages, that  the  same  packages  be  allowecl  to  be 
used  for  the  standard  line  of  spices  containing 
equal  weights.” 

During  the  meeting  the  committee  and  the  Gov- 
ernment officials  discussed  cans  and  cartons,  hand 
and  machinery  packaging,  retailers’  display  spice 
cabinets,  standardization,  “head  space”  and  other 
pertinent  matters.  As  regards  packing  cartons  by 
hand  'and  by  machinery  it  was  pointed  out  that 
when  that  type  of  container  has  been  lined  on  an 
automatic  lining  machine,  two  ounces  of  spice  will 
reasonably  well  fill  it,  but  the  same  spice  carton 
will  appear  just  as  reasonably  well  filled  with  one 
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and  a half  ounces  if  the  lining  is  done  by  hand 
with  a bag  liner. 

One  of  the  interesting  points  brought  out  in  the 
matter  of  standardization  was  in  connection  with 
the  so-called  “spice  cabinets,”  or  retailers’  dis- 
play, which  are  made,  members  of  the  committee 
said,  for  containers  now  commonly  used  by  the 
trade.  Lamm. 


THE  PERFUMERS’  CONVENTION 

At  the  twenty-fifth  annual  meeting  of  the  Manu- 
facturing Perfumers’  Association,  held  at  the 
Biltmore  Hotel,  New  York,  on  April  23,  Christian 
Beilstein,  of  the  Dodge  & Olcott  Company,  said 
that  since  the  armistice  the  price  of  perfumers’ 
raw  materials  on  an  average  of  25  articles  had 
dropped  from  $33.58  to  $28  to-day,  and  that  trade 
conditions  were  being  adjusted  all  around. 

Other  addresses  were  on  “Glass  Bottles,”  by 
Geo.  W.  Yost,  president.  National  Bottle  Manu- 
facturing Association,  Bellaire,  Ohio;  “Collap- 
sible Tubes,”  by  G.  H.  Neidlinger,  of  the  Peerless 
Tube  Company,  Bloomfield,  N.  J. ; “Paper  Boxes,” 
by  Harold  C.  Coppins,  superintendent  of  F.  N. 
Burt  Company,  Ltd.,  Buffalo,  N.  Y. ; “Tin  Boxes,” 
by  Jules  Smucker,  vice-president  of  the  Metal 
Package  Corporation,  Brooklyn,  N.  Y. 


HONGKONG’S  1918  ANISEED  TRADE 
[special  correspondence] 

Hongkong,  Eeb.  6,  1919. — There  was  a marked 
decrease  in  the  exports  of  aniseed  oil  from  Hong- 
kong in  1918.  Declared  exports  of  the  oil  to  the 
United  States  fell  from  277,787  pounds  in  1917  to 
only  52,328  pounds  in  1918,  and  shipments  to 
Europe  were  practically  negligible.  Prices  ranged 
rather  low  during  the  opening  months  of  the  year 
and  some  business  was  done,  but  as  prices  in- 
creased later  in  the  season  American  and  other 
buyers  refused  to  follow.  Prices  ranged  from 
$0.74  cents  to  $1.08  gold  per  pound. 


OHIO  PASSES  PRO-EXTRACT  BILL 
During  April  the  Ohio  Legislature  passed 
House  Bill  No.  225,  which  eliminates  the  features 
of  the  Ohio  law  which  requires  the  formula  to 
be  stated  on  all  flavoring  extract  containers  for 
which  no  standards  exist. 


EXTRACT  CONVENTION  DATE  SET 
The  tenth  annual  convention  of  the  Elavoring 
Extract  Manufacturers’  Association  of  the 
United  States  will  be  held  June  18,  19  and  20  in 
the  Hotel  Commodore,  New  York. 


GROCERY  TRADE  DIGEST 

^ The  most  important  news  happenings 
of  the  month  boiled  down  for  busy 
readers. 


MAY  REVISE  PURE  FOOD  RULES 

Government  Officials  Call  Public  Hearing  to 
Discuss  Regulations  With  a View  to 
Making  Changes  in  Law 

A PUBLIC  hearing  will  be  held  by  the  officials 
in  charge  of  the  enforcement  of  the  Eederal 
Food  and  Drugs  Act  on  Monday,  May  19,  1919, 
at  10  A.  M.,  in  the  Bureau  of  Chemistry,  United 
States  Department  of  Agriculture,  Washington, 
D.  C.,  to  discuss  a proposed  revision  of  the  rules 
and  regulations  for  the  enforcement  of  that  act. 
All  interested  persons  are  invited  to  attend  and 
present  their  views  either  orally  or  in  writing. 

Tentative  revised  rules  and  regulations  have 
been  prepared  by  the  United  States  Department 
of  Agriculture,  which  will  form  a basis  for  dis- 
cussion. Views  of  the  trade  and  other  persons 
interested  are  desired  in  reference  especially  to 
the  proposed  changes,  but  recommendations  for 
additional  amendments  of  changes  will  be  con- 
sidered. 

No  drastic  changes  in  the  present  regulations 
are  contemplated,  say  the  officials.  Most  of  the 
proposed  changes  in  wording  are  for  the  purpose 
of  clarifying  or  making  more  specific  regulations 
now  in  effect.  Some  minor  modifications  in  the 
rulings  have  been  made. 


Lifts  Ban  on  Mail-Order  House 
The  United  States  Court  of  Appeals,  sitting 
in  Chicago  April  29,  has  modified  the  ruling  of 
the  Federal  Trade  Commission  which  directed 
that  Sears,  Roebuck  & Co.  must  not  sell  sugar  at 
less  than  cost.  The  court'  sustained  the  Com- 
mission’s contention  that  Sears,  Roebuck  & Co. 
must  not  injure  competitors  by  advertising  that 
the  cheapness  of  the  sugar  was  due  to  the  huge 
buying  power  of  the  concern,  but  held  that  the 
mail-order  house  could  sell  at  any  price  it 
chooses. 


Grocers  Preparing  to  Fight  Packers 
A preliminary  meeting  of  manufacturers  and 
retail  grocers  affected  by  the  competition  of  the 
big  packing  interests  has  been  scheduled  for  the 
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week  of  May  12  at  Syracuse,  X.  Y.  John  M. 
Cross,  the  moving  spirit  behind  the  enterprise, 
and  representative  of  the  Retail  Grocers’  Associa- 
tion of  Syracuse,  is  planning  an  organization  to 
carry  on  the  fight.  In  telling  of  his  plans,  Mr. 
Cross  said : “A  plan  of  advertisement  larger 

in  proportion  than  that  now  being  carried  on  by 
the  packers  themselves  will  he  suggested  as  one 
of  the  means  to  carry  the  story  to  the  public,  and 
a mighty  effort  will  he  expended  to  bring  the 
retail  grocer  to  the  realization  of  the  fact  that 
to  sell  goods  other  than  sold  by  the  packers  will 
serve  a just  purpose.’’ 


Dealers  Urged  to  Buy  Sugar 
In  urging  dealers  in  refined  sugar  to  replenish 
their  stocks  now  to  ensure  against  the  possibility 
of  local  shortages,  officials  of  the  Sugar  Equaliza- 
tion Board  say  that  in  their  opinion  there  is  not 
any  actual  shortage  of  sugar  now,  and  no  prospect 
of  one,  at  least  before  next  fall,  but  on  the  other 
hand  there  is  no  prospect  of  any  material  change 
in  price  that  would  justify  merchants  in  delaying 
their  buying  orders.  The  price  of  sugar  to-day 
in  the  United  States  is  lower  than  that  in  any 
European  country  except  Denmark,  where  there 
is  a special  situation.  Against  our  10  cents  per 
pound,  prices  in  Europe  vary  from  12  to  45  cents. 

New  England  Wholesalers  Convene 
The  Wholesale  Grocers  of  New  England  organ- 
ization held  its  first  annual  convention  at  Boston 
on  April  17.  About  300  jobbers  and  notable  men 
attended  the  first  meeting,  including  President 
Arjay  Davies,  of  the  national  association;  Sec- 
retary of  Commerce  Redfield,  Senator  Eernald, 
of  Maine,  and  Lieutenant-Governor  Cox  of  Mas- 
sachusetts.   

New  Office  for  Specialty  Assoclation 
The  national  office  of  the  American  Specialty 
Manufacturers’  Association  was  moved  on  May  i 
to  299  Broadway,  New  York,  rooms  lOiy-iS. 
Boston  has  been  chosen  for  the  next  convention 
city,  the  meeting  to  be  held  in  the  second  week  of 
October.  

Buffalo  Grocers  Form  $10,000,000  Company 
The  Buffalo  Wholesale  Grocers’  Sales  Com- 
pany, with  $10,000,000  capital,  has  been  organized 
by  thirteen  Buffalo,  X.  Y.,  wholesale  grocers,  for 
the  purpose  of  buying  co-operatively  in  large  vol- 
ume so  as  to  secure  stocks  at  low  prices.  Buying 
in  big  quantities  the  company  expects  to  sell  to 
retailers  at  low  prices  and  thus  offer  successful 
competition  to  the  chain  stores. 


PATENTS  AND  TRADE  MARKS 

^ Subscribers  and  advertisers  may  con- 
sult this  bureau  without  charge  except  that 
postage  for  reply  must  accompany  all  in- 
quiries; there  are  no  fees  for  trade-mark 
searches. 

Address  all  communications  to  Patent  and  Trade 
Mark  Service,  The  Tea  and  Coffee  Trade  Journal 


PATENT  OFFICE  RECORD 


Patents  Granted,  Trade  Mark  Applications, 
Certificates  Issued  and  Labels  and  Prints 
Registered  During  the  Month 


[staff  correspondence] 
Washington,  D.  C.,  April  30,  1919. 

Here  follows  a complete  record  of  the  latest 
activities  of  the  United  States  Patent  Office, 
in  so  far  as  they  apply  to  the  tea,  coffee,  spice  and 
general  grocery  trades : 

Patents  Granted 

Percolator — Joseph  F.  Smart,  assignor  to 
Landers,  Frary  & Clark,  New  Britain,  Conn. 
(No.  1,295,222.)  In  a percolator  element  a steam 
chamber  cover  having  on  its  top  portion  a per- 
forated boss,  the  perforation  being  formed  with 
laterally  disposed  recesses  adjacent  to  its  upper 
end  and  removed  from  its  lower  end,  a tubular 
member  having  a surrounding  shoulder  near  its 
lower  end  and  being  corrugated  below  said 
shoulder,  so  as  to  form  an  additional  annular 
projection  and  end  flange,  said  second  projection 
having  portions  extending  into  said  recesses  to 
anchor  said  tube  against  rotation  relatively  to  said 
cover,  the  metal  of  the  boss  being  in  close  and 
binding  engagement  with  the  lower  surface  of 
said  shoulder  and  with  said  second  projection  and 
flange  of  the  corrugated  portion  below  said 
shoulder.  (Illustrated.) 


Machine  for  Roasting  Peanuts  and  the  Like. — 
Charles  A.  Tripp,  assignor  to  Holcomb  & Hoke 
Manufacturing  (Company,  Indianapolis.  (No. 
1.295,939.)  A machine  for  roasting  peanuts  or  the 
like,  including  a horizontal  stationary  hot  plate, 
a compartment  conveyor  along  the  upjier  surface 
of  said  hot  plate,  a feed  chute  with  which  the 
compartments  of  the  conveyor  successively  regis- 
ter and  means  to  intermittently  ojien  and  close  the 
lower  end  of  the  chute  to  control  the  discharge 
of  the  contents  of  the  chute  into  the  compart- 
ments. (Illustrated.) 


Percolator — Oliver  L.  Johnson,  San  Francisco. 
(No.  1,296,086.)  In  combination  with  the  ex- 
haust manifold  of  an  automobile  engine,  a socket 
in  said  manifold,  a percolator,  a receptacle 
adapted  to  fit  in  said  socket,  and  means  for  con- 
ducting water  from  the  body  of  said  percolator  to 
said  receptacle  to  be  heated  and  generated  into 
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steam,  and  a percolator  tube  leading  from  said 
receptacle  to  the  coffee  receptacle  in  the  top  of 
said  percolator.  (Illustrated.) 


Percolator — Robert  H.  Wentorf,  assignor  to 
Wpt  Bend  Aluminum  Company,  West  Bend, 
Wis.  _ (No.  1,297,425.)  In  a percolator,  the  com- 
bination with  a fountain  tube  and  a drip  cup 
mounted  thereon,  of  a spreader  plate  disposed 
within  said  drip  cup  and  having  its  bottom  taper- 
ing downwardly  from  its  outer  edge  to  its  center, 
said  bottom  provided  with  a plurality  of  con- 
centrically disposed  channels  and  a plurality  of 
apertures  in  the  bottoms  of  said  channels.  (Il- 
lustrated.) 


portion,  a receptacle  for  the  peanuts  located  in 
the  lower  portion  and  a floor  for  the  upper  por- 
tion located  between  the  two  portions  of  the 
casing,  mechanism  for  roasting  the  peanuts  hori- 
zontally disposed  in  the  upper  portion  so  as  to 
leave  a chamber  between  the  same  and  the  bottom 
of  the  upper  portion  for  the  roasted  peanut's  and 
having  a discharge  outlet  near  one  end  thereof, 
pneumatic  means  for  elevating  peanuts  from  the 
receptacle  below  to  a position  above  said  roasting 
mechanism  for  feeding  the  same  to  said  mechan- 
ism, and  pneumatic  mechanism  for  blowing  the 
peanuts  discharged  from  said  roasting  mechanism 
horizontally  to  the  opposite  end  of  the  receiving 
chamber  for  the  roasted  peanuts.  (Illustrated.) 


Coffee  Roaster— A.  Wilcox  and  Geo. 
H.  Mclntire,  assignors  of  one-third  to  A.  I. 
Switzer,  all  of  Spokane,  Wash.  (No.  1,298,130.) 
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Trade  Marks  Registered 
Here  is  a list  of  marks  which  have  been  regis- 
tered and  for  which  certificates  have  been  issued : 
“Tank  and  figure  of.’’ 
(124,725.)  Irwin-Harrison 
& Crosfield,  Inc.,  New 
York.  For  tea.  First  use. 
May,  1918. 

“JeKco.”  (124,727.) 
John  E.  King  Coffee  Com- 
pany, Detroit,  Mich.  For 
coffee.  First  use,  October 
I,  J915. 

“Blue  Goose  and  figure 
of  a goose.”  (124,769.) 
The  Shear  Company, 
Waco,  Tex.  For  roasted 
coffee.  First  use,  August 

I,  1918.  Registered  March 

II,  1919. 


Inventions  Patented  During  the  Month 


The  combination  in  a coffee-roasting  apparatus 
including  a roasting  cylinder,  of  a cooling  cylin- 
der below  the  roasting  cylinder  to  receive  roasted 
coffee  therefrom,  a lower  hopper  and  spout  re- 
ceiving coffee  by  gravity  from  the  cooling  cylin- 
der,_  an  elevated  reservoir  and  means  for  con- 
veying the  cooled  roasted  coffee  thereto,  and  dis- 
pensing riieans  coacting  with  said  reservoir. 
(Illustrated.) 


Machine  for  Roasting  Peanuts  and  the  Like — 
Charles  A.  Tripp,  assignor  to  Holcomb  & Hoke 
Manufacturing  Company,  Indianapolis.  (No. 
1,298,265.)  A machine  for  roasting  peanuts  or 
like  material,  including  a casing  having  a trans- 
parent upper  portion  and  non-transparent  lower 


“Rob  Roy.”'  (124,924.) 
The  Donald  Company, 
Grand  Island,  Neb.  For 
coffee.  First  use,  October 
27,  1911. 

“Empire.”  (124,812.) 
Berdan  & Co.,  Toledo, 
Ohio,  assignor  to  The  Ber- 
dan Company  of  Toledo, 
Ohio.  For  tea,  coffee, 
rice.  First  use,  January  7, 
1902. 

“Swansdown.”  (124,- 
861.)  James  A.  McAteer  & Sons,  Inc.,  Pitts- 
burgh, Pa.  For  coffee  and  tea.  First  use,  May 
28,  1918. 

“Blue  Bell.”  (124,872.)  Park  & Tilford,  New 
York.  For  tea.  First  use,  August,  1918. 

“Peep  O’  Day.”  (124,910.)  The  Weidman 
Company,  Cleveland,  Ohio.  For  coffee.  First 
use,  1903. 

“C  W.”  (124,914.)  The  Widlar  Company, 

Cleveland,  Ohio.  For  coffee.  First  use,  July  26, 
A.  D.  1918.  Registered  March  18,  1919. 


Labels  Registered 

This  is  a record  of  labels  which  have  been 
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registered  and  for  which  certificates  have  been 
issued : 

“Drum  Br^nd.”  (21,172.)  William  A,  Stewart, 
Chicago,  111.  For  coffee. 

Registered  March  ii,  1919. 


TRADE  MARKS  PENDING 
The  following  marks  have  been  favorably  acted 
upon.  Any  person  who  believes  he  would  be 
damaged  by  the  registration  of  a mark  may  within 
thirty  days  enter  opposition  to  prevent  the  pro- 
posed registration.  All  inquiries  should  be  ad- 
dressed to  the  Tea  and  Coffee  Trade  Journal,  79 
Wall  street.  New  York: 

Week  Ending  March  4,  1919 
"Neffco.”  (104,591.)  George  Lawson  Neff, 
Pittsburgh,  Pa.  For  coffee,  tea,  cocoa,  lemon 
extract,  and  vanilla  extract  for  flavoring  foods. 


“Acka  Packa.”  (115,145.)  H.  G.  Hill  Grocery 
Company,  Nashville,  Tenn.  For  canned  vege- 
tables, canned  fruits,  wheat  flour  and  self-rising 
flour  and  coffee. 

“Vanatrol.”  (115,149.)  H.  Kohnstamm  & Co., 
New  York.  For  flavoring  extract  for  foods. 


Week  Ending  March  18,  1919 
“Thermokept  and  triangle.”  (114,249.)  Ther- 
mokept  Products  Corporation,  New  York.  For 
tea,  coffee,  dried  vegetables,  dried  prunes,  canned 
peas  and  peaches,  canned  soup,  cheese,  powdered 
and  condensed  milk,  creamery  butter,  oleomar- 
garin,  powdered  eggs,  wet  cocoanut,  desiccated 
cocoanut,  cocoanut  butter,  candy,  sugar,  molasses, 
catsup,  vanilla  extract,  crackers,  rolled  oats,  black- 
' berry  jam,  mustard,  mackerel  in  brine,  smoked 
fish,  shredded  codfish,  canned  salmon,  olive  oil, 
macaroni,  olives  and  preserved  walnuts. 

“La  Speramaza  woman  and  two  children,” 
(t  15,542/^).  Anthony  Rubino,  New  York.  For 
olive  oil. 


Week  Ending  March  25,  1919 

“Pabst's  and  panel.”  (114,254.)  Pabst  Pure 
Extract  Company,  Inc.,  Reading,  Pa.  For  food 
flavoring  extracts. 

“Last  and  figure  of  an  old  shoemaker.”  (114,- 
350.)  The  J.  E.  Shoemaker  Company,  San  h'ran- 
cisco.  Cal.  For  cottonseed  salad  oil,  mayonnaise 
dressing,  tomato  catsup,  olives,  chow-chow  in 
bottles,  bottled  pearl  onions,  horseradish,  dry 
mustard,  prepared  mustard,  potato  chips,  bottled 
capers,  lilack  pepper  and  paprika. 

"Hires  and  panel.”  (115,009.)  The  Charles  E. 
Hires  Company,  Philadelphia,  Pa.  For  coffee. 


THE  UPLIFT  CORNER 


Helpful  Thoughts  and  Verses  that  Make 
for  Self-Reliance  and  Freedom,  in 
Blending  Sentiment  with 
Business 


TO  AMERICA 

The  stars  whose  living  images  are  seen 
Fixt  on  your  flags,  America,  seem  now 
Grown  real  stars,  and  lighting  all  the  world 
With  their  resplendent  glory.  It  was  these 
You  followed,  doubting  not,  up  to  the  skies. 
Lover  of  peace,  you  still  loved  justice  more. 

And  willed  to  join,  on  land  and  on  the  sea. 

The  mighty  conflict.  Champion  of  law. 

Under  the  lead  of  your  great  President, 

Now  you  stand  forth  revealed  not  great  alone 
In  worldly  riches,  but  in  mind  and  soul. 

For  not  the  thirst  of  gain  nor  lust  for  power 
Drew  you  to  battle,  but  the  will  to  serve 
Humanity  and  law.  You  would  not  see 
The  world  to  Teuton  tyranny  a slave. 

High  indignation  drove  you  into  arms. 

And  wrath  for  wrongs  by  others  borne.  Your 
tears 

Flowed  for  foul  outrage,  and  your  spirit  stirred 
Against  vile  crimes  even  beasts  would  not  have 
dared. 

Hence  came  the  storm-wind,  driving  you  to  war. 
To  end  the  rapine,  to  destroy,  both  root 
And  branch,  the  blight  of  ruthless  savagery. 

Its  hated  empire,  and  its  monstrous  chiefs. 

So  then,  across  that  ocean  where  the  sun 
Sinks  to  the  waves  to  rest,  pursued  by  night. 
Came,  with  the  dawn  of  victory  assured, 

A new  and  better  era  for  mankind. 

When  all  the  nations,  joined  in  brotherhood. 

Shall  prosper  in  a reign  of  mutual  trust. 

Under  the  safeguard  of  the  law,  and  peace 
Shall  be  perpetuate  from  age  to  age. 

— From  Literary  Digest. 
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® highest  efficiency  can  be  secured  through  a CIRCUEATION  OE  QUALITY  rather  than  of 
be  judged  character  and  not  mere  numbers,  should  be  the  criterion  by  which  the  value  of  a publication  should 
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SPICE  MEN  CAN  LEARN  EROM  COCA  COLA 
The  spice  packers  can  learn  something  from  the  Coca  Cola  folks.  When  the  latter 
found  themselves  confronted  with  much  the  same  problem  as  that  represented  by  the 
slack-filled  spice  package  abuse,  they  made  haste  to  advertise  the  truth  concerning  it. 
They  said,  “The  quantity  only  is  cut  down.  By  keeping  up  its  quality  Coca  Cola  keeps 
faith  with  its  friends.” 

Why  can’t  the  spice  men  go  and  do  likewise? 


WAIT  EOR  NORMAL  COEEEE  PRICES 

The  Government  took  control  of  the  coffee  trade  for  the  alleged  purpose  of  keep- 
ing Santos  4’s  at  about  lo  cents.  Instead  it  achieved  the  effect  of  increasing  them 
about  125  per  cent,  as  recently  they  have  been  selling  hereabouts  for  2254  cents.  Un- 
principled tea  and  coffee  substitute  folks  and  others  have  been  making  capital  out  of  the 
situation,  the  day  for  flag-waving  patriotism  having  passed. 

Dealers  should  sit  tight.  Don’t  be  fooled  by  the  coffee  speculators’  jargon  on  the 
one  hand  nor  the  substitute  fakers’  and  ignorant  laymen’s  hysteria  on  the  other.  Coffee 
is  in  plentiful  supply  in  all  the  producing  countries.  There  is  approximately  two  years’ 
production  stored  up  in  Java  alone.  The  coffee  speculators  are  now  selling  at  top 
notch  prices  in  Europe  and  America. 

It  would  seem  to  be  policy  for  dealers  to  buy  only  for  immediate  needs,  and  in  a 
little  while  there  will  be  a normal  re-action.  That  is,  unless  (and  here  rises  a serious 
question)  the  coffee  frost  propaganda  taken  in  connection  with  Brazil’s  advertising 
propaganda  should  so  increase  the  demand  as  to  play  into  the  hands  of  the  speculators 
in  their  efforts  to  unload  before  the  bottom  falls  out  of  the  market. — W.  G. 


RECONSTRUCTION  AND  THE  COEEEE  TRADE 
American  prosperity  to-day  depends  upon  the  spirit  of  service  of  business  men. 
The  country  needs  education  more  than  it  was  needed  during  the  war.  The  changes  of 
conditions,  commercially,  economically  and  socially,  since  the  European  war  began 
have  been  so  vast  and  so  rapid  that  the  average  man  has  only  a faint  appreciation  of 
how  far-reaching  and  how  fundamental  they  are.  People  think  that,  because  the  war 
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is  over,  we  can  go  back  to  pre-war  conditions,  levels  of  prices  and  wages.  This,  of 
course,  is  impossible,  but  until  its  impossibility  and  the  reasons  why  it  is  impossible  are 
understood  by  the  general  public,  the  public  mind  will  be  in  a state  of  hesitation  and 
confusion,  particularly  with  regard  to  buying  and  selling,  \\  ith  a sense  of  this  situa- 
tion and  a belief  that  the  country  is  waiting  for  leadership,  several  of  the  leaders  of 
thought  in  the  country  have  given  their  approval  to  the  inauguration  of  a campaign 
to  stimulate  a clear  understanding  of  conditions  as  they  are,  to  bring  al)Out  a realization 
of  the  fact  that  we  are  in  a new  world,  and  to  start  the  thinking  of  the  public  along 
lines  which  are  in  accord  with  to-day’s  conditions. 

The  American  coffee  trade  can  help  in  this  movement  by  giving  ear  to  the  argu- 
ments recently  advanced  by  the  National  Coffee  Roasters’  Association  for  the  study  of 
cost  formulas'.  President  Brand  points  out  that  most  roasters  have  been  selling  coffees 
to  the  retail  dealers  on  the  basis  of  their  lower  cost  stocks,  with  the  result  that  prices 
generally  have  not  been  advanced  by  roasters  to  what  their  goods  are  worth,  and  what 
they  must  finally  obtain,  present  market  cost  considered. 

' W’e  are  in  sympathy  with  the  arguments  that  both  roasters  and  retail  dealers  should 
get  a fair  profit'above  their  cost  of  doing  business,  as  they  go  along;  especially  as  it  is 
pre-supposed  that  they  will  be  able  to  pass  on  to  consumers  the  declines  as  they  occur. 
It  isn’t  good  business  for  them  to  sell  their  goods  on  a basis  of  their  cost  on  an  ad- 
vancing market,  and  on  the  basis  of  the  market  on  a declining  market.  Losses  and 
failures  are  bound  to  result  because  a firm  cannot  give  away  its  profits  on  an  advancing 
market  and  take  losses  on  a declining  market  and  still  keep  in  business. 

It  is  in  the  interest  of  American  business  that  the  public  should  have  a clear  con- 
ception of  the  changed  conditions  of  the  world  and  of  the  basic  reasons  why  this  country 
should  now  go  ahead  energetically  and  enthusiastically  in  a spirit  of  unity  and  harmony 
for  the  good  of  all.  LET’S  GO  ! — U. 


LO,  THE  POOR  CONSUMER! 

Gentlemen  of  the  coffee  trade,  let  us  consider  the  poor  consumer.  While  we  realize 
that  green  coffee,  labor  and  packing  costs  have  all  advanced  to  a point  which  makes  it 
impossible  to  sell  coffee  on  a pre-wartime  basis,  every  effort  should  be  made  to  equitably 
apportion  these  increased  costs  among  the  distributing  factors  before  the  consumer  is 
asked  to  pay  more.  1 

We  think  it  to  be  regretted  that  ever  since  the  National  Coffee  Roasters’  Association 
was  organized  there  have  been  men  prominent  in  its  councils  who  have  assumed  an 
unfortunate  attitude  whenever  prices  were  up  for  discussion.  When  the  Association 
was  organizing,  we  suggested  it  might,  among  other  things,  oppose  Brazil’s  coffee 
valorization  scheme  and  keep  down  the  price  of  coffee  to  the  consumer.  A coffee  trade 
leader  then  said,  “What  we  want  is  higher  prices,  not  lower  prices.”  Since  that  time 
many  of  the  Association  leaders  have  adopted  the  same  attitude.  We  believe  it  to  be  a 
mistake.  If  these  men  have  at  heart  the  best  interests  of  the  consumer  as  well  as  the 
trade  (which  they  should),  they  will  work  to  keep  the  price  of  coffee  to  the  consumer 
at  the  lowest  point  commensurate  with  quality  goods  sold  at  a fair  margin  of  profit. 

Recently  we  have  been  hearing  a lot  about  higher  prices  for  coffee,  and  some  mem- 
bers of  the  trade  have  been  doing  all  they  can  to  spread  the  idea  that  coffee  must  con- 
tinue to  soar  to  higher  price  levels.  We  have  yet  to  hear  of  any  roaster  deploring  the 
fact  that  the  consumer  is  being  asked  to  pay  more  for  the  one  product  that  showed 
little  or  no  advance  during  the  war.  The  coffee  market  is  filled  with  uncertainties. 
A dozen  factors  may  enter  in  to  bring  about  lower  prices.  Meanwhile,  why  anticipate 
conditions  which  may  never  happen?  It  isn’t  in  the  interest  of  public  ])olicy  for  any 
trade  organization  to  threaten  the  consumer  with  higher  prices  for  its  product,  and  it’s 
poor  business  policy  for  any  individual  distributer  to  do  so.  It  seems  to  us  that  the 
right  attitude  in  these  matters  is  to  show  a nice  solicitude  for  the  consumer’s  purse,  to 
try  to  convey  to  him  by  word  and  deed  the  idea  that  his  interests  are  paramount,  and 
that,  while  operating  costs  may  never  again  drop  to  j)re-war  levels  and  so  business  must 
go  ahead  on  the  new  cost  basis,  everything  is  going  to  be  done  to  keep  the  j)rice  of  coffee 
as  low  as  is  possible,  consistent  with  right  buying  and  square  dealing. — W.  G. 


TEA  AND  COFFEE  RESEARCH  BUREAU 

scientific  research  under  the  editors’  direction  in  which 
will  be  lound  short,  popularized  reviews  of  current  and  older  works  of  a phy- 
siological-chemical  character,  fugitive  paragraphs,  references  and  articles  dealing 
with  the  history,  pharmacology  and  technology  of  tea,  coffee  and  spices 


tea  and  coffee  misstatements 

A Chemist  Authority  Corrects  Some  Made 
Recently  in  Public  Prints  About 
These  Popular  Beverages 


*^EA  and  coffee  as  beverages  are  becoming  more 
popular  as  topics  in  newspapers  and  general 
magazines  as  the  date  for  enforcement  of  na- 
tional prohibition  draws  near.  Some  of  the 
writers  evidently  are  laboring  under  misappre- 
hensions, or  are  insufficiently  acquainted  with 
their  subjects,  in  the  opinion  of  a contributing 
editor  to  this  department,  who  points  out  errors 
in  the  articles  reproduced  here. 

A Doctor  on  Tea  Drinking 

Dr.  William  Brady,  writing  in  the  “Brooklyn 
(N.  Y.)  Daily  Eagle,”  under  date  of  March  24, 
had  this  to  say  about  tea  as  a beverage : 

“A  cup  of  tea  that  has  not  boiled  an  instant  is  a 
stirnulant  to  the  heart,  the  brain  and  the  kidneys. 
It  increases  the  functions  of  these  organs.  If 
taken  as  a beverage,  with  or  without  sugar  and 
milk,  it  will  practically  never  do  any  grown  per- 
son any  harm. 

“As  a beverage,  tea  is  almost  as  wholesome  as 
coffee.  It  is  not  quite  so  "stimulating  as  coffee, 
and,  of  course,  not  so  nourishing  as  coffee  with 
cream.  When  one  uses  tea  or  coffee  or  milk  or 
water  to  wash  down  half-masticated  morsels  of 
food,  then  the  drink  does  harm  by  delaying  diges- 
tion. But  this  is  not  true  when  the  liquid  is  taken 
separately  as  a beverage.  As  a beverage  with  the 
meals  or  before  or  after  the  food  any  of  these 
liquids  will  aid  digestion,  provided  you  like  it. 

“Tea  stimulates  the  body  as  coffee  does,  though 
less  strongly  than  coffee.  It  is  probably  more 
frequently  abused  than  coffee.  Abuse  of  tea 
means  drinking  tea  more  than  twice  in  the  day — 
taking  more  than  one  cup  of  tea  at  any  time  or 
one  cup  more  than  two  times  in  the  day. 

“Tea  contains  more  tannin  (tannic  acid)  than 
coffee.  Therefore,  the  infusion  must  be  drunk 
immediately  after  the  boiling  water  has  been 
poured  over  the  leaves,  lest  by  standing  it  extract 
too  much  tannin  and  injure  the  stomach  and 
cause  constipation. 

“The  evil  effects  of  exces'sive  tea  drinking  are 
very  frequently  noted  in  women.  Chronic  con- 
stipation, irritability,  all  sorts  of  vague  neural- 
gias, pallor  or  sallow  complexion,  consciousness 
of  the  heart  action,  restless  sleep,  ‘stomach 


trouble,’  ‘dyspepsia,’  loss  of  weight,  and  a re- 
markably strong  development  of  the  nerve  cen- 
ter which  controls  the  function  of  talking  about 
neighbors. 

“Somebody  has  compared  tea  fiends  with  alco- 
holic topers.  There  is  no  analogy.  Tea  is  a true 
stimulant.  Alcohol  is  a narcotic  depressent. 
Liquor  will  invariably  put  the  toper  to  sleep,  if 
he  takes  enough;  he  may  or  may  not  wake  from 
the  sleep  in  this  world;  often  he  does  not,  and 
that  is  better  for  the  world.  Tea  will  never  put 
anybody  to  sleep.  The  moderate  or  proper  use 
of  tea  is  a beneficial  habit.  There  is  no  such  thing 
as  a moderate  or  proper  use  of  alcoholic  bev- 
erages.” 

In  Answer  to  Dr.  Brady 

It^  is  not  just  to  blame  tea  for  the  remarkably 
strong  development  of  the  nerve  centers  which 
controls  the  function  of  talking  about  neighbors, 
says  our  contributing  editor,  who  also  makes 
some  other  interesting  comments  on  Dr.  Brady’s 
statement : 

“It  is  true  that  tea  that  has  not  boiled  an  in- 
stant is  a stimulant  to  the  brain  and  kidneys,  pro- 
vided the  leaves  have  not  been  subjected  to  too  ' 
prolonged  steeping,  which  will  extract  the  tannic  ' 
acid  as  surely  as  boiling.  Quick,  hot  infusion  of 
the  leaves  will  extract  the  majority  of  the  caffein 
and  pleasant  flavoring  constituents  from  the  tea  ' 
and  only  a minimum  amount  of  the  bitter  tannin. 
This  is  the  one  main  advantage  which  coffee  has 
over  tea;  namely,  that  tea  contains  tannin, 
whereas  coffee  does  not.  Coffee  does  not  injure 
the  lining  of  the  intestinal  tract,  nor  does  it  form  ! 
indigestible  compounds  with  the  ingested  food- 
stuffs. Tea,  on  the  other  hand,  when  made  so  as 
to  extract  the  tannin,  precipitates  proteins,  which 
bemg  interpreted,  means  that  it  will  attack  the 
lining  of  the  alimentary  tract,  tend  to  form 
difficulty-digested  products  with  the  food  con- 
junctively taken,  and  will  hinder  correct  intestinal 
peristalsis. 

“It  is  undoubtedly  true  that  many  human  ail- 
ments can  be  traced  to  excessive  use  of  tea,  but 
I do  not  think  that  it  is  safe  or  just  to  blame  tea 
for  the  ‘remarkably  strong  development  of  the 
nerve  center  which  controls  the  function  of  talk- 
ing about  neighbors.’  That  is  merely  human 
cussedness.  Just  what  constitutes  abuse  of  tea 
drinking  cannot  be  definitely  stated,  nor  any  arbi- 
trary limit  set.  The  amount  that  can  be  consumed 
with  safety  is  entirely  dependent  upon  the  indi- 
vidual. with  his  own  specific  tolerance,  and  upon 
the  method  employed  in  preparing  the  beverage. 
Properly  made  tea  can  be  consumed  by  the  aver- 
age individual  in  considerable  quantity  with  im- 
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punity,  but  how  often  is  it  properly  made  in 
America? 

“It  is  true  that  tea  is  not  immediately  so  stimu- 
lating as  coffee,  and  it  becomes  interesting  to 
speculate  as  to  the  reason  for  this.  \\  e know  that 
caffein-tannate,  as  found  in  tea  extracts,  is  pre- 
cipitated by  weak  acids,  while  the  caffein,  in  what- 
ever form  it  occurs  in  coffee  infusion  or  decoction, 
is  soluble  in  both  acid  and  alkaline  fluids.  Ac- 
cordingly, the  caffein  is  probably  assimilated  by 
the  body  directly  from  the  acid  stomach  in  the 
case  of  coffee,  and  not  until  it  reaches  the  alka- 
line intestine  in  the  case  of  tea.  Thus  in  the  case 
of  tea  the  caffein  will  not  be  taken  into  the  blood 
stream  until  a longer  time  after  ingestion  than  in 
the  case  of  coffee,  and  the  stimulation  will  not 
be  felt  for  a corresponding  length  of  time.  Also, 
because  of  the  nature  of  the  absorption  through 
the  intestine,  the  assimilation  of  the  caffein  from 
the  tea  will  be  spread  over  a relatively  longer 
length  of  time,  so  that  the  maximum  stimulation 
attained  per  unit  of  caffein  ingested  will  not  be  so 
great  as  for  coffee. 

‘Tt  is  the  height  of  nonsense  to  compare  con- 
firmed coffee  or  tea  drinkers  with  liquor  or  nar- 
cotic drug  fiends ; in  fact,  there  really  is  no  basis 
of  scientific  comparison.  Coffee  and  tea  are  true 
stimulants,  they  do  not  cause  noticeable  secondary 
depression,  they  do  not  cause  partial  or  total 
stupor  (quite  the  opposite),  and  they  are  not 
habit-forming.  Can  the  same  be  said  for  the 
other  class  of  stimulants,  the  narcotics?  Abso- 
lutely not.”  C.  W.  T. 

Coffee  Arraigned  as  a Narcotic 

In  an  article  entitled  “Here’s  How,”  appearing 
in  the  April  5th  issue  of  the  “Saturday  Evening 
Post,”  Harry  Leon  Wilson  arraigns  coffee  as  a 
narcotic.  This  “poor  writer  of  fiction,”  as  Mr. 
Wilson  illuminatingly  dubs  himself  in  the  article, 
says  that  “tobacco  and  coffee  have  in  the  aggre- 
gate wrought  more  havoc  to  the  human  system 
than  ever  did  the  ousted  member  of  the  great 
narcotic  triune  (alcoholic  drinks).”  Regarding 
coffee,  Mr.  Wilson  goes  on  to  say; 

“Coffee  will  fight  even  harder  (against  pro- 
hibition legislation).  Equally  iniquitous  with  the 
other  poisons,  it  yet  has  more  addicts  and  so  is 
thought  more  moral.  There  are  still  those — 
though  of  a low  cranial  index — who  even  consider 
it  to  have  a food  value.  Here  we  shall  need  a 
long  campaign  of  education ; though,  to  be  sure, 
with  brains  cleaned  of  alcohol  and  tobacco  toxins, 
we  shall  educate  quicker. 

“Even  to-day  there  is  a tidy  little  neighborhood 
scandal  about  this  hitherto  reputable  drug.  Word 
runs  from  house  to  house  that  it  attacks  the  heart 
and  nerve  centers  as  do  alcohol  and  nicotine. 
Already  its  slaves  suspect  its  fell  power.  As 
formerly  you  might  hear  two  gentlemen  lean 
against  the  bar  and  debate  which  was  the  better 
for  rheumatism,  Scotch  whiskey  or  rye,  so  now 
you  may  hear  a pair  of  perturbed  coffee  addicts 
wondering  if  it  isn’t  the  sugar  or  perhaps  the 
cream  that  plays  the  devil  with  their  nerves. 
They  do  not  dispute  quite  so  amiably  as  the  other 


two,  for  your  coffee  toper  is  never  of  so  genial  a 
temper  as  your  alcoholic.  And,  moreover,  argue 
though  he  will,  each  coffee  slave  knows  that  as 
soon  as  his  tipple  is  drunk  it  goes  straight  to  his 
heart  with  hammer  and  chisel,  causing  him  to 
lose  sleep,  to  have  dizzy  spells  at  his  desk,  to 
quarrel  with  his  confreres,  to  wonder  what  this 
country  is  coming  to,  anyway,  and  to  rush  to  the 
blessed  sanctuary  of  home,  to  wife  and  children, 
where  he  can  start  what  he  feels  like  starting  with 
small  risk  of  arrest. 

“Certainly  I would  have  the  anti-coffee  amend- 
ment to  the  document  our  forefathers  proudly  be- 
queathed to  us  ratified  to-morrow ; or  even  to-day. 
I'or  I have  thrown  off  the  shackles  of  that  drug 
and  I believe  everyone  else  should.  Even  I have 
not  wholly  escaped  the  blight  of  self-righteous- 
ness. I suffer  a genial  glow  of  it  each  morning 
as  I sip  my  very  gratifying  substitute.  I sit  there 
and  revel  in  pity  for  weaklings  the  land  over  who 
can’t  begin  the  day  without  a stimulant.  And, 
besides,  since  quitting  coffee  I am  able  to  smoke 
nearly  twice  as  much  as  when  a spineless  slave 
to  that  drug. 

“Your  coffee  drinker  must  have  his  moral 
repugnance  roused.  He  must  learn  that  his 
morning  dosage  of  coffee  is  about  equal  in  narcotic 
malignity  to  one  moderate  drink  of  whiskey  that 
is  watered.  Pie  must,  learn  that  his  craving  for 
this  drug  is  precisely  my  craving  for  a highball 
after  five  hours  at  the  typewriter,  or  for  a pint  of 
ripe  Bergundy  with  the  evening  steak ; that  we 
are  both,  in  short,  w^eak-willed  tipplers.  And  that 
in  the  long  run  my  occasional  highball  or  other 
alcoholic  drink  harms  me  less  than  his  daily  and 
incessant  yielding  to  a drug  that  has  too  long 
escaped  the  notice  of  those  who  were  sent  here  to 
make  us  good. 

“In  a modest  way  I am  doing  my  bit  in  this 
great  campaign  of  education.  I have  made  a 
good  dozen  coffee  addicts  uncomfortable  with  the 
truth  about  their  drug,  proving  my  case  each  time 
by  the  victim’s  admitted  symptoms.” 

Coffee  is  Not  a Narcotic 

Mr.  Wilson  bases  his  case  against  coffee  on  a 
faulty  premise,  states  our  chemist  authority,  who 
questions  his  qualifications  for  the  job  of  ar- 
raigning coffee. 

“For  Mr.  Wilson’s  enlightenment  I should  like 
to  quote  the  Century  Dictionary  and  Cyclopedia: 
‘Narcotic. — A substance  which  directly  induces 
sleep,  allaying  sensibility  and  blunting  the  senses, 
and  which  in  large  quantities  produces  narcotism 
or  complete  insensibility.’  Question — How  can 
the  stimulating  coffee  be  called  a narcotic? 

“The  gentleman’s  statements  throughout  the 
article,  indicative  of  non-acquaintance  with  his 
subject,  and  in  face  of  the  facts  that  coffee  is  not 
habit-forming  and  does  have  a decided  adjuvant 
food  value,  even  when  taken  black,  convinces  one 
that  the  possession  of  a ‘low  cranial  index’  might 
well  be  attributed  also  to  the  type  of  pseudo- 
authoritative  writers.  Indeed,  it  is  surprising 
that  a magazine  with  high  standards  would  pub- 
lish such  a facetiously-inclined  quasi-scientific 
article  so  fraught  with  misstatements.” 

C.  W.  T. 
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Another  Misstatement  About  Coffee 
In  an  article  entitled  “Coca-Cola  and  CofYee,” 
appearing  in  the  April  nth  issue  of  the  “Pitts- 
burgh Post/’  Dr,  W.  A.  Evans  also  makes  some 
misstatements  about  coffee.  In  one  part  of  his 
article  he  writes : 

“Coffee  is  taken  on  a full  stomach.  The  dinner 
coffee  is  taken  at  the  end  of  the  meal.  When  so 
taken  it  does  a minimum  amount  of  harm,  and 
after-dinner  coffee  helps  the  stomach  to  move  an 
overmeal.  When  you  see  a man  or  woman  taking 
coffee  on  an  empty  stomach — for  instance,  a cup 
of  coffee  served  before  breakfast — look  out  for 
nerves  and  semi-invalidism.  * * * 

“Coca-Cola  begets  a habit  just  as  coffee  does. 
* * * 

“The  Southern  people  especially  should  keep 
away  from  drugs.  They  are  the  largest  users  of 
Coca-Cola.  * * *” 

Setting  a Coffee  Critic  Right 
Our  contributing  editor  faxes  this  writer  with 
misstatements  as  follows : 

“It  is  true  that  the  effect  of  coffee  is  least  when 
taken  along  with  solid  food,  but  drinking  coffee 
on  an  empty  stomach,  as  before  breakfast,  will 
not  act  unduly  toward  the  production  of  ‘nerves’ 
and  semi-invalidism.  Also,  coffee  does  not  beget 
a habit.  The  statement  that  Southern  people 
should  keep  away  from  drugs  in  general  is  no 
doubt  true,  but  the  use  of  caffein-containing 
beverages  by  these  people  should  be  encouraged, 
not  discouraged,  as  caffein  is  particularly  antag- 
onistic to  the  inertia  induced  by  the  warmer 
climates.”  C.  W.  T. 


LUPINE  “COEFEE”  ANALYSIS 
Recent  experiments  in  Holland  with  coffee 
substitutes  consisting  of  as  much  as  50  per  cent  of 
lupines,  showed  that  the  infusion  has  an  exceed- 
ingly bitter  flavor,  difficult  to  improve  by  the 
addition  of  sugar  or  milk.  This  proves  that  the 
toxic  substance  contained  in  the  lupines  has  not 
been  removed.  Roasting  is  not  sufficient  to  elimi- 
nate this  substance,  although  some  workers  main- 
tain it  is,  and  recent  investigations  show  that 
lupines,  if  inefficiently  treated  and  consumed,  as 
in  these  substitutes,  can  cause  illness,  and  must  be 
considered  as  unfit  for  human  consumption. 

The  lupines  require  to  be  soaked  for  24  hours, 
then  boiled  in  fresh  water  for  three  hours  and  left 
to  cool  for  a further  12,  then  again  soaked  in  fresh 
water  for  12  hours  more,  and  crushed  up  by 
means  of  a wooden  mallet. 


HELPS  BUILD  COFFEE  SALES 
Clyde  Rogers,  Dickinson,  N.  D.,  writes:  “Here’s  $3;  I 
pay  it  gladly,  too.  I am  a grocery  salesman.  My  com- 
missions on  coffee  alone  were  over  $500  more  in  1918 
than  the  year  previous.  You  get  the  credit.  Ideas  from 
The  Tea  and  Coffee  Trade  Journal  enabled  me  to  make 
more,  as  well  as  larger,  sales.  I am  depending  on  your 
aid  this  year,  and  know  you  will  supply  the  desired  help.” 


MISCELLANEOUS  TRADE  NEWS 

A department  covering  the  activities 
and  developments  of  the  manufacturing 
tea,  coffee,  spice  and  fine  grocery  interests 
and  the  supply  trades. 


INVERT  SUGAR  CASE  ENDED 
[special  correspondence] 
Washington,  D.  C.,  April  24,  i9i9._The  case 
brought  by  the  Federal  Trade  Commission  against 
the  Nulomoline  Company,  New  York,  manufac- 
turer of  invert  sugar,  yesterday  was  closed  by  the 
defendant  company  agreeing  to  submit  without 
further  testimony.  Though  the  Nulomoline  Com- 
pany refused  to  withdraw  its  denials  or  defenses, 
the  commission  has  ordered  the  concern  to  desist 
from  “claiming  to  have  exclusive  right  to  the 
manufacture  of  invert  sugar;  claiming  to  have 
exclusive  monopoly  of  the  manufacture  of  invert 
sugar;  making  threats  of  patent  infringement 
suits  not  in  good  faith  against  concerns  manu- 
facturing or  contemplating  the  manufacture  of 
invert  sugar,  and  from  advertising  or  represent- 
ing that  in  the  manufacture  of  its  Nulomoline  no 
acids  of  chemicals  are  used,  and  that  the  sugar 
contained  in  Nulomoline  is  not  inverted  by  any 
of  the  usual  processes,  or  suggesting  or  intimat- 
ing that  other  invert  sugars  contain  dangerous 
acids..” 


COFFEE  FREIGHT  RULE  CANCELED 
[from  a staff  correspondent] 
Washington,  D.  C,  April  29,  1919. — The  In- 
terstate Commerce  Commission  has  approved  the 
proposed  cancellation  of  the  rule  governing  esti- 
mated weights  of  green  Brazil  coffee  applying  on 
interstate  traffic.  In  announcing  its  decision,  the 
Commission  said  the  cancellation  will  tend  to 
restore  the  uniformity  of  rules  and  regulations  on 
green  Brazil  coffee  moving  in  connection  with 
non-Federal  controlled  lines  with  those  applicable 
in  contiguous  and  competitive  territory, 

Lamm. 


COFFEE  LABELS  AND  CONTAINERS 
Now  that  the  national  coffee  publicity  cam- 
paign is  under  way,  coffee  packers  have  more 
reason  than  ever  before  to  give  careful  considera- 
tion to  the  subject  of  containers.  The  right  kind 
of  label  and  container  can  be  made  an  important 
adjunct  to  a successful  sales  campaign.  With 
hundreds  of  competing  coffee  brands  on  the  mar- 
ket, the  package  is,  many  times,  the  deciding 
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II  Theodore  Roosevelt  said  || 


il  By  this  token  every  man  who  has  the  best  interest  of  the  wholesale  coffee  || 
II  roasting  business  at  heart,  every  man  who  believes  in  upholding  its  dignity  || 
11  and  aiding  its  development,  every  man  who  wishes  to  help  his  fellows  and  at  || 
II  the  same  time  promote  his  own  business  ought  to  be  identified  with  the  || 


Rational  Coffee  J^oasttrs’ Association 


11  If  you  are  a wholesale  coffee  roaster  and  a non-member  of  the  N.  C.  R.  A.,  || 

II  this  message  is  addressed  particularly  to  you.  || 

If  you  wish  to  co-operate  with  the  men  of  your  chosen  following;  if  you  || 

• desire  to  make  the  most  of  your  present  unusual  coffee  opportunities;  if  you  || 
seek  to  benefit  by  contact  with  the  men  of  your  craft;  if  you  wish  to  profit  |l 
by  the  ideas  and  experience  of  some  of  the  best  brains  in  the  business;  if  you  l| 

are  on  the  road  to  bigger  things — you  will  want  to  become  a member  of  the  || 


i i 

j^afional  Coffee  boasters’  9lSfioeiat(on  |l 


It  is  the  duty  of  every  man  to  devote 
some  of  his  time  to  the  upbuilding  of 
the  profession  to  which  he  belongs.** 


N.  C.  R.  A, 


« 


For  Full  Particulars  Address 


FELIX  COSTE,  Manager 


74  Wall  Street 


CARL  W.  BRAND,  President 

New  York 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 
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Coffee  Exhibit  at  Food  Show 


Arbuckle  Brothers’  booth  at  the  Brooklyn  Food  Show, 
March  17-29,  where  Yuban  coffee  was  served  to  18,974 
persons  during  the  two  weeks.  Arbuckle  salesmen  demon- 
strated Yuban  to  dealers,  and  also  gave  consumers  lessons 
in  the  proper  way  to  make  coffee. 


factor  in  influencing  the  dealer  and  consumer. 
To  produce  a label  that  will,  of  itself,  make  sales 
and  be  out  of  the  ordinary  is  a task  requiring 
much  experience  and  careful  thought. 

The  Nivison-Weiskopf  Company,  318  Elm 
street,  Cincinnati,  Ohio,  makes  a specialty  of  pro- 
ducing sales-winning  lithographed  coffee  labels, 
and  seeks  inquiries  from  packers  wishing  to  im- 
prove their  present  labels  or  desiring  to  bring  out 
new  designs.  This  firm  also  turns  out  corrugated 
shipping  boxes,  maintaining  its  own  box  making 
and  lithographing  plants. 


A SHIPPING  CONTAINER  BOOKLET 
“How  to  Pack  it”  is  the  name  of  a booklet  pub- 
lished by  the  Hinde  & Dauch  Paper  Company, 
Sandusky,  Ohio,  telling  the  story  of  the  manufac- 
ture of  fiber  shipping  containers  and  of  Hinde  & 
Dauch  facilities.  Unlike  most  booklets  of  its 
kind,  it  contains  much  helpful  information  for 
the  packer,  including  directors  concerning  trans- 
portation requirements  and  a full  description  of 
practically  every  type  of  fiber  shipping  package. 


WAGON  ROUTE  MEN’S  CONVENTION 
[special  correspondence] 

St.  Louis,  April  29,  1919. — Preliminary  plans 
for  the  fourth  annual  convention  of  the  National 
Retail  Tea  and  Coffee  Merchants’  Association, 
which  will  be  held  at  the  Statler  Hotel,  St.  Louis, 
September  15,  16,  17  and  18,  were  completed  here 
at  a recent  meeting  of  the  executive  committee. 


THREE  MORE  EXCHANGE  SEATS  SOLD 
During  April  three  seats  on  the  New  York 
Coffee  and  Sugar  Exchange  were  sold,  each 


bringing  $5,600.  J.  H.  Oliphant  & Co.  bought  a 
seat  from  the  estate  of  Kabman  Haas,  Jerome 
Lewine  purchased  one  from  H.  D.  Turner,  and 
C.  J.  Walter  acquired  that  of  Theo.  F.  Whit- 
marsh. 


MAINLY  ABOUT  PEOPLE 


News  About  Men  in  the  Trade  at  Work 
and  at  Play 


CARL  W.  BRAND,  who  is  perhaps  the  busiest 
president  ever  at  the  head  of  the  N.  C.  R.  A., 
laid  plans  to  start  early  in  May  on  a trip 
from  Cleveland  to  the  Pacific  Coast,  stopping  on 
the  return  journey  at  leading  cities  to  talk  to 
coffee  men  about  the  advertising  campaign.  His 
main  objective  is  Del  Monte,  Cal.,  where  the 
Coast  roasters  are  to  meet  May  16-17. 

CAPT.  CHARLES  McDOUGALL,  a partner 
m the  coffee  brokerage  firm  of  Arnold,  Dorr  & 
Co.,  New  York,  who  has  been  overseas  for  several 
months,  returned  to  New  York  on  the  S.  S. 
Mt.  Vernon  on  April  22,  and  is  now  back  at  his 
desk.  Capt.  McDougal  saw  service  on  the  Mexi- 
can border  prior  to  the  European  war. 

E.  J.  HAZEN,  green  coffee  buyer  for  the  J.  C. 
Whitney  Company,  arrived  in  New  York  during 
the  month  from  Shanghai, 

C.  A.  MORALES,  of  Carter,  Macy  & Co.,  New 
York,  recently  made  an  extensive  trip  through 
the  Southwest,  with  T.  M.  MILAM,  Southern 
representative  for  the  company.  They  investi- 
gated tea  conditions  in  that  section,  and  both  are 
optimistic  about  future  business  there. 

B.  MEYER,  vice-president  of  Stewart,  Carnal 
& Co.,  New  Orleans,  coffee  importers,  was  a 
recent  visitor  to  the  New  York  market. 

THOMAS  J.  MEEHAN,  son  of  Charles  L. 
Meehan,  the  well-known  New  York  coffee  im- 
porter, returned  from  army  service  late  in  April 
with  the  305th  Field  Artillery  of  the  77th  di- 
vision, and  received  a cordial  welcome  from  his 
many  friends  in  the  trade. 

T.  P.  MONOHAN,  of  the  Monohan  Broker- 
age Company,  St.  Louis,  was  a New  York  visitor 
early  in  May.  He  reports  that  his  firm  is  making 
fine  progress. 

EDWARD  H.  LYNES  has  taken  offices  at  13 
Astor  Place,  New  York,  as  the  new  representa- 
tive in  this  district  for  the  Clark  & MacKusick 
Company,  of  Boston.  Mr,  Lynes  was  formerly 
with  the  W.  S.  Quinby  Company,  Boston,  and  is 
widely  known  in  the  tea  and  coffee  trades. 
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The  Big  Coffee 
CAMPAIGN 

STIRRING  times  coming ! The  coffee  campaign  started 
in  the  newspapers  the  week  of  April  21st  It  will  break 
into  the  big  magazines  in  July.  Everybody— get  ready! 

This  is  the  opportunity  for  the  Coffee  Trade  to  co-operate 
heartily  with  this  advertising  in  order  to  boost  coffee  sales 
all  “up  and  down  the  line”.  Make  a strong  concerted  effort 
to  “hook  up”  with  this  campaign. 

Coffee  is  the  big  thing  just  now.  People  are  reading 
about  coffee — thinking  about  it — and  inquiring  about  it. 
Now  is  the  moment  for  everybody  in  the  Coffee  Trade  to 
centralize  and  specialize  on  coffee. 

Wherever  possible,  retailers  should  feature  coffee  promi- 
nently. Coffee  window  displays  and  store  exhibits  should 
be  encouraged  and  installed  everywhere.  Distributors  and 
merchants  generally  should  unite  in  this  big  coffee  drive. 

Cut  out  the  coffee  advertisements  from  the  newspapers 
and  from  the  pages  of  the  Saturday  Evening  Post,  and  use 
them  as  placards.  Send  out  all  the  printed  matter  obtain- 
able on  coffee.  It  would  be  well  wherever  practical,  actually 
to  serve  coffee  at  certain  hours.  Anything  and  everything 
you  may  do  will  help  to  boost  your  coffee  sales. 

GET  BEHIND  IT  and  PUSH 

Copyright  1919  by  the  Joint  Coffee  Trade  Publicity  Committee  of  the  United  States 
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MARKETS  OF  THE  WORL^ 

Latest  News  Letters  from  Staff  and  Spe- 
cial Correspondents  in  Foreign  and 
Domestic  Trade  Centers 


OUR  LONDON  LETTER 

The  Latest  News  From  Mincing  Lane  and  the 
Continental  Trade  Centers 

Office  of  The  Tea  and  Coffee  Trade  Journal, 
34  Cranbourn  Street,  London,  W.  C.  2, 

London,  April  4,  1919. 

'^HE  tea  trade  here  is  rapidly  settling  down  to 
a more  normal  basis.  The  official  announce- 
ment made  the  last  week  in  March  that  public 
sales  (as  opposed  to  the  previously  prevailing  sys- 
tem of  balloting)  for  the  home  trade  will  prob- 
ably be  resumed  on  May  5,  was  welcomed,  for  it 
signifies  decontrol  of  the  commodity.  Certain 
minor  restrictions  will  still  remain  in  vogue  in 
regard  to  the  proportion  of  tea  which  is  now 
coming  through  on  individual  account,  and  which 
is  to  be  included  in  the  public  sales  alongside  of 
the  Government  tea.  The  tea  to  be  put  up  for 
public  auction  will  be  for  home  consumption  only, 
and  not  for  export. 

It  is  understood  that  private  importers  will  be 
free  to  dispose  of  their  tea  for  home  consumption 
without  any  restrictions  once  the  public  sales  are 
resumed.  The  quantities  to  be  put  up  for  auction 
each  month,  whether  of  private-owned  or  Gov- 
ernment teas,  is  for  the  time  being  to  be  arranged 
by  the  Food  Ministry,  with  the  assistance  of  rep- 
resentative importers’  committees. 

The  resumption  of  public  sales  indicates  prac- 
tically the  passing  of  real  Government  control  of 
the  tea  trade  here.  Tea  is  now  being  sold  from 
50  cents  upwards.  The  Co-operative  Wholesale 
Society  is  advertising  eighteen  different  blends 
of  packet  teas  and  fourteen  loose  blends  at  prices 
rising  from  50  cents  to  80  cents  a pound.  In  other 
establishments  the  finer  China  teas  can  now  be 
bought  at  75  cents  to  $1.00  per  pound.  Many 
lovers  of  a good  tea  welcome  the  reappearance  of 


such  China  blends  as  Moning  Congou  and  Lap- 
sang  Souchong.  These,  of  course,  could  not  be 
sold  at  the  old  price  of  64  cents  a pound. 

The  last  vestiges  of  Government  control  must 
apparently  remain  until  the  Government  has  got 
rid  of  a quantity  of  something  like  215,000,000 
pounds  of  tea,  which  it  has  accumulated  in  the 
shape  of  stocks,  quantities  in  transit  and  other 
quantities  to  be  loaded.  The  resumption  of  free 
sales  by  auction,  however,  will  be  a vast  improve- 
ment. 

There  is  very  little  likelihood  of  the  cheapest 
tea  in  this  country  now  selling  below  50  cents  per 
pound,  owing  to  the  fact  that  half  of  that  price 
is  tax. 

The  tea  trade  generally  has  welcomed  all  these 
removals  of  restrictions,  and  is  now  going  to 
make  a big  fight  for  the  recovery  of  its  strong 
pre-war  position.  The  hold  that  tea  drinking  has 
upon  the  population  of  this  country  has  never 
been  seriously  threatened,  but  sometimes,  through 
scarcity,  temporary  movements  are  made  towards 
other  beverages,  and  perhaps,  on  the  whole,  the 
amount  of  tea  drunk  has  dwindled.  General  ex- 
pansion for  home  consumption  is  now  expected, 
together  with  an  insistence  upon  the  better  quali- 
ties of  the  herb. 

There  are  two  or  more  ballots  of  Indian  and 
Ceylon  tea  before  the  public  auctions  start,  and 
ample  supplies  are  available  for  them.  Deliveries 
are  already  in  excess  of  normal.  Finally,  the  stock 
of  tea  in  the  country  for  the  time  of  the  year  is 
probably  unprecedented.  The  total  imports  for 
1918  were  474,879,540  pounds,  comparing  with 
241,262,304  pounds  in  1917  and  377,666,422  pounds 
in  1916.  British  India,  of  course,  supplied  the 
great  bulk  of  these  quantities,  with  Ceylon  a 
good  seconfl,  China  a poor  third,  and  Java  and  the 
Netherlands  only  contributing,  in  1918,  250  pounds. 
Separate  figures  are  given  for  tea  entered  for 
home  consumption.  This  amounted  to  311,151,407 
pounds  in  1918,  277,808,766  pounds  in  1917,  and 
302,510,960  pounds  in  1916. 

Exports  of  tea  fell  away  radically  on  the  three 
years.  Exports  of  all  teas  for  1918  amounted 
to  2,195,326  pounds,  as  against  14,307,173  pounds 
in  1917  and  62,307,112  pounds  in  1916.  Export 
trade  is  now  slowly  reviving,  although  until  the 
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When  High  Costs  Pinch 

When  costs  creep  daily  higher  and  begin  to  steal  your  profits,  as  they 
do  today,  new  economies  must  be  practiced.  And  when  higher  costs 
are  believed  to  have  come  to  stay,  a radical  readjustment  is  often 
necessary. 

This  situation  is  confronting  all  trade  today.  So  what  is  more  natural 
than  to  seek  economy  in  one’s  package — to  look  for  the  ideal  package 
that  is  a true  container  and  producer  of  sales  at  a lower  cost? 

Such  packages  are  *TT/ie  UNION  DUPLEX  BAG  and  ^he  UNION 
DUPLEX  SACK,  millions  of  which  are  being  used  to  pack  and  help 
the  sale  of  coffee,  tea,  spices,  flour,  meal,  rice,  dried  fruits  and  other 
food-stuffs. 

When  printed  with  a striking  label-design  in  strong,  lustrous  inks  by 
our  highly  skilled  Printing  Department,  UNION  DUPLEX  BAGS 
and  UNION  DUPLEX  SACKS  become  containers  that  are  neat,  clean 
and  attractive  in  appearance.  They  are  “sales-getters”  whose  cost  helps 
cut  down  the  over-head. 

Let  us  mail  you  some  samples — or  better  still  let  our  Art  Department 
work  up,  without  any  obligation  to  you,  a graphic  color-sketch  that 
will  show  exactly  how  your  Brand  will  look  on  ^he  UNION  DUPLEX 
BAG  or  ^he  UNION  DUPLEX  SACK. 
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big  Russian  demand  is  resumed,  and  one  or  two 
more  countries -start  taking  something  like  their 
old  quantities,  not  a very  big  movement  upward 
can  be  expected. 

The  coffee  market  has  been  very  quiet,  but  has 
been  marked  by  a great  steadiness.  Common 
Santos  remains  comparatively  cheap,  -^hile  better 
Brazil  is  in  a somewhat  improved  inquiry.  The 
trade  in  futures  is  rather  lower  for  late  fall  de- 
livery, but  the  fact  that  there  is  a demand  so  far 
ahead  is  an  encouraging  symptom.  Jamaica 
coffee  has  been  more  asked  for,  while  East  India 
plantation  has  sold  steadily  at  from  $30  to  $37.50 
per  1 12  pounds,  the  higher  price  being  made  for 
what  Mincing  Lane  describes  as  “superior,  col- 
ory.” Mocha  did  not  become  quite  unobtainable 
despite  the  war,  and  the  alliance  of  the  Hedjas  ' 
with  the  British  Empire  promises  a new  and  pros- 
perous era  for  coffee-growing  in  Arabia.  The 
Uganda  plantations  are  flourishing  and  may  easily 
be  extended.  A price  of  $25  to  $37.50  per  cwt. 
may  be  given  for  the  produce.  Some  Mexican 
coffee  is  to  hand  at  $23,75  to  $31,25  per  cwt,  but 
trade  with  Mexico  is  capricious. 

There  is  an  improved  export  demand  for  cocoa, 
and  may  lead  to  a firmer  market  in  April.  Indica- 
tions of  a helpful  character  in'clude  the  demand 
for  plantation  cocoa  (Ceylon,  fine)  at  $25  per  112 
pounds,  and  also  an  improved  inquiry  for  common 
Accra  at  $16.25  per  112  pounds.  Thus  the  trade 
has  broadened  out  Brazil  can  supply  Bahia  at 
about  $21  per  112  pounds.  Guayaquil  may  now  be 
obtained  at  $22.50,  against  $27.50  a year  ago. 
Other  sorts  show  a materially  smaller  decline — 
where  there  is  a decline  at  all— on  the  twelve- 
month.  Thomas  Reece. 


BUMPER  COEEEE  CROP  IN  COLOMBIA 
The  Colombian  coffee  harvest  is  the  heaviest 
in  the  history  of  the  country,  being  estimated  at 
T,25o,oco  sacks,  according  to  United  States  Trade 
Commissioner  P.  D.  Bell.  With  prices  from  22 
to  25  cents  a pound,  if  the  bulk  of  this  crop  is 
taken  by  the  United  States  as  heretofore,  it  will 
mean  an  increase  in  the  present  unfavorable  bal-. 
ance  of  trade  from  $25,000,000  to  $30,000,000, 
which,  with  the  present  slow  movement  of  goods 
from  the  United  States,  will  still  further  aggra- 
vate the  exchange  situation. 


JAVA’S  TEA  TRADE  IN  1918 


While  Total  Shipments  Showed  a Big  Decline,  | 
Exports  to  the  United  States  In-  i 

creased  Materially  ■ 


[special  correspondence] 


Buitenzorg,  Java,  Eeb.  5,  1919.  | 

EXPORTS  of  tea  from  Java  for  1918  aggre- 
gated 27,733  metric  tons,  a decrease  of  8,740  I 
metric  tons  compared  with  previous  year’s  ship- 
ments and  18,747  metric  tons  less  than  the  fig- 
ures of  the  year  1916. 

The  decrease  is  particularly  noticeable  in  the  | 
shipments  to  Russia,  which  are  8,066  tons  less  [ 
than  for  1917.  The  exports  to  the  United  States  | 
and  Canada  show  an  increase  approximately  of 
two  and  a half  and  one  and  a half  thousands  tons,  i 
respectively,  while  those  for  the  other  countries  i 
(Australia  included)  show  an  advance  of  over  j 
four  and  a half  thousand  tons.  j 

' The  following  are  the  actual  figures  and  their  I 
distribution  in  metric  tons : ! 


Destinations 

Holland  

Great  Britain  

Russia  

Australia  

U.  S.  A.  

Canada  

Singapore  

Other  ports  

Total  leaf  tea 
Total  dust  . . . 


1918 

1917 

639 

1,693 

462 

8,518 

5,181 

5,194 

16,286 

13,604 

4,161 

2,556 

222 

515 

885 

5,538 

27,187 

33,257 

546 

3,214 

Grand  total 


27,733  36,471 


The  Java  Tea  Situation  1 

The  tendency  of  the  Batavia  market  continues  \ 
firm,  although  the  inquiry  from  exporters  is  very 
small.  As  soon  as  peace  was  in  sight  in  Novem-  I 

ber  large  parcels  were  bought  by  outsiders  on  / 

speculation.  Exporters,  however,  preferred  to  i 

await  the  time  that  these  holders  show  an  in-  { 
clination  to  sell  their  expensive  stuff  at  more  ^ 

reasonable  prices,  and  they  leave  the  market  s 

altogether  under  the  influence  of  speculators. 
Many  estates  have  already  sold  half  their  output  ! 
of  this  year  at  satisfactory  prices,  viz. : on  an 
average  of  40  to  48  cents.  Our  Government  is  i 

granting  all  possible  facilities  as  to'  the  obligatory  ^ 

export  licenses. 

Average  market  values  in  dutch  cents  per  half  | 
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Have  You  Tried  Tuxedo  in  the  New 


“TEA-FOIL”  PACKAGE? 

It  is  the  most  popular  innovation  of  many 
years  in  smoking  tobacco  packages 
Smokers  are  delighted  with  its  many 
advantages.  Handier — fits  the 
pocket.  No  digging  the  tobacco 
out  with  the  fingers.  Keeps 
the  pure  fragrance  of 
Tuxedo  to  the  last  pipe- 
ful. Not  quite  as  much 
tobacco  as  in  the  tin, 
but 
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kilo  net,  medium  quality,  were  on  January  15: 
Orange  Pekoe  (tippy),  40;  Pekoe,  36;  Pekoe 
Souchon,  28;  broken  Orange  Pekoe,  37;  broken 
Pekoe,  30;  broken  tea,  25;  fannings  and  dusts, 

10/15. 

During  these  last  months  quality  has  been  less 
satisfactory.  The  rain  so  long  expected  has 
finally  come,  but  the  total  output  will  be  less  this 
year.  The  lack  of  sufficient  price  may  also  be  a 
reason  to  reduce  the  tea  planting  in  the  lower 
districts. 

Shipments  to  Holland  have  been  resumed,  and 
19,000  chests  of  tea  will  go  there  from  Java  early 
in  February.  Exports  to  England  have  also  been 
begun  again. 


JAVA  CUTS  EREIGHT  RATES 
Ereight  rates  from  Batavia,  Java,  to  San  Eran- 
cisco  were  lowered  considerably  on  January  i, 
1919.  While  practically  all  products  are  now 
shipped  to  San  Erancisco  at  a decidely  lower  cost, 
reductions  to  New  York  have  been  made  on  only 
tea  and  coffee.  It  is  reported  in  Batavia  that 
Japanese  competition  to  the  Pacific  Coast  port  is 
responsible  for  the  cut.  The  rate  to  New  York 
on  a cubic  meter  of  tea  (35.3  cubic  feet)  is  now 
$32.16,  as  compared  with  $54.27  last  year.  On 
coffee  it  is  $130.65  per  1,800  kilos  (about  3,960 
pounds),  as  compared  with  $159.79  a year  ago. 
The  San  Erancisco  rates  are : 


Jan.  1,  1918.  Jan.  1,1919 

Tea  40  cuDic  feet  $52.26,  $37.78 

Cassia  *Picul  11.33  8.04 

Mace  Picul  6.51  4.82 

Tapioca  flake  Picul  5.79  4.42 

Tapioca  flour  Picul  3.61  2.81 

Pepper  Picul  5.79  4.02 

Coffee  Picul  5.31  3.22 

Cocoa  Picul  5.78  4.42 


* Picul  136  pounds. 


JAVA  COEFEE  GROWERS’  ASSOCIATION 

[special  correspondence] 

Amsterdam,  Holland,  Jan.  31,  1919. — A tele- 
gram received  from  the  president  of  the  Neder- 
landsch-Indisch  Landbouw  Syndicate  states  that 
the  coffee  commission  have  submitted  the  statutes 
of  the  proposed  association  of  coffee  growers  for 
the  sanction  of  the  Government  of  the  Dutch  East 
Indies.  The  management,  which  will  also  act  as 
advising  committee  for  export  consents,  will  con- 


sist of  Messrs.  D.  Birnie,  A.  H.  Geistdorfer,  W. 
Labohm,  J.  E.  Metzelaar  and  Th.  J.  van  Rossum. 

It  is  intended  to  make  arrangements  for  the 
sale  and  export  of  all  robusta  coffee  in  a similar 
way  as  for  Java  sugar.  Consent  to  export  will 
be  granted  only  to  members  of  the  Association 
of  Coffee  Growers.  Three  delegates  will  be  ap- 
pointed for  Holland,  in  view  of  those  coffees 
which  are  usually  destined  for  sale  in  this  country. 


TEA  IMPORTS  DURING  MARCH 
[from  a staff  correspondent] 
Washington,  D.  C.,  April  24,  1919. — Super- 
vising Tea  Examiner  Mitchell’s  March  report  of 
teas  examined,  rejected  and  passed  shows  a net 
import  for  all  districts  of  3,211,974  pounds.  He 
records  12,337  pounds  rejected  for  quality.  The 
quantities  of  each  variety  passed  or  rejected  are 
shown  in  the  following: 


Variety 

Formosa  Oolong  

Foochow  Oolong  

Congou  

India  

Ceylon  

Java  and  Sumatra  .... 

Ceylon  Green  

Ping  Suey  Green 

Country  Green  

Japan  

Japan  Dust  

Capers  

Scented  Orange  Pekot 

Scented  Canton  

Canton  Oolong  


Pounds 

Pounds 

Passed 

Rejected 

478,264 

52 

1,500 

65,124 

’2O8 

149,360 

370,953 

1,105,321 

5’,6i() 

741,856 

3,634 

27,185 

205,034 

’566 

40,160 

17’,488 

9,729 

2,933 

The  month’s  record  of  teas  passed  and  rejected 
at  each  tea  inspection  center  was  as  follows  : 


Pounds  Pounds 

Passed  Rejected 

Boston  127,265  104 

Chicago  293,344  .... 

Honolulu  12,057  .... 

New  York  1,265,725  8,748 

Puget  Sound  611,024  ^ 52 

St.  Paul  560,773  

San  Francisco  341,786  3,433 


SHIDZUOKA  TEA  SEASON  OPENS 
A dispatch  from  Japan  states  that  the  new 
season’s  first  parcel  of  tea  has  arrived  on  the 
Shidzuoka  market.  The  quality  is  said  to  have 
been  good.  The  Japanese  Tea  Manufacturers’ 
Association  states  that  while  some  plants  in  the 
Shidzuoka  district  have  been  infested  with  dis- 
ease, preventive  measures  insure  that  the  affec- 
tion will  not  spread.  As  a whole,  youjig  leaves 
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sprout  excellently  this  year  in  all  producing  dis- 
tricts, and  unless  weather  conditions  grow  ad- 
verse later,  the  crop  of  tea  this  season  will  prove 
good,  and  last  year’s  price  will  at  least  be  main- 
tained. 


NEW  ORLEANS  LETTER 


News  of  the  Trade  in  the  “Logical  Port’’  as 
Gathered  by  Our  Correspondent 

New  Orleans,  May  i,  1919. 
'"PPIE  coffee  trade  at  New  Orleans  was  fairly 
active  during  the  past  month,  a rapid  rise  in 
prices  being  accompanied  by  more  extensive  buy- 
ing from  the  interior.  Speculative  dealing  was 
also  more  evident  here  than  for  many  months 
past.  Spot  prices  advanced  along  with  futures, 
and  Rio  7s  are  now  selling  at  cents  and 

Santos  4s  at  22j4  cents. 

Deliveries  during  the  period  were  large,  owing 
to  the  distribittion  of  the  heavy  imports  which 
arrived,  but  local  stocks  now  amount  to  about 
only  190,000  bags. 

The  rapid  rise  in  green  coffee  prices  was  re- 
flected in  the  roasted  market.  Beginning  April 
28,  roasted  prices  advanced  2 cents  a pound. 

With  Ceylon  and  India  teas  selling  as  at  present 
in  London,  the  tea  market  here  is  expected  to 
remain  on  a firm  basis.  Many  dealers  have  held 
off  expecting  a decline,  but  slow  business  has 
been  helped  by  the  fact  that  because  cotton  is 
being  held  and  wholesalers  are  carrying  retailers, 
there  is  not  the  usual  amount  of  money  available. 
In  the  opinion  of  T.  M.  Milam,  representing 
Carter,  Macy  & Co.  in  the  South,  teas  have 
reached  the  bottom,  and  the  trade  is  beginning 
to  take  advantage  of  offerings.  Mr.  Milam  has 
just  returned  from  a trip  through  Texas,  New 
Mexico,  Arizona,  Oklahoma  and  Arkansas,  where 
he  found  bright  prospects  for  early  resumption 
of  tea  buying,  especially  along  the  Mexican 
border,  where  merchants  are  replenishing  their 
stocks  in  anticipation  of  recovering  business  with 
Mexico. 

The  New  Orleans  Board  of  Trade  has  called 
the  attention  of  all  coffee  dealers  in  the  Missis- 
sippi Valley  to  the  advantages  of  shipping  coffee 


by  the  Mississippi  River  Barge  Line.  Rates  are 
made  through  to  the  point  of  destination  and  in- 
clude insurance,  and  the  Board  urges  that  dealers 
make  purchases  at  New  Orleans  and  route  the 
coffee  via  the  barge  line. 

J.  Aron,  of  J.  Aron  & Co.,  New  York,  was  here 
on  business  the  latter  part  of  the  month. 

E.  K.  P. 


THE  NEW  YORK  MARKETS 


Special  Market  Reviews  for  “The  Tea  and 
Coffee  Trade  Journal’’ 


New  York,  May  3,  1919. 

' I *HE  green  coffee  market  during  April  was 
characterized  by  a steady  expansion  of  busi- 
ness in  all  positions,  accompanied  by  a striking 
advance  in  prices.  A slightly  easier  tone  was 
noticeable  in  the  spot  market,  as  the  majority  of 
buyers  adhered  to  their  hand-to-mouth  policy  of 
many  months’  standing,  while  the  arrival  of  large 
quantities  shipped  early  in  the  year  permitted 
more  liberal  offerings,  especially  of  Santos. 
There  was,  however,  a continued  scarcity  of 
colory  Rios  grading  above  No.  6. 

Record  Prices  for  Futures 
Within  a short. time  there  was  a distinct  turn 
Tor  the  better,  and  with  prices  frequently  jumping 
upward  with  striking  rapidity  a large  business  was 
transacted,  the  largest  part  of  which  was  of  the 
inter-trade  variety  between  importers  and  job- 
bers. Many  lots  changed  hands  frequently,  and 
in  some  cases  the  same  coffee  was  said  to  have 
been  sold  and  rebought  by  the  same  people  several 
times.  The  demand  for  coffee  in  store  also 
showed  marked  improvement,  especially  for  the 
lower  grades.  These  had  been  selling  at  unusu- 
ally big  discounts,  but  the  appreciation  in  values, 
which  far-sighted  merchants  had  predicted  for 
some  time,  speedily  materialized.  Victoria  7s-8s 
were  practically  unobtainable  at  times,  and  were 
recently  quoted  at  i8j4  cents,  against  15^  cents 
a month  previous,  while  Rio  7s  rose  from  iGji 
cents  to  i87'^  and  19  cents.  The  boom  in  these 
varieties  was  traceable  largely  to  the  remarkable 
buoyancy  in  future  contracts,  which  have  ad- 
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CANISTERS 

Like  this,  Tin  Tops 
and  Bottoms,  Fibre 
sides,  are  made  by  the 

Canister  Company  of  New  Jersey 


Our  CANISTERS  are  used  to  for  our  machinery  is  especially 

carry  most  everything — tea,  adapted  to  turn  out  the  un- 

spices, cocoa,  coffee — any  dry 
food  product — and  for  this  pur- 
pose are  lined  with  clean  white 
parchment. 

Our  CANISTERS  also  are 
used  to  carry  soap  powders. 

Bon  Ami  Powder  for  instance — 
milk  sugar,  peanuts,  baby  bar- 
ley, jelly  powder,  etc. 

Our  CANIvSTERvS  are  made  in 
square,  oblong  and  round  shapes 
in  forty  different  sizes  up  to  the 
big  five  pound  coffee  and  tea 
CANISTERS  and  ten  pound 
cocoa  and  spice  CANTSTERvS, 

Sales  Office: — 21  Battery  Place,  New  York  City. 

Factory: — Phillipsburg,  New  Jersey. 


usually  large  sizes. 

Our  CANISTERvS  have  any 
style  of  top  you  may  desire, 
slip  covers,  friction  tops,  screw 
tops,  hinge  covers,  sifting  tops. 

# 

Our  CANIvSTERvS  are  used  by 
the  Bon  Ami  Company  and 
thousands  of  others. 


Our  CANIvSTERvS  have  been 
used  by  some  of  our  customers 
continuously  for  twenty  years. 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Cofkee  Trade  Journal 
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vanced,  roughly,  3 and  3^  cents  in  the  month, 
or  4^  and  cents  from  the  low  marks  reached 
late  in  January.  The  top  price  recorded  up  to  this 
writing,  18.25  cents  for  July,  is  the  highest  since 
September,  1890,  when  September  contracts  sold 
at  18.50  cents.  Records  of  the  New  York  Coffee 
Exchange,  going  back  over  thirty-two  years,  show 
a high  mark  of  22.25  in  June,  1887.  The  latest  bid 
for  May  contracts  was  18.50  cents. 

During  this  period  futures  were  advancing 
much  more  rapidly  than  actual  coffee,  and  as  May 
contracts  crossed  the  i6-cent  line  they  were  just 
about  on  a parity  with  prices  then  ruling  for  spot 
Rios  and  Victorias.  As  offerings  of  future  con- 
tracts were  so  scarce,  any  effort  to  buy  note- 
worthy quantities  on  the  Exchange  was  certain 
to  cause  further  sharp  advances,  and  consequently 
some  of  the  large  banking  interests  decided  that 
it  would  be  wiser  to  buy  the  actual  coffee,  and 
considerable  business  of  this  nature  was  reported. 

The  knowledge  that  bankers  were  willing  to 
buy  these  varieties  *for  contract  delivery  purposes 
was  largely  responsible  for  the  sudden  revival  of 
interest  among  roasters.  As  noted  in  previous 
reviews,  the  latter  had  as  a rule  been  buying  on 
a strictly  hand-to-mouth  basis  for  months,  and 
hence  it  was  the  consensus  that  interior  stocks 
were  being  reduced  to  dangerously  small  propor- 
tions. This  opinion  was  confirmed  by  the  action 
of  numerous  buyers.  It  was  claimed  that  some  of 
them,  after  buying  from  one  importer  or  jobber, 
had  returned  to  the  same  office  after  a short 
interval  and  offered  a substantially  higher  price, 
the  natural  inference  being  that  after  “shopping” 
around  the  market  he  had  been  unable  to  find 
offerings  at  anything  like  the  price  paid  for  the 
first  purchase.  Needless  to  say,  this  willingness 
to  take  additional  quantities  at  still  higher  prices 
indicated  an  almost  complete  exhaustion  of  sup- 
plies. 

The  anxiety  to  buy  was  also  partly  traceable 
to  more  bullish  advices  from  Brazil,  more  definite 
confirmation  as  to  the  effects  of  last  summer’s 
frost  being  received.  One  authority  estimates 
the  arrivals  at  Santos  up  to  July  i at  only  7,250,- 
000  bags,  against  earlier  estimates  of  8,500,000  to 
10,000,000  bags,  and  a total  last  year  of  12,170,000 
bags.  The  next  crop,  with  the  balance  of  this  one, 
will  amount  to  only  5,000,000  bags,  according  to 


this  same  authority.  Moreover,  Brazilian  quota- 
tions were  also  decidedly  strong.  During  the  month 
there  was  an  advance  of  4975  in  the  Rio  spot 
price  and  of  i$2oo  in  Santos,  while  Santos  futures 
gained  i$275  to  i$350,  and  Rio  exchange  on 
London  gained  about  ^d.  Naturally,  the  course 
of  prices  in  the  cost  and  freight  market  has  also 
been  consistently  upward,  Santos  grades  gaining, 
roughly,  2^2  and  3 cents,  while  Rios  gained 
slightly  over  3 cents,  and  Victorias  about  3^d. 

As  a result  of  the  much  more  active  demand, 
warehouse  deliveries  during  the  month  showed 
marked  enlargement,  being  placed  at  623,821  bags, 
against  417,995  in  March.  Aggregate  deliveries 
of  all  kinds  during  the  month,  roughly  935,oco 
bags,  were  the  largest  since  March,  1918,  when 
the  total  was  977,052.  In  the  meantime,  arrivals 
of  Brazilian  grades  showed  a falling-off,  being 
placed  at  about  564,000  bags,  against  849,010  in 
March,  and  354,395  in  April,  1918.  Nevertheless, 
stocks  in  New  York  are  slightly  larger  than  they 
were  a month  ago,  but  this  is  more  than  offset 
by  the  reduction  in  New  Orleans  and  the  ma- 
terial decrease  in  the  quantity  afloat.  Hence  the 
visible  supply  of  Brazilian  coffee  in  and  afloat  for 
this  country  on  May  i was  1,286,520  bags,  against 
1,401,028  on  April  i,  and  1,808,181  on  May  i,  1918. 

Arrivals  of  all  kinds  for  ten  months  this  season 
were  about  6,227,000  bags,  against  6,588,468  last 
season.  Deliveries  for  ten  months  were,  roundly, 
7,050,000  bags,  against  7,337,104  bags  last  season. 

Milds  Active  and  Strong 

Temporarily,  mild  grades  were  quiet  and  with- 
out appreciable  price  changes.  Stocks  showed 
some  increase,'  and  with  larger  arrivals  expected, 
buyers  were  not  particularly  interested.  Within 
a short  time  demand  showed  improvement,  do- 
mestic and  foreign  buyers  taking  hold  freely,  and 
at  the  end  of  the  month  leading  importers  re- 
ported the  largest  dealings  on  record.  Domestic 
deliveries  and  export  clearances  showed  a marked 
increase,  and  with  arrivals  lighter  stocks  were 
reduced.  With  European  buyers  paying  full 
prices,  primary  markets  were  decidedly  strong, 
and  the  latest  prices  in  our  markets  showed 
average  gains  of  about  2 cents. 

Arrivals  during  the  month  were  about  155,000 
bags,  against  378,564  in  March  and  192,203  in 


PICKLING  Quality  that  you  are  sure  of 

ir'  We  guarantee  our  price  against  decline  on  orders  placed  for  delivery  up 

J.  Ej  to  August  30th. 

Send  your  order  now.  In  bulk  or  in  attractive  packages. 
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April,  1918.  For  ten  months  this  season  total 
arrivals  were  about  2,435,000  bags,  against  1,642,- 
770  last  season.  Deliveries  for  April  were  about 
312,000  bags,  against  311,428  in  March  and  199,493 
in  April,  1918.  Total  deliveries  for  ten  months 
were,  roundly,  2,775,000  bags,  against  1,924,744 
last  season. 

The  Tea  Market 

At  this  writing  some  of  the  leading  tea  inter- 
ests appear  extremely  pessimistic,  while  others 
seem  fairly  hopeful.  The  former  seem  inclined 
to  look  backward  and  reflect  on  the  severe  losses 
which  some  importers  have  suffered,  possibly 
with  some  idea  that  additional  losses  are  inevit- 
al)le.  Those  who  take  the  opposite  view  seem 
disposed  to  forget  the  past  as  quickly  as  possible 
and  are  evidently  trying  to  “turn  the  clouds  inside 
out.” 

Those  who  look  on  the  dark  side  call  attention 
to  the  fact  that  with  few  exceptions  prices  have 
continued  on  the  down  grade,  especially  in  the 
instance  of  Formosas,  which  have  declined  about 
33^  cents  in  the  month,  and  at  latest  quotations 
were  worth  about  half  what  the  importers  paid 
for  them  last  fall.  They  argue  that  as  long  as 
practically  all  grades  are  declining  it  is  useless 
to  expect  buyers  to  take  hold  with  any  freedom. 
They  call  attention  to  the  ample  stocks,  which 
naturally  make  the  buying  element  confident  that 
by  holding  off  as  much  as  possible  they  will  be 
able  to  secure  enough  for  immediate  require- 
ments at  still  lower  prices. 

The  long  hoped-for  opening  of  European  mar- 
kets has  thus  far  failed  to  exert  the  strengthening- 
effect  predicted  months  ago.  Those  who  take  the 
gloomy  view  assert  that  there  is  no  prospect  for 
marked  improvement  in  the  export  movement  as 
long  as  it  remains  so  difficult  to  obtain  freight 
room.  While  some  room  has  been  allotted  it 
has  fallen  far  short  of  requirements.  It  was 
stated,  for  instance,  that  exporters  seeking  to 
place  a thousand  chests,  or  more  were  able  to 
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secure  room  for  only  about  40  or  50.  These  peo- 
ple see  no  reason  to  expect  an  adequate  supply 
of  freight  room  as  long  as  the  huge  movement  of 
more  vital  foodstuffs,  such  as  grain,  flour,  pro- 
visions, etc.,  continues. 

On  the  brighter  side  we  find  some  importers 
who  are  able  to  report  a better  show  of  interest 
on  the  part  of  some  jobbers  and  distributors,  in- 
cluding chain-store  concerns.  The  latter  are  gen- 
erally regarded  as  shrewd  buyers,  and  their  re- 
newed interest  creates  the  impression  in  some 
quarters  that  the  bottom  has  been  reached.  While 
admitting  that  some  houses  offered  Formosas  at 
lower  prices,  they  considered  it  significant  that 
decidedly  meager  quantities  were  found  to  be 
available  at  the  reduced  prices,  efforts  to  buy 
larger  lots  being  futile.  Moreover,  attention  was 
called  to  the  fact  that  the  export  movement  has 
been  started  at  least.  It  is  estimated  that  perhaps 
10,000  or  15,000  chests  of  Javas,  and  a smaller 
quantity  of  Congous,  have  been  shipped,  largely 
for  Holland,  and  that  much  larger  clearances  are 
awaiting  tonnage.  It  is  pointed  out  that  with  the 
English  market,  roughly,  10  cents  higher  than 
ours,  importers  there  will  become  much  more 
eager  to  buy  here  as  soon  as  freight  room  be- 
comes more  plentiful. 

Improvement  in  the  Spice  Market  .< 

The  unsatisfactory  conditions  noted  in  our  last  ' 

review  of  the  spice  market  remained  in  evidence  , 

early  in  April,  but  as  the  month  progressed  a i 

more  satisfactory  state  of  affairs  developed,  al-  ' 

though,  as  a rule,  prices  showed  no  quotable  j 

change  and  the  volume  of  business  did  not  show 
appreciable  enlargement.  At  the  outset  invoice  J 

business  was  still  practically  ignored,  distribu-  ’ 

tors,  as  a rule,  still  buying  only  enough  to  cover  | 

urgent  requirements.  Hence  more  unloading  of  |j 

spot  stocks  by  tired  American  and  foreign  hold-  j 

ers  caused  a further  sagging  of  values.  How-  i 

ever,  it  soon  became  evident  that  prices  were  ^ 
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SERVICE  TESTED  SHIPPING  BOXES 

Besides  every  known  laboratory  test  of  material  and  construction — after 
all  precautions  have  been  taken,  to  insure  quality  and  uniformity, 

H & D Corrugated  Fibre  Boxes 

are  subjected  to  the  final  test  of  actual  service. 

Send  us  a sample  shipment.  We  will  re-pack  and  return  it  free  of  cost  and  pay  the  freight 
both  ways. 

Every  Hinde  & Dauch  box  must  carry  its  contents  safely — this  service  test  assures  us 
that  it  will. 

Write  for  **How  to  Pack  It**  Its  Free, 

THE  HINDE  & DAUCH  PAPER  CO. 

851  Water  Street,  SANDUSKY,  OHIO 

Canadian  Trade  Address  Toronto. 


SEALRIGHT 

Our  FLUSHSEAL  PAPER  CAN  is  the  most 
distinctive  and  efficient  Coffee  and  Cocoa  can  made. 

IT  PACKS  RIGHT  WRITE  ABOUT  IT 

SEALRIGHT  COMPANY,  Inc. 

MAIN  OFFICE  & FACTORY  FULTON,  N.  Y. 
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Coffee,  Tea,  Cocoa  and  Spices 


Send  for  Samples  and  Particulars 


Single  Service  Package  Corporation  of  America 

No.  1 Madison  Ave.,  New  York 
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showing  more  resistance.  As  indicated  in  pre- 
vious reviews,  it  was  becoming  increasingly  evi- 
dent that  more  buyers  were  inclined  to  believe 
that  prices  were  approaching  a level  where  buying 
would  be  reasonably  safe.  At  any  rate,  more 
orders  were  received  from  jobbers  and  manufac- 
turers and  export  inquiry  showed  improvement, 
especially  for  cloves.  Leading  importers  continue 
to  display  firmness,  asserting  that,  barring  a few 
exceptions,  grinders  and  distributors  have  small 
stocks,  having  bought  only  enough  to  carry  them 
from  day  to  day  for  over  six  months.  In  first 
hands,  too,  stocks  are  small,  black  peppers  being 
the  only  variety  in  even  fair  supply.  Speculative 
buying  of  black  peppers  and  tapiocas  in  distant 
shipping  positions  was  reported.  It  was  claimed 
that  the  Eastern  market  for  Lampong  pepper  was 
easier.  Chiefly  because  of  a break  of  about  40 
per  cent  in  freight  rates,  it  was  said  that. business 
had  been  done  at  16V2  and  16^  cents,  duty  paid, 
for  April,  May,  June  and  July  shipment  to  New 
York,  against  the  local  quotation  at  that  time  of 
17  and  17I4  cents.  Poor  cable  service  served  to 
prevent  noteworthy  dealings,  and  efforts  to  secure 
larger  quantities  on  the  lower  basis  were  unavail- 
ing. Indeed,  in  some  cases  it  was  stated  that  no 
supplies  were  available  even  at  the  old  levels. 

C.  K.  T. 


CHICAGO  NEWS  LETTER 


Activities  of  the  Trade  in  the  Windy  City  and 
Vicinity  as  Seen  by  Our  Correspondent 


Chicago,  April  30,  1919. 

T OCAL  tea  trading  remains  quiet,  pending  the 
' opening  of  the  Japanese  market.  Some  in- 
quiries have  been  made  for  black  grades,  and 
early  first-crop  varieties  are  also  in  demand. 
However,  no  one  seems  to  be  buying  more  than 
is  necessary  to  maintain  business  obligations. 

A wild  scramble  for  coffee  has  developed  here 
in  the  last  few  weeks.  Owing  to  slow  movements 
of  freight  the  local  supply  is  low.  Roasters  are 
beginning  to  raise  prices,  and  it  is  generally  felt 
here  that  they  will  have  to  go  up  considerably  to 
prevent  actual  loss  to  merchants. 

Roasters  Selling  Victory  Notes 
The  Chicago  Coffee  Roasters’  Association  has 
appointed  a committee,  under  the  chairmanship 
of  August  Brasen,  of  the  Bell,  Conrad  Company, 
to  sell  Victory  notes  among  coffee  roasters  and 
their  friends.  Excellent  progress  is  being  made. 

W.  E.  Burch,  of  Ruffner,  McDowell  & Burch, 
left  recently  for  New  York  to  meet  his  son,  who 
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The  ideal  container  in  place  of  expensive  tin  cans,  Ritchie’s  Paraffined  or  Parchment  lined  cans 
hold  the  aroma,  are  airtight  and  non-absorbing.  The  ideal  package  for  Coffee,  Tea,  Spices,  Cocoa- 
nut  and  all  dry  foods. 

Quotations  and  samples  promptly  forwarded. 

w.  c.  Ritchie  and  Company 

414  so.  GREEN  ST.,  CHICAGO,  ILL. 
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CONSERVATIVELY  $350.00 

worth  of  space  in  this  one  announcement  was 
used  to  state  that  these  Swans’  Down  packaged 
flours  are  wax  paper  wrapped  and  sealed. 

Why  do  Igleheart  Brothers  invest  good  money 
to  inform  women  of  America  of  this  fact? 
Because  women  now  know  the  protective  value 
of  waxed  paper  wrappers,  and  this  is  a strong 
selling  point.  They  want  things  good  and  they 
want  them  sanitary. 

Seal  your 
packages  with 
KVP  waxed 
paper. 

“The  world ’s 
model  paper 
mill  ’’ 

Makers  of 
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waxed  pa- 
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is  expected  shortly  from  France,  where  he  has 
been  in  service.  E.  j_  q 


SALIENT  TRADE  NOTES 

Fred  Mason,  president  of  the  Shredded  Wheat 
Compan}^,  was  recently  elected  a director  of  the 
Niagara  Falls  Chamber  of  Commerce,  receiving 
a larger  number  of  votes  than  any  other  con- 
testant. 

O.  W.  Chamberlain,  manufacturers’  agent.  New 
Orleans,  visited  New  York  late  in  April.  Mr. 
Chamberlain  represents  the  Canister  Company 
of  New  Jersey;  H.  Franck  Sons,  Flushing,  N.  Y., 
and  M.  J.  Brandenstein,  San  Francisco. 

Fritsche  Bros.,  Inc.,  82  Beekman  street.  New 
York,  manufacturers  of  flavoring  extracts,  per- 
fumery products,  essences,  drugs  and  chemicals, 
have  incorporated,  with  capital  of  $1,000,000.  The 
incorporators  are  Frederick  E.  Watermeyer, 
Julius  Koehler  and  Frederick  H.  Leonhardt. 

The  plant  of  Van  Loan  & Co.,  New  York,  re- 
cently damaged  by  fire,  will  soon  be  completely 
rebuilt.  A few  parts  of  the  old  coffee-roasting 
equiprnent  can  be  made  use  of,  but  the  contract 
for  new  machinery  with  Jabez  Burns  & Sons 


includes  six  No.  i roasters,  tiptop  cooler  boxes 
and  No.  I green  coffee  milling  machine. 

Wesley  L.  Lawrence,  of  New  Orleans,  founder 
of  the  wholesale  grocery  firm  of  C.  H.  Lawrence 
& Co.,  one  of  the  biggest  wholesale  firms  of  that 
city,  is  dead.  Mr.  Lawrence  was  67  years  old. 

H.  L.  Baer,  of  J.  Aron  & Co.,  New  York,  is  ! 

back  at  his  desk  after  a year’s  service  in  the  army.  | 

He  was  inspector  of  the  Government  licensed  ^ 
roasting  and  packing  plant  of  the  Cheek-Neal 
Coffee  Company  at  Houston,  Tex.  ; 

D.  D.  Gordon,  who  saw  seven  months’  service 
overseas  as  a sergeant  in  the  Tank  Corps,  has 
returned  to  New  York  and  is  again  associated 
with  J.  Aron  & Co. 

Herbert  A.  Schwartz,  formerly  with  Williams, 
Russell  & Co.,  and  now  connected  with  T.  Bar- 
bour Brown  & Co.,  New  York,  was  tendered  a 
testimonial  dinner  on  the  evening  of  April  7 by 
J.  D.  Pickslay,  of  Williams,  Russell  & Co.,  at 
Mr.  Pickslay’s  home  in  New  York.  Among  those 
present  in  addition  to  Messrs.  Schwartz  and 
Pickslay  were  Walter  F.  Blake,  Thomas  J. 
Woods,  Otto  Delfs,  D.  A.  Cahill,  L.  C.  Young, 

C.  W.  Griffin,  Ralph  Schwartz,  Frank  Clinton, 
Alexander  Owens. 


TO  BE  SOLD 

BY  THE 

ALIEN  PROPERTY 
CUSTODIAN 


HEIIMR 


ERAPMCK  SOISrS,  INC. 


Growers  and  IVfanufacturers  ot  Ctilcory. 

6,250  shares  of  the  capital  stock  of  Heinr.  Franck  Sons,  Inc.,  out  of  a total  issue  of  7,000  shares,  and  other  property. 

NOTICE  IS  HEREBY  GIVEN  that  the  undersigned,  FRANCIS  P.  GARVAN,  Alien  Property 
Custodian,  will  offer  for  sale,  at  public  sale,  to  the  highest  bidder,  at  the  office  of  Heinr.  Franck 
Sons,  Inc.,  Flushing,  New  York  City,  at  eleven  o’clock  A.  M.  on  the  21st  day  of  May,  1919, 
6,250  shares  of  the  capital  stock,  par  value  $100  each,  out  of  an  issue  of  7,000  shares  outstand- 
ing (said  7,000  shares  being  the  entire  authorized  and  issued  capital  stock)  of  Heinr.  Franck 
Sons,  Inc.,  a corporation  existing  under  and  by  virtue  of  the  laws  of  the  State  of  New  York; 
together  with  other  property  more  particularly  described  in  the  order  of  sale. 

Full  description  of  and  information  concerning  the  property  to  be  sold, 
terms  and  conditions  of  inspection  and  sale  and  the  order  thereof,  may  be 
obtained  by  application  to  JOSEPH  F.  GUFFEY,  Director,  Bureau  of  Sales, 

110  West  42nd  Street,  New  York  City. 


FRANCIS  P.  GARVAN,  Alien  Property  Custodian. 
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TELEPHONE— JOHN  4912-3-4. 

CABLE  ADDRESS— MACILLET.  CAPITAL— $100,000. 

CODES— BENTLEY’S,  LIEBERS,  ABC-5TH.  EDIT. 


MACY  BROS.  & GILLET,  INC. 


OLIVER  CARTER  MACY 

President 

T.  RIDGWAY  MACY 

Vice-President 


TEA  BROKERS 

98  WALL  STREET 
NEW  YORK 


LOUIS  ALLSTON  GILLET 
Treasurer 

HARRY  E.  HAYES 

Secretary 


WE  HAVE  THE  BEST  OFFERINGS  ON  THE  MARKET  FROM  DAY  TO  DAY. 

OUR  ORGANIZATION  WHICH  HAS  BACK  OF  IT  YEARS  OF  EXPERIENCE  AS 
IMPORTERS,  BROKERS  AND  TEA  EXPERTS  AND  OUR  SPECIAL  SOURCES  OF 
INFORMATION  CONCERNING  BOTH  DOMESTIC  AND  FOREIGN  MARKET 
CONDITIONS  ARE  OF  ASSISTANCE  TO  BUYERS. 

AID  FURNISHED  IN  TEA  FINANCING. 


WE  AIM  TO  GIVE  BOTH  BUYERS  AND  SELLERS  A SERVICE  NOT  YET  ATTAINED 
IN  THIS  COUNTRY  AND  BELIEVE  WE  HAVE  THE  FACILITIES  FOR  DOING  IT. 


Samuel  M.  Langston  Co. 


Camden,  N.  J. 


PAI 

pabbittt, 

OATS 

f 

5 

MACHINERY 


AGENTS: 

T.  W.  & C.  B.  Sheridan  Co. 
London,  England 
Geo.  Fathers  & Co. 
Melbourne,  Australia 


NOTICE  OF  REMOVAL 

It  will  interest  the  tea  trade  to  know  that  we  are  now  located  in  new 

and  larger  quarters.  • • u 

Improved  equipment  and  facilities  place  us  in  a'  better  position  than 
ever  before  to  give  the  trade  the  right  kind  of  service. 

We  handle  cartons,  lead  foil,  tins,  boxes,  tea  caddies,  etc.  Special 
attention  given  to  export  orders. 


C.  M.  SMITH  (Si  SON 

TEA  PACKERS  FOR  THE  TRADE 

230  Water  Street  phone  Beekman  7928  N e w YorK 
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Wesner  & Well,  2539  East  Boston  avenue, 
Philadelphia,  coffee  roasters,  will  soon  install  a 
Jubilee  gas-fuel  roaster  of  4 bags  capacity. 

Henry  Kaplan,  president  of  the  Mutual  Rice 
Company,  New  York,  died  April  21, 

The  Maury-Cole  Company,  Memphis,  Tenn., 
is  constructing  a modern  peanut  butter  plant. 
The  Lambert  Machine  Company  is  the  designer, 
and  builder. 

John  A.  Sokol,  president  of  Sokol  & Co.,  im- 
porters of  food  products,  East  South  Water  street, 
Chicago,  sailed  April  23  on  the  S.  S.  Rotterdam 
for  an  extended  business  trip  in  Europe.  He  will 
make  his  headquarters  at  18  rue  Bonaparte,  Paris. 

A challenge  coffee  pulverizer  has  been  added  to 
the  grinding  equipment  of  the  Arabian  Coffee 
Company,  610  E street,  N.  W.,  Washington, 
D.  C. 

Carter,  Macy  & Co.  have  leased  the  six-story 
building  at  216  Greenwich  street.  New  York,  and 
will  use  the  property  for  tea  handling  and 
storage. 

The  Caldwell  Importing  Company,  Minneapolis, 
is  installing  a complete  and  up-to-date  peanut 
butter  plant,  with  an  approximate  daily  capacity 
of  2,500  pounds.  The  plant  is  of  Lambert  design 
and  construction. 

C.  M.  Smith  & Son,  tea  packers  and  dealers  in 
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caddies,  boxes,  etc.,  moved  to  236  Water  street. 
New  York,  on  May  i. 

The  roasting  plant  of  the  Cheek-Neal  Coffee 
Company  at  Jacksonville,  Fla.,  is  to  be  increased 
in  capacity  by  the  installation  of  two  more  No.  i 
Burns  roasters,  tiptop  cooler  box,  etc. 

The  Betterton-Rupert  Coffee  Company,  Ash- 
land, Ky.,  has  increased  its  capitalization  from 
$50,000  to  $75,000. 

1 he  Gamble-Robinson  Commission  Company, 
Minneapolis,  is  adding  to  its  peanut  roasting 
plant  a Lambert  Class  E No.  i roasting  apparatus. 

The  firm  of  Rubin,  Nolte  & Co.  has  been  suc- 
ceeded hy  the  Nolte  Brokerage  Company,  broker 
of  coffee,  spices  and  other  food  products,  Pontiac 
building,  St.  Louis.  R.  A.  Nolte  heads  the  new 
concern,  which  sells  to  the  jobbing  trade  only. 

A coffee  roasting  plant  is  being  installed  at 
Slate  Hill,  N.  Y.,  by  Nestle’s  Food  Company  to 
manufacture  a milk  and  coffee  product.  A Burns 
No.  I roaster  will  be  used,  with  tiptop  cooler, 
similar  to  apparatus  already  used  in  this  com- 
pany’s other  plants. 

The  Boston  Coffee  Company,  St.  Louis,  has 
doubled  the  capacity  of  its  plant,  installing  the 
newest  types  of  machinery  for  the  preparation 
of  coffee,  tea  and  spices. 

The  Bert  Bean  Coffee  House,  of  Wichita  Falls, 


USE  A 

TRICOLATOR 

and  make  better 

TEA  and 
COFFEE 

“ Endorsement  ” 

Roasters(now)  send 
TRI  COLATORS 
when  customers 
complain.  They 
know  thattheclean. 
sweet,  fresh  Paper 
Filter  and  the  fool- 
proof Aluminum 
and  China  will  be 
their  best  salesman. 

Send  for  circular  and  prices  on 
Home  or  Hotel  size  TRICOLATORS  and 
Filter  Paper. 

THE  TRICOLATOR  CO. 

64  E.  So.  Water  Street 
CHICAGO 


Qiinaware 
is  the  beet 

Ereifiium 

ecause  it 
appeals 
irresistibly 
to  the  -< 
housewife 

tte^moriesOiinaG), 
Sebringr  Ohio  ----- 
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C 0 G 0 L L 0 

The  mark  of  one  of  the  highest  Grade 
Coffees  Grown  in  Colombia,  S.  A. 

E 

A coffee  noted  for  its  mild  and  delicious  flavor  and  unsurpassed 
fragrancy.  Carefully  picked,  hulled,  selected  and  stored  under  sani- 
tary conditions. 

Whether  you  buy  “Cogollo  Lavado,”  “Cogollo  Selecto”  or  Cogollo 
Especial”  you  are  certain  of  getting  a coffee  of  uniform  quality. 

For  particulars  apply  to  M.  Duran,  198  Broadway,  New  York. 

ORDER  BY  THE  NAME  “COGOLLO” 

COGOLLO  & CO.  cSombia. 

Cucuta  Coffee  Planters  s.  a. 



SASCO  COFFEE  COMPANY 


Importers 

83  Front  Street 


New  York 


Green  Coffee  Exclusively. 

In  Jobbing  Lots  Only. 

ALBERT  F.  De  PEAR,  Manager 


Help  Yonr  Coffee  Crop  to  Bigger  Growth 

with 

CaiLEAN  Nitrate  of  Soda 

For  every  1000  lbs.  of  merchantable 
coffee  produced,  about  24  pounds  of 
nitrogen  are  drawn  from  the  soil. 

Replenish  the  fertihty  of  your  soil 
by  spreading  broadcast 

Nitrate  of  Soda 

It  will  enable  the  trees  to  resist 
unfavorable  seasons  and  the  attacks 
of  parasites  by  sustained  vigor  of 
growth. 

Write  for  a free  copy  of  “Coffee  Planting.^* 

Dr.  Wilham  S.  Myers 
Chilean  Nitrate  Committee 
25  Madison  Ave.  New  York 


INSTANT  COFFEE 

OF  YOUR  BRAND 
RETAILING  AT 

CENT  A CUP 

50  cups  (IM  ounces)  50c. 

To  test  your  avenues  of  sale,  we  offer 
to  parcel  post  1 dozen  1^  ounce  cans 
Solublized  Coffee  matching  any  blend 
you  desire,  with  your  name  and  brand 
on  a beautiful  label. 

COFFEE-COLA 

has  arrived! 

Send  10c.  for  a sample. 

SOLUBLE  COFFEE  CO. 

OF  AMERICA 

97  Water  St.  New  York 


When  WriUng  Advertisers,  Kindly  Msntion  The  Tea  and  Coffee  Trade  Journal 


464 


Mayy  1919 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


Tex.,  has  outgrown  the  capacity  of  the  i-bag 
Burns  roasting  outfit  which  has  been  in  use  for 
some  years,  and  will  add  a Karoma  outfit  of 
2-bag  capacity,  arranged  for  gas  fuel. 

The  Mutual  Wholesale  Company,  a $50,000 
wholesale  grocery  firm,  has  been  organized  at 
Toledo,  Ohio,  by  William  McDonough,  George 
W.  Sawkins  and  other  Toledo  grocers.  George 
W.  Sawkins  is  secretary  of  the  firm. 

Culbertson  Bros.,  Minneapolis,  have  recently 
installed  a complete  Lambert  roasting  plant  of 
the  Class  E No.  i type. 

The  Dwinell-Wright  Company,  Boston,  has 
been  awarded  a War  Department  contract  to 
supply  8,000  cans  of  its  ‘White  House”  coffee  at 
$5,120. 

Hills  Bros.,  San  Francisco,  are  increasing  their 
equipment  for  ground  coffee  mixing  work  by 
installing  another  Burns  mixer  with  2-  by  7-foot 
cylinder. 

The  Austin  Nichols  Company,  New  York,  has 
received  a contract  from  the  War  Department 
to  furnish  24,000  pounds  of  coffee  at  $8,800. 

Maurice  Rosenberg,  Los  Angeles,  is  preparing 
to  branch  out  in  the  peanut  butter  business,  and 
has  ordered  a complete  Lambert  equipment. 

The  Greek-Arabian  Coffee  Company,  60  Maiden 
Lane,  New  York,  has  been  incorporated  by  C. 


Nicholoulias,  A.  Antoniadias  and  W.  E.  McRey- 
nolds,  with  capital  of  $30,000. 

The  Hooton  Cocoa  Company,  Newark,  N.  J., 
recently  installed  two  more  No.  i Burns  roasters. 

The  Consumer  Coffee  Company,  Evansville, 
Ind.,  has  been  incorporated,  with  $20,oco.  The 
directors  are  Homer  E.  McMaster,  Carl  H. 
Bishop  and  S.  M.  McMaster. 

The  manufacturing  work  of  the  Van  Camp 
Packmg  Company,  Indianapolis,  will  include 
cocoa  roasting  operations.  Burns  machinery, 
soon  to  be  installed,  includes  a No.  5 roaster  and 
a raw  cocoa  cleaner. 

The  Charles  E.  Penzel  Grocer  Company,  Little 
Rock,  Ark.,  has  increased  its  capital  from  $200,- 
000  to  $300,000.  Gordon  H.  Campbell  is  presi- 
dent. ' 

The  cocoa  roasting  department  operated  at 
Middletown,  N.  Y.,  by  Borden’s  Condensed  Milk 
Company  has  recently  been  increased  in  capacity 
by  the  installation  of  two  more  No.  i Burns 
roasters  with  cooler  boxes,  etc. 

The  Stimpson  Computing  Scale  Company  has 
taken  over  the  Snead  building  at  815  West  Mar- 
ket street,  Louisville,’ Ky.,  and  will  manufacture 
computing  and  weighing  scales  for  wholesale  and 
retail  merchants.  The  company  is  capitalized  at 
$350,000,  and  expects  to  turn  out  5,000  to  io,oco 


EPPENS,  SMITH  COMPANY 

Importers  and  Jobbers 

COFFEES  and  TEAS 

267-269-271  Washington  St.,  I03-105-I07  Warren  St., 

124  Front  St.,  New  York 

Him 

tJAVA.  and  SUIVIAXRA 
COFFEES 

SPOT  AND  AFLOAT 

Offering  some  choice  lots.  Ask  for  Samples 
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FRANCIS  PEEK  & CO.,  Ltd. 

Head  Office:  20  Eastcheap,  London,  E.  C. 

SINGAPORE  JAVA  SUMATRA 

Laidlaw  Batavia,  Soerabaja,  Bandoeng^  Medan  and 

Building^s  and  Semarang  Padang 


EXPORTERS  of  JAVA  TEA 

and  other  Dutch  East  Indian  Produce 


TIN  RUBBER  SUGAR 

COFFEE  RICE  TAPIOCA  PEPPER  CITRONELLA  OIL,  ETC. 


WRITE  TO  OUR  BATAVIA  HOUSE  AND  ASK  TO  BE  PLACED  ON 
MAIL  LIST  TO  RECEIVE  OUR  JAVA  MONTHLY  PRODUCE  REPORT 


JAVA  TEAS  OF  DIRECT  IMPORT 

ROWLEY  DAVIES  & CO.,  LTD. 

BATAVIA,  JAVA 
OR  FENCHURCH  HOUSE, 

5,  FENCHURCH  STREET, 

LONDON,  E.  C. 

WILL  GLADLY  SUPPLY  ALL  INFORMATION 


MURAI  TRADING  COMPANY, 

LTD. 

Tea  Department 

96  FRONT  STREET 

Successor  to 

NEW  YORK 

MEIJI  TRADING  COMPANY,  LTD. 

{Formerly  Furuya  & Nishimura) 

TEAS  JAPAN  FORMOSA  OOLONG  INDIA  CEYLON 

JAVA 

BEANS,  OILS,  SPICES,  CHILLIES,  GINGER 

Chicago  Branch — Lake-State  Building 
Montreal  Branch — 55  St.  Francois  Xavier  St. 
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scales  annually.  Henry  W.  Imorcle,  of  the 
Reagan  & Imorde  Distilling  Company,  is  presi- 
dent and  general  manager, 

Jabez  Burns  & Sons  will  supply  two  No.  14 
Jubilee  coffee  roasters  for  the  new  Chicago  plant 
of  the  Dwinell-Wright  Company  at  112  West 
Kinzie  street,  which  was  described  in  our  April 
issue. 

The  Ragus  Sugar  Company,  Inc.,  Buffalo, 
N.  Y,,  dealing  in  tea,  coffee,  sugar  and  other  food 
products,  has  been  incorporated,  with  $10,000 
capital. 

The  Utica  Flavor  & Extract  Company,  Utica, 
N.  Y.,  has  increased  its  capital  from  $20,000  to 
$24,000. 

A recent  fire  in  the  warehouse  of  the  Great 
Eastern  Tea  & Coffee  Company,  St.  Louis,  caused 
$10,000  damage,  largely  to  china  and  other  coffee 
premiums. 

The  Mound  City  Coffee  Company  has  been  in- 
corporated at  St.  Louis  under  the  laws  of  Mis- 
souri, with  capital  of  $24,000,  to  deal  in  coffee, 
teas,  extracts,  etc.  The  incorporators  are  A.  W. 
Frederick  Beste,  John  Edward  Zelch  and  May 
Elizabeth  Beste.  The  company  has  been  in  busi- 
ness for  some  time  at  506  South  Seventh  street. 

The  David  G.  Evans  Coffee  Company  and  the 


St.  Louis  Coffee  Company  recently  pledged  them- 
selves, with  other  St.  Louis  concerns,  in  a letter 
to  the  St.  Louis  Chamber  of  Commerce  and  in 
a cablegram  to  General  Pershing,  to  re-engage  all 
former  employees  as  fast  as  they  are  discharged 
from  military  service. 

The  Jackson  Vinegar  Company,  Dubuque,  la., 
has  ordered  another  complete  peanut  butter  plant 
of  the  No.  I type,  designed  by  the  Lambert  Ma- 
chine Company.  The  new  unit  will  add  3,000 
pounds  to  its  daily  output,  thus  practically 
doubling  the  original  capacity  of  the  plant. 

The  tea  and  coffee  departments  of  W.  R.  Grace 
& Co.,  New  York,  will  shortly  occupy  the  entire 
first  floor  of  this  firm’s  newly-erected  annex, 
which  adjoins  the  original  building  at  the  corner 
of  Old  Slip  and  Water  street. 

The  Page  Coffee  Mill,  St.  Joseph,  Mo.,  is  in- 
stalling a complete  coffee-roasting  plant  of  the 
Lambert  type. 

M.  Levy’s  Sons,  the  New  Orleans  green  coffee 
importing  house,  has  established  New  York 
offices,  occupying  the  entire  first  floor  at  90  Front 
street.  This  comparatively  new  firm  is  making 
remarkable  progress,  ranking  well  up  toward  the 
head  of  the  list  in  point  of  coffee  receipts  and 
sales. 


COFFEE  ROASXING  FOR  XHE  XRADE 

ONLY 

No  Spice  Grinding  COFFEE  SEPARATED  No  Coffee  Selling 

JOHN  W.  HAULENBEEK  CO. 

(Established  for  38  Years) 

NO  ACCOUNT  TOO  LARGE  FOR  US  TO  HANDLE. 

WE  MAKE  A SPECIALTY  OF  HANDLING  OUT  OF  TOWN  ACCOUNTS. 

393  GREENWICH  STREET  NEW  YORK 

’Phone  Canal  217-218-219 


A.  C.  RICKS 

COFFEE  BROKER 

Strict  Attention  paid  to  Cup  Quality. 

Samples  sent  on  request. 
Correspondence  Solicited. 

626  Poydras  St.  New  Orleans 


VANILLA  VALEX 

A pure  ten-fold 
Vanilla  Extract. 

W.  Busti  & Co. 

Incorporated 

100  William  SI.  New  York  Cily 
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318  ELM  ST. 


TIT 


Class  oo> 


POGRAPHEDPELS 

Corrugated  Paper  Shipping  Boxes 

ASK  OUR  PRICE  ON  YOUR  NEXT  ORDER. 
TO  PROMOTE  TRADE  WITH  THE  DUTCH  EAST  INDIES 

Java — Sumatra — Borneo — Celebes,  Etc. 

Subscribe  to  and  advertise  in 

®utcE)  Cast  fnlitan  9lrcf)ipelago” 

a fortnightly  commercial  review,  the  ONLY  periodical  issued  in  these  parts  in  the  ENGLISH 

^^^SU^CRIPTION  PRICE:  So  per  Volume  of  24  copies.  Advertising  rates  on  application. 

Kindly  make  remittances  per  cheque,  payable  to  Mr.  A.  A.  van  der  Kolk  through  the  Chart- 
ered Bank  of  India,  Australia  and  China,  Ltd.,  or  The  International  Banking  Corporation  of  New 
York,  Batavia  Branches. 


Publisher,  A.  A.  van  der  Kolk 


Buitenzorg,  Java 


COFFEE  ROASTING  and  GRINDING 

for  the  TRADE 

No  job  too  small  or  too  large 

Prompt  Service 

TRADE  COFFEE  ROASTING  CO. 

83  PINE  STREET  NEW  YORK 

Telephone  for  Representative 
HANOVER  6186 


GUMMED  LABELS 

ALL  KINDS 

PAPER  CANS 
FOLDING  CARTONS 

SEND  SAMPLES  FOR  ESTIMATE 

W.  JOHN  BUEDINGEN 

ONE  MADISON  AVENUE 
NEW  YORK  CITY 


BUSINESS  WITH  PORTUGAL 

Specialty  in 

Teas,  Coffees  and  Cocoas 

Importers  and  Exporters 

SOCIEDADE  PORTUGUESA  IMPORTA- 
DORA  AND  EXPORTADORA  Lda. 

(Portuguese  Import  and  Export  Co.,  Ltd.) 
Head  Office: 

Rua  dos  Douradores,  83,  LISBON 
London  Office:  63,  Crutched  Friars,  E.  C.  3 
Agencies  all  over  the  world 
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THE  PRACTICAL  RETAIL  GROCER 

^ A department  devoted  to  the  discussion  of  problems  which  vex  retailers; 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad- 
vertise, how  to  obtain  the  maximum  eiBSciency  in  the  grocery  business. 


FIGURING  COSTS  AND  PROFITS 

How  Merchants  Should  Go  About  Ascertain- 
ing All  the  Factors  That  Enter  Into  the 
Expense  of  Doing  Business 

T1  OW  merchants  should  go  about  figuring  the 
costs  of  doing  business  and  then  applying 
this  knowledge  to  getting  the  proper  selling  price, 
was  the  subject  of  an  interesting  discussion  at  a 
recent  convention  of  the  National  Association  of 
Credit  Men,  an  organization  which  has  over 
20,000  members  in  all  parts  of  the  country.  As  a 
result  of  the  conference  the  following  fourteen 
points  were  developed  and  recommended  for  the 
consideration  of  grocers  and  other  merchants : 

1.  Charge  interest  in  the  net  amount  of  your 
total  investment  at  the  beginning  of  your  business 
year,  exclusive  of  real  estate. 

2.  Charge  rental  on  real  estate  or  buildings 
owned  by  you  and  used  in  your  business  at  a rate 
equal  to^  that  which  you  would  receive  if  renting 
or  leasing  it  to  others. 

3.  Charge  in  addition  to  what  you  pay  for 
hired  help  an  amount  equal  to  what  your  services 
would  be  worth  to  others ; also  treat  in  like  man- 
ner the  services  of  any  member  of  your  family 
employed  in  the  business  and  not  on  the  regular 
payroll. 

4.  Charge  depreciation  on  all  goods  carried 
over  on  which  you  may  have  to  make  a less 
price  because  of  change  in  style,  damage  or  any 
other  cause. 

5.  Charge  depreciation  on  buildings,  tools,  fix- 
tures or  anything  else  suffering  from  age  or  wear 
and  tear. 

6.  Charge  amounts  donated  or  subscriptions 
paid. 

7.  Charge  all  fixed  expenses,  such  as  taxes,  in- 
surance, water,  lights,  fuel,  etc. 

8.  Charge  all  incidental  expenses,  such  as  dray- 
age,  postage,  office  supplies,  livery  expenses  of 
horses  ancl  wagons,  telegrams  and  telephones, 
advertising,  canvassing,  etc. 

g.  Charge  losses  of  every  character,  includ- 
ing goods  stolen  or  sent  out  and  not  charged,  al- 
lowance made  customers,  all  debts,  etc. 

TO.  Charge  collection  expense. 

IT.  Charge  any  other  expense  not  enumerated 
above. 

12,  When  you  have  ascertained  what  the  sum 


of  all  the  foregoing  items  amount  to,  prove  it  by 
your  books,  and  you  will  have  your  total  expense 
for  the  year;  divide  this  figure  by  the  total  of 
your  sales,  and  it  will  show  you  the  per  cent  which 
it  has  cost  you  to  do  business. 

13.  Take  this  per  cent  and  deduct  it  from  the 
price  of  any  article  you  have  sold,  then-  subtract 
trom  the  remainder  what  it  cost  you  (invoice 
price  and  freight),  and  the  result  will  show  your 
net  profit  or  loss  on  the  article. 

14.  Go  over  the  selling  prices  of  the  various 
articles  you  handle  and  see  where  you  stand  as  to 
profits,  then  get  busy  in  putting  your  selling  fig- 
ures on  a profitable  basis  and  talk  it  over  with 
your  competitor  as  well. 


EOR  BETTER  BUSINESS  LETTERS 

Some  Pertinent  Suggestions  That  Will  Help 
Make  Your  Correspondence  More 
Readable  and  Profitable 


CCORDING • to  the  best"  authorities  on  the 
subject,  the  average  business  man’s  letters 
are  cluttered  up  with  needless  and  oftentimes 
meaningless  expressions  that  not  only  make  for 
tiresome  reading,  but  sometimes  actually  are  the 
cause  of  lost  business.  One  of  the  more  recent 
writers  on  this  subject  closes  his  article  in 
‘‘System’’  with  the  following  advice: 

“Let’s  get  down  to  business  in  our  letters.  Let’s 
hit  at  the  heart  of  the  thing  right  in  the  opening 
paragraph. 

Let  s sound  the  doom  of  ‘replying  to  your 
favor.’ 

“Let’s  cut'  out  ‘if,’  ‘perhaps,’  ‘maybe.’ 

“Farewell  to  ‘we  beg  to  say.’ 

“Softly,  seldomly  with  that  ‘me,’  ‘I,’  ‘my,’  ‘our,’ 
‘us.’ 

“No  more  of  ‘we  are  in  receipt  of.’ 

“Goodby  forever  to  ‘trusting  we  may  hear  from 
you.’ 

“Let  us  reply  to  the  other  fellow’s  letter  exactly 
as  we’d  say  it  to  his  face.  If  we  did  that,  we 
surely  wouldn’t  start  in  by  saying,  ‘replying  to 
your  favor.’  We’d  treat  his  letter  as  though  it 
were  a verbal  statement  he’d  just  made. 
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The  War’s  Biggest  Lesson 

The  lesson  of  the  war  is,  “ Don ’t  Waste.  ” 

The  war  taught  us  that  wastefulness  is  a crime 
even  in  times  of  peace  and  plenty.  Thousands 
of  Americans  will  hereafter  demand  the  whole  wheat 
in  all  wheat  products. 

Shredded  Wheat 

is  a real  whole  wheat  food,  made  of  the  entire 
wheat  grain,  nothing  added,  nothing  taken  away. 

The  same  vShredded  Wheat  you  have  always  sold — 
clean,  pure,  wholesome,  nutritious.  You  should 
now  be  able  to  supply  the  normal  demand  for  this 
product.  All  war  restrictions  have  been  removed. 

The  Shredded  Wheat  Company,  Niagara  Falls,  N.  Y. 
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“Consider  the  millions  of  words  we  maste! 
Millions  of  motions  on  the  stenographer’s  part! 
Millions  of  minutes  of  our  time — of  minutes  of 
the  other  fellow’s  time ! 

“Let’s  switch  around  our  habits  of  expression 
so  we  use  only  the  words  necessary  to  convey  the 
real  message.  We  needn’t  be  stingy  with  words, 
but  we  can  be  sparing  with  useless  ones.” 

THE  RIGHT  SELLING  PRICE 


A Discussion  of  Some  Important  Factors  That 
Enter  Into  the  Calculation  of  Costs  and 
Profits  in  Grocery  Stores^ 

By  L.  D.  H.  Weld 
Chicago 

NO.  3 — COST  MARGINS 

TN  a business  that  it  is  not  practicable  to  de- 
partmentalize  the  selling  costs,  the  profit  on 
any  single  article  cannot  be  determined  by  com- 
paring its  gross  margin  with  the  cost  of  doing 
business  of  the  store  as  a whole.  It  may  be  that 
selling  each  dollar’s  worth  of  one  commodity 
requires  less  time  than  a dollar’s  worth  of  another 
commodity.  Or  it  may  occupy  inexpensive  rental 
space— for  example,  potatoes  kept  in  the  base- 
ment. The  costs  for  delivery  may  be  relatively 
small — for  example,  buttons,  laces,  and  the  like, 
which  are  ordinarily  carried  home.  On  the  other 
hand,  the  selling  costs  on  an  article  may  be 
greater  than  the  average  for  the  entire  store. 
Special  costs  may  have  to  be  incurred  to  handle 
it,  as,  for  example,  special  cartons  or  containers, 
or  ice  to  keep  it  fresh.  Of  course,  if  you  reduce 
your  mark-up  in  one  place  you  may  have  to  in- 
crease it  in  another  place  in  order  to  protect  your 
average  mark-up. 

While  it  is  impossible  to  ascertain  definitely 
the  selling  costs  for  each  individual  commodity, 
the  merchant  can,  and  should,  take  into  considera- 
tion any  special  conditions  or  circumstances 
which  make  the  selling  costs  of  a commodity 
greater  or  less  than  for  the  store  or  department 
as  a whole.  In  making  deviations  either  above  or 
below  the  standard,  he  must,  of  course,  exercise 
judgment  and  caution,  and  must  have  an  under- 
standing of  his  market.  But  he  must  not  cling 
blindly  to  a uniform  margin  of  profit  on  gll  goods. 

* From  “System.” 


How  THE  Difference  May  Be  Adjusted 

Obviously,  if  certain  articles  have-  lower  selling 
costs  and  are  sold  for  less  than  the  average  cost 
of  doing  business,  other  things  have  higher  costs, 
and  must  be  sold  at  correspondingly  higher 
margins. 

The  actual  margins  that  can  be  taken  on  indi- 
vidual goods  are  determined  about  as  much  by 
competition  among  retail  stores,  perhaps,  as  by 
any  devices  that  the  merchant  can  use ; and,  on 
the  whole,  competition  results  automatically  in 
at  least  an  approximate  adjustment  of  margins 
to  selling  costs,  except  in  the  case  of  “leaders,” 
which  are  sometimes  sold  deliberately  at  a loss  in 
order  to  bring  people  into  the  store.  The  gross 
profits  on  all  articles  together  must,  of  course, 
exceed  the  average  cost  of  doing  business  of  the 
whole  store,  in  order  to  yield  net  profits. 

Careful  buying,  so  as  to  keep  his  stock  moving 
rapidly;  careful  pricing,  so  that  goods  will  bring 
the  most  the  traffic  will  bear  consistent  with  a 
rapid  rate  of  turnover  where  a rapid  rate  of  turn- 
over is  justified;  departmentalizing  his  expenses 
whenever  possible— these  are  the  things  the  mer- 
chant must  watch  out  for  in  order  to  make  a 
sure  profit.  The  equalization  of  margins  on  dif- 
ferent goods,  on  the  theory  that  goods  sold  at 
margins  lower  than  the  cost_  of  doing  business 
yield  a loss,  is  not  scientific  merchandising,  and 
will  not  relieve  the  dealer’s  troubles. 


HANDLING  COMPLAINTS 

When  complaints  are  made  to  you  of  goods 
or  service,  how  do  you  handle  them?  Rudely 
or  with  the  grace  that  will  make  out  of  the  com- 
plaint a business  builder?  I believe  a complaint 
handled  properly  can  be  made  of  great  service 
to  the  store  in  so  satisfying  the  customer  that  the 
treatment  received  will  make  for  good  will. 

I saw  a young  man  recently  who  was  listening 
to  an  irate  woman  making  a complaint.  Instead 
of  answering  back  and  thus  adding  fuel  to  the 
flame,  he  listened  until  the  lady  had  finished,  and 
then  tactfully  called  some  one  in  authority,  to 
whom  he  gaVe  a synopsis  of  the  complaint.  In  a 
few  minutes  the  angry  customer  was  smiling  and 
a customer  was  saved.  If  the  clerk  had  answered, 
or  rather,  argued  with  her.  undoubtedly  there 
would  have  been  trouble.  It  pays  to  be  tactful. 


A N G 

The  Nori’Poisonous 
Fly  Destroyer 


L E F O O 

The  U.  S.  Dept,  of  Agriculture  says  in  the  Bulle- 
tin: “Special  pains  should  be  taken  to  prevent 
children  from  drinking  poisoned  baits  and  poi- 
soned flies  dropping  into  foods  or  drinks.” 
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Rows  and  rows  of  Yuban  packages  are  continually  going 
on  to  the  shelves  of  thousands  of  grocery  stores. 

At  once  off  they  go  into  the  hands  of  hundreds  of  thousands 
of  customers. 

These  quickly  moving  packages  tell  the  story  of  the  demand 
for  Yuban. 

You  will  find  that  Yuban  repeats  as  no  other  coffee  does. 

ARBUCKLE  BROTHERS 

Yuban  Coffee  Department 

NEW  YORK  PITTSBURG  CHICAGO 


Baker’s  Cocoa 
and  Chocolate 

MAKE  AND 
KEEP  GOOD 
CUSTOMERS 

They  are  most 
reliable  goods  sold 
with  a positive  guar- 
antee of  purity  and 

Registered  . , . 

tj.  s.  Fat.  Off.  superior  quality; 

put  up  in  conformity  with  the 

Pure  Food  laws  of  all  the  States; 

are  readily  sold,  giving  a quick 

turnover  of  stock. 

Walter  Baker  & Co.  Ltd. 

DORCHESTER,  MASS. 

Established  1780 


‘The  Brands  That  Brew  the  Best” 

Some  merchants  achieve  a maximum  of 
result  with  a minimum  of  effort. 

Little  EFFORT  is  required  to  sell  Chase  & 
vSanborn ’s  teas  and  coftees,  but  the  RIv.SULT 
is  something  more  than  increased  sales  of 
Chase  & vSanborn  merchandise. 

Shrewd  merchants  profit  by  augmented  sales 
of  general  groceries  stimulated  by  the  trade- 
building qualities  of 

CHASE  & SANBORN’S 

High  Grade  Teas  and  Coffees 
BOSTON  CHICAGO  MONTREAL 
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GINGER  SALES  TALKS 


Wholesome  Advice  and  Practical  Suggestions 
for  Grocery  Salesmen  from  “One 
Who  Knows’’ 


By  Wesley  Williams 
Philadelphia 

'T’HESE  are  days  of  readjustment  in  business. 

The  merchant,  the  manufacturer  and  all  in- 
terested in  business  are  working  hard  to  meet 
changed  conditions.  This  requires  careful  thought 
and  a well-defined  plan.  To  the  clerk  also  will 
come  the  necessity  of  readjustment  to  meet 
changed  conditions.  During  the  war  the  demand 
for  labor  has  been  greater  than  the  supply.  To- 
day that  condition  has  been  reversed.  If,  due  to 
the  excess  of  demand  we  have  become  indifferent 
to  the  service  we  have  rendered,  it  is  time  for  a 
readjustment,  for,  with  help  in  abundance,  the 
indifferent  clerk  will  be  eliminated  and  his  place 
supplied  with  the  fit. 

There  will  be  changes  and  much  shifting  of 
places,  but  the  man  who  has  done  his  whole  duty 
will  at  least  have  the  happy  consciousness  that  he 
has  done  so.  If  you  are  not  in  this  class,  take  a 
quiet  think  and  at  once  begin  the  process  of  read- 
justment. 

Business  will  probably  be  a little  sluggish  for  a 


while,  due  to  readjustment.  This  is  the  time  for 
the  clerk  to  bend  all  his  energies  toward  selling 
more  goods.  Above  all,  do  not  be  a pessimist.  Be 
optimistic— so  much  so  that  your  customer  will 
catch  the  spirit  of  optimism. 

This  is  a time  to  see  that  the  stock  is  turned 
around,  freshened  up,  enlivened  by  new  signs,  etc. 
I wonder  if  we  appreciate  the  value  of  changing 
the  stock  around  frequently?  Customers  get  used 
to  seeing  certain  things  in  the  same  place.  Chang- 
ing location  of  displays  causes  the  customer  to 
look,  and  the  attention  being  arrested,  opens  the 
way  to  the  clerk  to  call  attention  to  the  goods 
shown.  Things  changed  around,  somehow  look 
different.  Take  your  own  home  a§  an  illustration. 
If  you  return  some  night  and  find  the  comfortable 
living  room  furniture  all  transposed,  it  gives  you 
a new  interest  in  the  room.  Sometimes  we  be- 
come so  used  to  seeing  things  in  certain  places 
that  we  hardly  realize  that  they  are  there.  So 
with  the  stock  in  the  store. 

When  new  goods  are  put  in  your  department, 
find  out  all  you  can  about  them  so  as  to  be  able  to 
talk  them  intelligently.  If  it  is  a good  product, 
endeavor  to  be  able  to  tell  how  the  article  differs 
from  another  article  of  the  same  class.  This  will 
enable  you  to  impress  your  customer  with  the  fact 
that  you  know  your  merchandise. 

Tell  the  story  of  your  goods  truthfully  and  tell 


Largest  selling  brand  in  the  United  States 


Seventeen  highest  awards  for  Purity,  Strength  and  Fine  Flavor. 

THE  C.  F.  SAUER  COMPANY  Richmond,  Va, 


( 

i 

I 
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MACARONI  PRODUCTS 

To  those  seeking  quality — 
Warner’s  Macaroni,  Spaghetti  and 
Egg  Noodle  Products  are  premier. 

Warner  Macaroni  Co.,  Inc. 

Syracuse,  N,  Y. 


EVERYBODY  Likes  SUMORE 


EVERYBODY  Wants  SUMORE 
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Increase  Your 
Net  Sugar  Profits 

The  less  it  costs  you  to  handle  su^ar,  the  greater  your 
net  sugar  profits.  Sell 

Sugars 

The  sturdy  machine-packed  cartons  and  strong  cotton 
bags  save  time  in  handling  and  prevent  spillage  losses. 


American  Sugar  Refining  Company 

"^Sweeten  it  with  Domino** 

Granulated,  Tablet.  Powdered,  Confectioners,  Brown, 

Golden  Syrup,  Kanelasses 


Eliminate  Losses  Due  to  Down  Weight 

Accurate  scales  save  many  dollars  yearly  for  the 
retailer  who  sells  large  quantities  of  loose  tea, 
coffee,  sugar,  spices,  etc. 

CHATILLON  TRIP  SCALES  are  widely  known 
for  their  accuracy,  their  high  standard  of  quality, 
and  their  absolute  reliability,  convenience  and 
durability. 

By  their  use  you  will  insure  yourself  against  loss 
and  your  profits  will  increase  to  just  that  extent. 
Isn’t  it  worth  while? 

Our  Catalogue  No.  19  illustrates  many 
types  of  trip  scales  and  spring  balances. 

J0HN  CHATILLON  & SONS 

Established  1835 

85  Cliff  Street  New  York  City 
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it  well.  Don’t  use  too  many  words.  Be  concise. 
Customers  do  not  want  a lecture,  they  want  facts 
presented  in  an  interesting  fashion.  Believe  in 
your  goods ; that  is  the  first  step  towards  having 
your  customer  believe  in  them.  Believe  in  your 
firm,  believe  in  yourself.  You  cannot  be  convinc- 
ing otherwise. 

Don’t  worry  if  your  employer  does  not  ap- 
parently see  your  good  points.  He  knows  them 
and  undoubtedly  appreciates  them.  The  apprecia- 
tion may  come  in  a more  substantial  way  than  by 
words.  Jollying  a clerk  does  not  always  mean  an 
increase  in  pay. 

The  boss  knows  the  men  who  are  making  good 
and  upon  whom  he  can  rely.  He  knows  the  man 
who  is  worth  the  most  money  to  him,  and  when 
pay-raising  time  comes  the  indifferent  one  does 
not  get  the  raise.  One  thing  we  must  all  keep  in 


I 

* 
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mind,  and  that  is  that  you  must  earn  more  money  j 
for  your  employer  than  he  pays  you.  He  must-* 
make  money  out  of  your  service.  You  sell  him 
your  services  at  a price  that  will  enable  him  to. 
make  a profit. 


DIRT  KILLS  BUSINESS 
Help  keep  the  store  clean.  A dirty,  untidy 
store  is  not  a business  builder.  Dust  in  a store 
or  on  merchandise  is  an  expense  the  extent  of 
which  cannot  be  measured  in  dollars  and  cents. 
The  average  woman  abhors  dirt  in  her  home, 
and  dislikes  things  to  enter  her  home  that  come 
out  of  a dirty  place.  Goods  are  sold  through  the 
eye  quite  as  much  as  they  are  through  the  sales 
argument.  Cleanliness  and  neatness  should  be  the 
rule  for  every  clerk,  not  only  in  his  department, 


Empire  Hardware  Company 
STORE  FURNISHINGS 


Qrocers* 

Butchers* 


Bakers* 

Restaurants 


SCALES,  CANISTERS,  SHOW  CASES,  REFRIGERATORS,  Etc, 
ELECTRIC  COFFEE  MILLS 


272-274  West  Broadway 


New  York  City 


Write  for  complete  Catalogas 


“DOUBTLESS” 

There  is  no  substitute  for  COFFEE 

Way  back  Yonder  somebody  said,  ‘‘Doubtless,  the  Creator 
could  have  created  a better  berry  than  the  strawberry,  but 
doubtless  he  never  did/'  . 

No  one  yet  has  made  a soluble  coffee  equal  to  Mr. 
Washington’s  wonderful  coffee. 

G.  WASHINGTON'S  COFFEE  WENT  TO  WAR 

HOME  AGAIN  BETTER  THAN  EVER 

On  the  market  since  1909.  At  the  Front  since  1914. 

Never  sold  under  private  label, 

NOTE:  NEW  ADDRESS— 334  FIFTH  AVENUE,  NEW  YORK 


i 

I 

./ 
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GIVE  YOUR  CUSTOMERS  REAL  SERVICE 


No.  9011— COUNTER  TYPE 
HEIGHT  33  IN.  CAPACITY  5 LBS. 


BY  INSTALLING  A 

fuNIVERSAL^ 

Electric  Coffee  Mill 

which  is  the  first  step  to  service  and  greater  increase 
of  your  sales. 

You  can  give  each  customer  the  grade  preferred — 
coarse,  fine  or  pulverized. 

We  have  a coffee  mill  especially  adapted  for  your 
business. 

Save  the  salesman’s  commission — buy  through  your 
jobber. 


LANDERS  <&>  CLARK 


KAFFEEHAG 

NOT  a substitute 

but  real  coffee  with 
95%  of  the  caffeine 
removed. 

Prepared  at  New  Brunswick,  N.  J. 
Sold  by  grocers  everywhere. 

KAFFEE  H«C  CORPORATION 
225  5th  Avo.,  N«w  York 


Hjfi) 

coffee 

tWFIlllEREHOEa 

St 

Sm 

ao 

TfWFFHU 

AVHflGjJ 

INTHEBCANOray 

NEW  ORLEANS 
The  Logical  Coffee  Port 
Home  of 

Alameda  Coffee 

Sold  only  In  1 and  3-lb.  Tins 
Under  Our  Trad  e-M  ark 

CAREFULLY  SELECTED  for 
PARTICULAR  TRADE 

Mr.  GROCER,  put  YOUR  TRADE 
WISE 

MERCBANTS’  COFFEE  CO. 

OF  NEW  ORLEANS.  Ltd. 

New  Orleans 

5.  C.  CASANAS,  Pre«l. 
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but  in  his  person.  Clean  hands  should  be  the  rule 
and  not  the  exception.  Especially  true  this  is  as 
it  applies  to  the  handling  of  food  products.  We 
all  dislike  to  be  served  by  a dirty  person  in  a 
restaurant.  A dirty  apron,  plus  soiled  hands,  has 
spoiled  many  an  otherwise  good  meal.  “Oh,” 
says  Mrs.  Cleanhousekeeper,  “their  goods  are  all 
right,  but  their  clerks  are  so  dirty.”  What  an 
arraignment ! 


FEWER  FAILURES  THIS  YEAR 
Business  failures  among  grocers  during  the 
hrst  quarter  of  1919  were  about  half  those  of  the 
corresponding  period  of  1918,  and  about  a third 
of  those  in  January-March,  1917,  according  to  a 
special  Dun’s  report,  which  gives  the  figures  as 
326,  625  and  895,  respectively. 


ST.  LOUIS  ROASTERS  ADOPT  SLOGAN 
The  St.  Louis  coffee  roasters  have  ado*pted  the 
slogan,  “An  All- Water  Route  From  the  Coffee 
Plantations  to  St.  Louis.” 

STATEMENT  OF  THE  OWNERSHIP,  MANAGE- 
MENT, CIRCULATION,  ETC.,  REQUIRED  BY 
THE  ACT  OF  CONGRESS  OF  AUG.  24,  1912, 
of  The  Tea  and  Coffee  Trade  Journal,  published  month- 
ly at  New  York,  N.  Y.,  for  April  1,  1919. 

State  of  New  York,  County  of  New  York,  ss.: 

Before  me,  a Notary  Public  in  and  for  the  State  and 
county  aforesaid,  personally  appeared  H.  DeG.  Ukers, 
who,  having  been  duly  sworn  according  to  law,  deposes 
and  says  that  he  is  the  Business  Manager  of  The  Tea 
AND  Coffee  Trade  Journal,  and  that  the  following  is,  to 
the  best  of  his  knowledge  and  belief,  a true  statement  of 
the  ownership,  management,  etc.,  of  the  aforesaid  pub- 
lication for  the  date  shown  in  the  above  caption,  required 
by  the  Act  of  August  24,  1912,  embodied  in  Section  443, 
Postal  Laws  and  Regulations,  to  wit: 

1.  That  the  names  and  addresses  of  the  publisher, 
editor,  managing  editor,  and  business  managers  are: 

Publisher,  The  Tea  and  Coffee  Trade  Journal  Co.; 
postofifice  address,  79  Wall  street.  New  York. 

Editor,  W.  H.  Ukers;  postoffice  address,  79  Wall  street, 
New  York. 

Managing  Editor,  W.  R.  Bickford;  postoffice  address, 
79  Wall  street.  New  York. 

Business  Manager,  H.  DeG.  Ukers;  postoffice  address, 
79  Wall  street.  New  York. 

2.  That  the  owners  are:  The  Tea  and  Coffee  Trade 

Journal  Co.,  79  Wall  street.  New  York;  W.  H.  Ukers,  79 
Wall  street.  New  York;  H.  DeG.  Ukers,  79  Wall  street, 
New  York. 

3.  That  the  known  bondholders,  mortgagees,  and  other 
security  holders  owning  or  holding  1 per  cent  or  more  of 
total  amount  of  bonds,  mortgages,  or  other  securities  are: 
None. 

4.  That  the  two  paragraphs  next  above,  giving  the 
names  of  the  owners,  stockholders,  and  security  holders, 
if  any,  contain  not  only  the  list  of  stockholders  and 
security  holders  as  they  appear  upon  the  books  of  the 
company,  but  also,  in  cases  where  the  stockholder  or 
security  holder  appears  upon  the  books  of  the  company  as 
trustee  or  in  any  other  fiduciary  relation,  the  name  of  the 
person  or  corporation  for  whom  such  trustee  is  acting,  is 
given;  also  that  the  said  two  paragraphs  contain  state- 
ments embracing  affiant’s  full  knowledge  and  belief  as  to 
the  circumstances  and  conditions  under  which  stockhold- 
ers and  security  holders  who  do  not  appear  upon  the  books 
of  the  company  as  trustees,  hold  stock  and  securities  in  a 
capacity  other  than  that  of  a bona  fide  owner;  and  this 
affiant  has  no  reason  to  believe  that  any  other  person, 
association,  or  corporation  has  any  interest,  direct  or  in- 
direct, in  the  said  stock,  bonds,  or  other  securities  than  as 
so  stated  by  him. 

H,  DeG.  Ukers,  Business  Manager. 

Sworn  to  and  subscribed  before  me  this  21st  day  of 
IMarch,  1919.  E.  G.  O.  Knight. 

(My  commission  expires  Marclr  31,  1919.) 


H^ant  ^bbertisfementsf 


Classified  want  advertisements  under  regular  heading  $3 
for  twenty-five  words  or  less.  Additional  words  four  cents 
each.  Payable  cash  with  order. 


Situations;  l^anteb 


BROKERS — Back  your  samples  with  high-class  sales- 
manship. The  writer,  who  is  acquainted  with  the 
trade  in  two  Middle  West  States,  desires  a connection 
with  a green-coffee  organization  on  a commission  basis. 
Address  Box  47  0,  care  of  The  Tea  and  Coffee  Trade 
Journal. 


®e(p  l^anteb 


WANTED — Experienced  coffee  roaster  capable  of  taking 
care  of  machinery  and  qualified  to  roast  high-grade 
coffees.  Location,  South.  Address  Box  471,  care  of 
Th^  Tea  and  Coffee  Trade  Journal. 

WANTED — Two  experienced  salesmen  to  represent 

Pittsburgh  coffee  and  tea  house  on  established  trade  in 
parts  of  Pennsylvania,  Ohio  and  West  Virginia.  Ad- 
dress Box  472,  care  of  The  Tea  and  Coffee  Trade 
Journal. 

SALESMAN — Traveling — Soliciting  grocery  trade,  de- 
sired by  New  York  house  to  sell  high-grade  cocoa  as  a 
side  line.  Exclusive  territory.  Address  Box  473,  care 
of  The  Tea  and  Coffee  Trade  Journal. 


WANTED — Experienced  spice  and  extract  salesman  to 
call  on  jobbers  and  wholesale  grocers.  Territory  from 
the  Mississippi  River  east  and  from  the  Ohio  River 
south.  State  age,  experience,  references,  salary  ex- 
pected, whether  prefer  working  on  salary  or  commission 
basis.  None  but  snappy,  wide-awake,  experienced 
business-getters  need  apply.  Address  Box  474,  care  of 
The  Tea  and  Coffee  Trade  Journal. 


iflisicellaneous; 


FOR  SALE — One  No.  1 Burns  Roaster,  one  shelf  cooler 
and  Stoner,  one  No.  21  mixer,  one  No.  22  Coles  coffee 
mill,  one  7^2  H.  P.  A.  C.  motor.  All  in  first-class  run- 
ning order.  Address  M.  S.  F.enney,  401  Board  of 
Trade  Building,  New  Orleans,  La. 

FOR  SALE — One  No.  5 Burns  Coffee  Milling  Machine 
for  $175.  In  first-class  condition.  Inquire  at  The 
Brundage  Bros.  Co.,  Toledo,  Ohio. 

FOR  SALE — A Bargain — Hobart  coffee  mill,  granulator, 
pulverizer;  J2-H.  P.  machine,  like  new;  can  be  seen 
working.  Cost  me  $245;  will  sell  very  reasonable. 
Possession  May  28,  not  before.  H.  C.  Birchall,  90 
Fulton  Street,  New  York. 


FOR  SALE — One  Huntley  Milling  Machine;  capacity, 
25  to  30  bags  an  hour;  one  tbree-bucket  Hoepner  Auto- 
matic Scale;  one  two-bucket  Hoepner  Automatic  Scale; 
one  Burt  Labeler  for  one-pound  coffee  cans.  All  in 
perfect  condition;  will  sell  at  half  price.  The  Berdan 
Company,  Toledo,  Ohio. 


REEVE  & VAN  RIPER 

WAREHOUSEMEN 

/^n7717J777  MilUng,  Cleaning,  Hulling, 
Separating  and  Hcklng 

Packers  of  Teas 

Storage  and  Weighing 

46-48-49  WATER  ST..  NEW  YORK 


“EXACT  WEIGHT”  Scales  represent 
NINE  PARTS  SCALES  AND  ONE  PART 
UNSKILLED  LABOR.  Any  fool  can 
draw  a straight  line  with  a rule. 

Skilled,  experienced  operators  can 
produce  accurate  weights  on  ordinary 
scales. 
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“THE  BAN  IS  LIFTED 

EAT  MORE  MACARONI 

WHEAT  IS  PLENTIFUL” 

— the  slogan  for  the  year — 
a big  year  for  the  industry. 
Last  year  the  consumption  of 
Macaroni  Products  was  re- 
duced nearly  fifty  per  cent 
through  the  Government’s 
Wheat  Conservation  Cam- 
paign. 

Now  the  old  consumption 
is  coming  back  and  much 
more.  You  can  secure  your 
share  of  this  very  profitable 
business  by  adding  HAR- 
VEST Macaroni  Products  to 
your  line,  N O W. 

Write  for  our  new  price- 
list. 

The  Foulds-Briggs  Co. 

Cincinnati,  Ohio 


If  you  provide 

NO  BARS 

against  the  liousefly,  much 
of  the  food  which  you  sell  is 
subject  to  contamination. 

A CITY  IS  AS  CLEAN  AS 
ITS  PEOPLE.  TFIE  food 
YOU  SELL  IS  AS  CLEAN 
AS  YOU  keep  it. 

Foodstuffs  in  your  store  which  1|| 
are  not  protected  from  pollu- 
tion by  flies  and  other  vermin 
are  the  source  of  many  dreaded 
diseases. 

There  is  one  safe,  sure  way  of 
protecting  these  “by  the 
pound”  foodstuffs  from  every 
kind  of  contamination. 

That  one  way  is  by  the  instal- 
lation of  a SHERER  FOOD 
CONTAINER. 

It  stores  these  foods  in  close 
fitting  drawers. 

It  displays  a small  sample  of 
each  kind  of  food  in  the  com- 
partments in  front  of  each 
drawer. 

HELP  MAKE  YOUR  CITY 
HEALTHFUL!  BAR  THE 
FLY  — KEEP  HIM  OUT  OF 
YOUR  FOOD  WITH  THIS 
SANITARY  FOOD  CON- 
TAINER. 


Patented 

IT  IS  WORTH  MORE  THAN 
YOU  THINK  IT  COS'I\S— 
and— IT  COSTS  LESS  THAN 
YOU  THINK. 

Ask  for  Catalog  37 

Sherer  - Gillett  Company 

17th  and  Clark  Sts.,  Chicago 
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PRICES  CURRENT 

Wholesale  and  Retail 
As  of  May  2,  1919 

Prices  to  Wholesalers 

GREEN  COFFEE 
(250  Bags  or  Over) 

Brazil  Grades.  Line  or  Grade  Price.  Cup  Selected  Price 


Santos  7 

21 

21 

“ 6 

21% 

21% 

“ 5 

22 

22 

" 4 

22% 

22% 

“ 3 

23 

23 

“ 2 

23% 

23% 

Rio  7 

19 

“ 6 

* 

“ 5 

* 

“ 4 

* 

(No  Rio  Cup 

" 3 

* 

Selections) 

“ 2 

* 

* No  quotations  are  being  made. 


Green  Coffee,  Mild  Grades— Line  or  Grade  Prices— 
(250  Bags  or  Over) 


Maracaibo — 

Truxillos 2 1 3^  2 @ 23  ^ 

Bocono 21%  @22% 

Tovar 21%  @22% 

Merida 22  @22% 

do  washed.  . .23% @24 
Cucuta — 

Ordinary 2l%@  . . 

Fair  to  good 22  @22% 

Prime  to  choice.  .22% @23 
do  washed ...  23  % @24  % 
Laguayra — • 

Caracas 2 1 % @2 1 % 

do  washed...  .23% @24% 
Porto  Cabello...  21% @21% 

do  washed 23  @24 

Colombian — 

Ocana 21%  @22 

Bucaramanga. . . . 22  @23% 

do  washed...  23% @24% 

tTolima 23  % @24  % 

fBogotas 20%@24% 

tMedelin 20  % @25  % 

tManizales 20  % @25  % 

Mexican — 

tCordoba 22  @22% 

do  washed...  .23% @24 

tCoatepec 22  @22% 

tdo  washed 22  @23  % 

tOaxaca 22  @22  % 

tdo  washed 24  @24% 

Costa  Rica — 

Common.*. 18%@19% 

Fair  to  good 23%  @24 

Prime  to  choice.  .24  @24% 


San  Salvador— 22%  @23 

do  washed 23  @24 

Nicaragua — @ . . 

do  washed @ . . 

Guatemala  Coban — 


Common 

..18%@19% 

Fair  to  good 

. .23%@24 

Prime  to  choice. . . 

. .24 

@24% 

do  unwashed.. 

..22 

@22% 

Puerto  Rico — ■ 

Unwashed 

. .22 

@23 

Washed 

. .24 

@26 

Hayti — 

Unwashed 

..20 

@21 

Washed 

. .23 

@2-1^ 

Jamaica — 

Ordinary 

. .20 

@2  % 

G ’d  ordinary 

. .201 

4 @21% 

Washed 

. .23 

@23% 

East  India — 

Padang  Int .... 

..25%@29% 

Corinche 

. .24%@26% 

Kroe 

@26% 

Timor 

..23 

@24% 

Private  Estate. . 

..26 

@28 

Fancies 

@30 

Abyssinian 

..28 

@. . 

Mocha — small. . 

. .32 

@ . . 

Liberian — 

tS  traits 

. .15 

@16 

jSurinam 

. .21 

@21% 

Pamanoekin 

. .18 

@20 

t Nominal  because  of  small  arrivals, 
t Common  to  fancy. 


TEAS. 

China  and  Japan — Line  Prices 
(75  or  More  Packages  of  One  Number) 


Foochow — 

Common 28  @.. 

Fair 29  @.. 

Good. 29%@. . 

Superior 30  @ . . 

Fine 30%@.. 

Formosa- 

Fair 20  @21 

Good 24  @25 

Superior 27  @28 

Fine 33  @35 

Fln^t 40  @45 

Choice 55  @60 

Choicest 70  @75 

Fancy 1.00@1.20 


COUNTRY  GREEN 

Gunpowdei^ 

Extra 50  @60 

Firsts 47  @48 

Seconds @ . . 

Inmerial — 

Firsts 46  @50 

Seconds @ . . 

Thirds ® . . , 

Young  Hyson — 

Extra 55  @65 

Firsts 44  @48 

Seconds 36  @38 

Thirds 34  @35 

Hyson — • 

Seconds 32  @ 

Thirds @ 


PINGSUEY 

Gunpowder — 

Pinheads 48  @50 

Extra  Firsts 43  @45 

Firsts 38  @42 

SeCjOnds 32  @35 

Thirds 26  @27 

Imperial- 

Firsts 40  @41 

Seconds 35  @38 

Thirds 31  @33 

India  and  Ceylon — Li 
Pekoe  Souchong. ...  22  @23 

Pekoe 25  @28 

Orange  Pekoe 30  @35 

Ceylon — 

Pekoe  Souchong.  21  @22 

Pekoe 25  @30 

Orange  Pekoe 30  @40 

B.O.  Pekoe 36  @46 


Japan- 

Basket  fired 25  @45 

Pan  fired 24  @45 

Congou — 

Common 17  @19 

Good 22  @24 

Superior 25  @27 

Fine  to  finest 35  @40 

Choice  to  choicest50  @75 

NE  Prices 
Darjeeling— 

F ancy  Orange 40  @1.00 

Java — 

Pekoe  Souchong.  .20  @21 

Pekoe 22  @23 

Orange  Pekoe 24  @26 


Black  Peppers — • 

Singapore .... 

Acheen  A 

Acheen  B 

Acheen  C @ . . 


Lampong 

White  Peppers — 

. .17 

@17% 

Singapore 

. .26 

@26% 

Penang 

Muntok 

..26 

@.  . 
@26% 

Heavy — 

Aleppy 

. .19 

@19% 

Tellicherry 

Red  Peppers — 

. .20 

@20% 

Mombassa 

. .18%@19 

Japan 

. .12%@13 

Cloves — 

Zanzibar 

. .18%@19 

Amboyna 

. .33 

@34 

tPenang 

@. . 

Pimento 

..  8 

@ 8% 

Cassia — 

Saigon  rolls 42  @45 

China,  rolls 19%  @20 

dosel,  bk 9%  @10 

Kwangsi 19  @20 

Batavia,  Ext 22  % @24 

do  short  stick 21  % @22 

Cinnamon — • 

Ceylon 27  @31 

Ginger — 

Japan 10%@11 

Cochin— ABC.. . .15% @17 


doD 

@. . 

Lemon 

...19 

@20 

African 

...12 

@12% 

Jamaica,  g’g. . , 
Nutmegs — 

...16 

@12% 

75s  to  80s 

...27 

@29 

105s  to  110s... 

...24 

@25 

Mace 

.32 

@52 

SPICES— First-Hand  Prices 

17%@17% 

@ 


CHICORY — First-Hand  Prices  . . 

Domestic,  granulated,  coarse  or  medium,  in  bags 10  @11 

In  barrels.  10  @11 

Best  English  in  barrels @ . . 

Domestic  yellow  roll 8 @ . . 


COCOA — First-Hand  Prices 


Accra 16%@17 

African . @.. 

Bahia 16%  @18% 

Carachs.. 21  @22 

Guayaquils — 

Arriba 19%  @20 

Machala 18%  @19 

Caraques 18%  @19 

Cuban @ 

Dominica @ . . 


Grenada ...17%  @18 

Hayti 15  @15% 

J amaica 15%  @16 

Maracaibo 31  @32 

Para. @ . . 

Sanchez 16%  @16% 

St.  Vincent @ 

Savanilla @ 

Surinam ...18  @19 

Trinidad 20  H @20% 


Prices  to  Retailers 

COFFEE 

(Bag  Lots — 130  Pounds) 


Kind  of  Coffee. 

Green 

Roasted. 

From 

To 

From 

To 

Santos 

...  23% 

24% 

28% 

31% 

Santos  Peaberry 

24 

27 

28 

Rio ' 

...  18% 

19% 

22% 

24% 

Maracaibo 

...  24% 

26% 

29% 

32% 

♦Caracas 

Bucaramanga. ; 

...  25% 

27% 

30% 

34% 

Bogotas 

...  25% 

27% 

30% 

34% 

♦Mexican 

Costa  Rica 

...  26% 

30% 

35% 

Guatemala 

...  25% 

27% 

80% 

35% 

Jamaica 

...  22% 

25% 

27% 

32% 

Padang 

...  29% 

35% 

43% 

45% 

*Mocha 

*Abyssinian 

Java 

...  28% 

35% 

34 

42% 

Porto  Rico 

...  27% 

29% 

80% 

31 

*No  quotations  are  being  made. 


TEAS. 


(Single  Package  Lots.) 
Formosa 

From 

Foochow 

Congou 

Japan  P.  F 

" B.F 

India 

Ceylon 

Gunpowder 

Young  Hyson 

To 

38 

38 

33 

38 

38 

43 

48 

43 

36 
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WHO’S  WHO  IN  THE  TRADE.  Frontispiece 511 

An  appreciation  of  L.  Beling,  Manager,  Tea  Depart- 
ment, New  York  Office  of  the  Handelmaatschappy 


Transmarina,  Inc.,  Amsterdam. 

Illustrated. 

A*  PICTORIAL  HISTORY  OF  TEA 512 

No.  2 — The  Introduction  of  Tea  into  Japan. 

Illustrated. 

VANILLA  CULTURE  IN  PORTO  RICO 515 
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FOR  DIRECT  TRADE  WITH  JAVA 521 

TO  BUILD  UP  J.AV-A  COFFEE  TRADE 521 

TE.AS  IMPORTED  DURING  APRIL 522 

GERMANY  MAKING  COFFEE  DEALS 522 

THE  TRADE  ORACLE 522 


The  Danger  of  Too  Many  Press  Agents — “ Goodbye, 
Old  Coffee  Pot!” — Traducing  Java  Teas — Here’s  a 
Reason  for  Indicting  Coffee  Fakers — Wanted:  More 
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Planter — The  Coffee  Propaganda’s  Dignity. 

JAP.AN’S  RICE  CROP  LAST  YE.AR 524 

HELP  FOR  PORTO  RICO  COFFEE 525 

Missouri  Congressman  Favors  Tariff. 

COCOA  MEN  CONTINUE  ASvSOCIATION 526 

GERMAN  BREWERS  MAKING  “COFFEE” 526 
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Lambert  Peanut  Butter  Equipment 


Lambert  Peanut  Butter  Machinery  excels  because  it  is  scientifically, 
yet  simply  constructed.  Because  it  is  complete  in  every  detail. 
Because  it  is  substantial.  The  Lambert  Machine  Company  is  the 
only  concern  that  manufactures  complete  peanut  butter  plants. 

Lambert  peanut  equipment  consists  of  suitable  peanut  roasting 
apparatus,  peanut  blancher,  picking  and  stoning  machinery,  one  or 
more  peanut  butter  mills,  complete  with  automatic  salter,  auxiliary 
machinery  (elevators,  conveyors,  storage  bins,  feed  hoppers)  and 
approved  power  transmission,  such  as  will  render  the  plant  as  nearly 
automatic  as  possible. 

Plans  designed  according  to  requirements.  Specifications  and 
estimates  furnished. 


Peanut  Butter  Mill  No.  8 


Lambett  MaiMne  do.,lIaj«liall,Mic;li. 


When  Writing  Advertisers,  Kwidly  Mention  The  Tea  and  Coffee  Trade  Tournal 


mTEA.&  COFFEE 
TRADE  JOURNAL 


VOL.  XXXVI. 


NEW  YORK,  JUNE,  1919 


No.  6 


WHO'S  WHO  IN  THE  TRADE 


L.  BELING 

Manager,  Tea  Department,  New  York  Office  of  the 
Handelmaatschappy  Transmarina,  Inc., 
Amsterdam 

See  page  527 


S12  THE  TEA  AND  COFFEE  TRADE  JOURNAL  June,  1919 


An  Eighteenth  Century  Conception  of  Early  Outdoor  Japanese  Tea  Service 

From  a Painting  Entitled  “Crysanthemums  and  Tea,”  by  Sukenobu 


Darma,  the  Patron  Saint  of  Tea,  and  Examples  of  Early  Portable  Tea  Equipages 

Legend  Says  the  Tea  Plant  Sprung  from  Darma’s  Eyelids,  Which  He  Had  Plucked  Off  and  Cast  Upon  the 
Ground.  From  a Sketch  by  Engelbert  Kaempfer,  About  1692 


RARE  ENGRAVINGS  SHOWING  TEA’S  SPREAD  IN  JAPAN 


A PICTORIAL  HISTORY  OF  TEA 


No.  2— THE  INTRODUCTION  OF  TEA  INTO  JAPAN 

^ This  is  the  second  of  a series  of  historical  sketches  which  trace  the 
story  of  tea  from  the  days  of  mythology  in  the  Far  East  to  its  intro- 
duction into  the  homes  of  the  Western  World.  ^The  researches  go 
back  to  original  sources  and  reveal  the  development  of  culture,  prepa- 
ration and  brewing  methods.  ^The  pictures  are  from  rare  engravings, 
paintings  and  water  colors,  and  show  the  oldtime  manners  and  customs. 


HE  records  concerning  the  introduction  of  tea 
into  Japan  arc  conflicting,  and,  in  fact,  indi- 
cate that  the  cultivation  of  the  tea  plant  there  was 
developed  only  after  several  comparatively  un- 
successful starts. 

Early  Records  of  Tea  in  Japan 

References  to  tea  are  to  he  found  in  Japanese 
writings  as  early  as  the  Emperor  Shomu  in  724 
A.  D.,  and  perhaps  previously,  but,  according  to 
W.  Harding  Smith,  in  the  “Japanese  Society 
Transactions,”  London,  1848,  tea  was  more  prob- 
ably introduced  in  805  A.  D.  by  the  Japanese  priest 
Dengyo  Daishi,  who,  it  is  recorded  in  the  temple 
at  Hyashi  in  Yamashiro,  brought  it  with  him  on 
his  return  from  an  embassy  to  China.  This  rec- 
ord also  states  that  tea  was  planted  by  him  in 
Omi,  where  it  has  been  grown  ever  since. 

The  Japanese  Annals  (Wa-zishi)  represent 
that  in  816  a priest  named  lyetsugu  presented  a 
cup  of  tea  to  the  Mikado,  Sago  Tenno,  at  Kara- 
saki,  who  was  so  delighted  with  it  that  he  com- 
manded tea  to  be  grown  in  the  neighborhood  of 
the  capital. 

For  several  centuries  afterwards  little  more  was 
heard  of  tea,  possibly  because  of  the  wars  of  the 
eleventh  century.  In  1191,  however,  we  read  that 
another  Buddhist  priest,  Senko,  the  chief  of  the 
Zen  sect,  once  more  brought  tea  seed  from  China 
and  started  another  era  of  tea  cultivation. 

By  the  fourteenth  century  tea  had  become  very 
important  socially,  and  small  tea  parties  were  a 
favored  method  of  entertainment.  This  was  a 
century  of  extravagance,  and  such  parties  became 
ceremonious  and  connected  with  the  most  expen- 
sive styles  of  cups,  saucers,  tea  kettles  and  ac- 
companying paraphernalia. 

It  is  said  that  the  first  rules  for  tea  cere- 
monies were  promulgated  during  the  time  of  the 
Shogun  Yoshimasa  (1443-73),  but  that  they  were 
based  on  an  older  ritual. 

A century  later  Taiko  Sama  (15^7)  Rave  a tea 
party  at  Kitano.  To  this  the  guests  brought  their 


own  utensils.  Sama  drank  tea  with  each  guest. 
This  reception  is  said  to  have  lasted  ten  days. 
At  that  time  the  country  was  very  poor,  and 
Sama’s  favorite,  Rikyu,  introduced  a very  severe 
style  of  tea  houses  and  utensils.  Curiously 
enough  the  simple  porcelain  of  this  period  became 
much  sought  after  in  later  days  and  commanded 
enormous  prices. 

The  Tea  Ceremony  Ritual 

According  to  directions  for  a tea  ceremony, 
signed  in  1584  by  Namho  Sokei,  the  order  of  pro- 
cedure was,  in  brief,  as  follows:  After  all  the 

guests  had  assembled  outside  of  the  house,  they 
announced  themselves  by  sounding  a gong.  1 he 
host  met  them,  and  as  a clean  face  and  hands  were 
symbolical  of  the  clean  heart  required,  the  guests 
washed  themselves  in  a stone  bowl.  The  host 
then  conducted  them  through  a little  low  door 
into  the  tea  room.  Then  he  prepared  the  fire, 
after  which  the  guests  retired,  but  returned  when 
the  water  made  a sound  like  the  wind  in  the  fir 
trees.  Worldly,  scandalous  and  political  con- 
versations were  forbidden,  and  flattery  was  not 
allowed.  The  meeting  was  limited  to  four  hours. 
The  tea  societies  recognized  no  difference  in 
-social  standing,  but  permitted  free  intercourse  be- 
tween high  and  low. 

Cuts  in  the  Japanese  Society  Transactions  on 
the  subject  of  the  tea  ceremony,  illustrate  the 
guests  leaving  the  porch,  washing,  entering  the 
room,  the  assembled  company,  the  host  making 
the  fire,  and  guests  drinking  the  tea. 

After  the  period  of  Rikyu  a return  was  made  to 
the  luxurious  customs  of  the  fourteenth  century, 
and  brands  of  tea  were  produced  that  were  con- 
sidered almost  priceless,  while  fastidious  styles 
in  porcelain  and  the  rest  of  the  parajdiernalia 
demanded  the  very  highest  skill  of  the  craftsman. 

Early  Japanese  Preparation  Methods 

A highly  interesting  account  of  the  method  of 
preparing  tea  in  old  Japan  about  the  time  when 
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Guests  Entering  the  Tea  Ceremony  Room  Through  the  Characteristic  Low  Door 


Within  the  Ceremonial  Room;  the  Guests  Waiting  While  the  Host  Prepares  the  Tea 


SCENES  SHOWING  AN  EARLY  JAPANESE  CEREMONIAL  SERVICE 

From  the  ]\Iatsu-cha  Hitori  Geiko,  by  Soboku 
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it  was  being  introduced  in  tlie  Western  world  is 
given  by  Engelbert  Kaeinpfer,  who  visited  Japan 
in  1692.  This  is  in  part  as  follows  : “I  come  now 
to  the  preparation  of  the  leaves,  which  consists 
in  that  the  fresh  gathered  leaves  are  dried,  or 
roasted  over  the  tire  in  an  iron  pan,  and,  when 
hot,  rolled  with  the  palm  of  the  hand  on  a mat  till 
they  became  curled.  * * * They  are  prepared 
in  the  Tsiusi,  as  they  call  them;  that  is.  publick 
roasting  houses,  or  laboratories  built  for  this  pur- 
pose. and  contrived  so  that  everybody  may  bring 
their  leaves  to  he  roasted;  For  most  prixate  per- 
sons arc  cither  ignorant  of  the  manner  of  pre- 
paring them,  or  have  not  the  necessary  set  of  in- 
struments for  it.  There  are  in  these  publick 
laboratories:  i.  Several  ovens,  from  live  or  ten  to 
twenty,  each  three  foot  high,  with  a wide  flat 
square  or  round  iron  pan.  * * * 2.  A low  but 

very  long  table  * * * covered  with  fine  reed 

mats  on  which  the  leaves  are  rolled.  * * * 

“The  roaster  puts  at  once  some  pounds  of 
leaves  into  the  iron  pan  * * * perpetually 

stirring  them  with  both  his  hands  * * * tpi 

they  become  so  hot  that  he  can  scarce  handle  them 
any  longer:  that  instart  he  takes  them  out  with  a 
sort  of  a shovel,  spread  after  the  manner  of  a fan, 
and  pours  them  upon  the  mat  in  order  to  their 
being  rolled.  The  rollers  take  each  a small  part 
before  them  whilst  they  are  hot  * * * rolling 

them  with  the  palm  of  both  their  hands.  * * * 

The  leaves  being  compressed  * * * ^ sharp, 

yellow  and  greenish  juice  sweats  out  of  their 
pores,  which  burns  the  hands  to  an  almost  in- 
tolerable degree.  * * * As  soon  as  they  are 
grown  cold  they  must  be  again  delivered  to  the 
roaster  * * * now  puts  them  into  the 

pan  and  roasts  them  a second  time,  till  they  have 
lost  all  the  juice.  In  this  second  roasting  he  stirs 
them  ♦ * * very  slowly  and  deliberately  for 

fear  of  spoiling  the  curls.  * * * After  the  sec- 
ond roasting  they  are  again  delivered  to  the 
rollers.’’ 


VANILLA  CULTURE  IN  PORTO  RICO 
Porto  Rico  should  furnish  conditions  suitable 
for  commercial  vanilla,  writes  T.  P>.  McClelland, 
horticulturist  at  the  Porto  Rico  Agriculturist 
Station,  in  a report  just  issued.  So  far  as  the 
horticulturist  has  been  able  to  determine,  vanilla 
growing  on  a commercial  scale  has  never  been 
attempted  on  the  island.  In  fact,  the  species  of 
economic  value  are  locally  almost  imknown. 
Wild  vanilla  has  been  noted  in  the  vicinity  of 
Bayamon,  Dorado,  Lares,  Maricao,  Mayaguez, 
San  German,  Guanica  atid  Guayanilla. 


HOW  COFFEE  CAME  TO  VIENNA 


History  Records  that  a Turkish  Army  Bent  on 
Conquering  Europe  Was  the  Means  of  In- 
troducing Coffee  to  Austria 


nnilb'  story  of  coffee’s  introduction  to  Vienna 
from  the  East  is  both  romantic  and  pic- 
turesque. It  is  closely  interwoven  with  the  his- 
tory of  the  world,  political  as  well  as  military, 
and  is  an  integral  part  of  that  eventful  attempt 
by  the  Turks  to  subject  Central  and  Western 
Europe  to  their  rule. 

Sultan  Selim,  after  conquering  blgypt  in  1517, 
returned  to  Constantinople  with  a large  stock  of 
coffee  beans  as  part  of  his  booty.  The  Turks, 
forbidden  by  their  religion  to  touch  wine,  readily 
took  to  the  new  beverage.  As  early  as  1517, 
therefore,  the  first  pulilic  coffee  house  was  opened 
in  Constantinople.  But  it  is  not  known  whether 
the  Turks  who  beleagured  Vienna  in  1529  boiled 
any  coffee  over  their  camp  fires  surrounding  the 
Austrian  capital.  There  is  no  doul)t,  however, 
about  their  carrying  vast  stores  of  the  brown 
beans  with  them  when  they  returned  to  the 
attack  154  years  later. 

It  was  in  1683  when  Mohammed  IV,  Sultan  of 
the  Turks,  mobilized  an  army  of  300,000  men  and 
sent  it  forth  under  Kara  Mustapha  to  conquer 
Europe.  Reaching  Vienna  on  July  13  of  the 
same  year,  they  encircled  the  city  and  cut  it  off 
from  the  world.  Emperor  Leopold  had  escaped 
the  net  and  was  several  miles  away  with  an  army 
of  Austrians  waiting  to  relieve  the  besieged  capi- 
tal. Relief  did  not  come,  and  Count  Starhem- 
berg,  in  command  of  the  forces  in  Vienna,  sent 
a messenger  through  the  Turkish  lines  to  hurry 
along  the  rescue.  This  messenger,  named  Kol- 
schitzky,  was  said  to  have  been  a Serbian  who  had 
lived  among  the  Turks  for  many  years  and  s])oke 
their  language  well. 

Kolschitzky  donned  a Turkish  uniform  and 
somehow  passed  through  the  enemy’s  lines.  lie 
reached  the  Emperor’s  army  across  the  Danube, 
delivered  his  message  and  brought  back  the  sig- 
nals the  Emperor  would  give  from  Mount  Kahlen- 
berg  indicating  the  beginning  of  the  attack.  Count 
Starhemberg  was  to  make  a sortie  at  the  same 
time.  The  battle  took  place  on  the  12th  of  ,Sep- 
teml)er  and  the  Turks  were  routed,  d'hey  (led, 
leaving  behind  30,(K)o  tents,  to,ooo  oxen,  5,000 
camels,  ico,cxx)  bu.shels  of  grain,  two  millions  in 
gold  and — a mountain  of  bags  filled  with  coffee. 

The  booty  was  distributed,  but  nobody  wanted 
the  coffee.  They  difl  know  what  to  do  with  it 
all,  except  Kolschitzky.  He  said:  “If  nobody 
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wants  those  bags,  I will  take  them,”  and  every- 
one was' glad  to  be  rid  of  those  “useless”  beans. 
But  Kolschitzky  knew  what  he  wanted,  and  he 
soon  taught  the  Viennese  the  art  of  preparing 
coffee.  Later  he  established  the  first  public  booth 
where  Turkish  coffee  was  served  in  Vienna. 

This  is  the  way  coffee  was  introduced  into 
Vienna,  where  was  developed  that  typical  Vienna 
cafe  which  has  become  a model  for  a large  part 
of  the  world.  Kolschitzky  is  honored  in  Vienna 
as  the  patron  saint  of  coffee  houses.  His  follow- 
ers, united  in  the  guild  of  coffee  makers  (Kaffee- 
sieder),  even  erected  a monument  in  his  honor. 

Vienna  is  the  “mother  of  cafes.”  Cafe  Sacher 
is  world-renowned.  Tart  a la  Sacher  you  will 
find  in  every  cookbook.  The  Viennese  have  their 
“jause”  every  afternoon.  When  you  drink  your 
coffee  at  a Vienna  cafe  you  generally  have  a 
“kipfel”  with  it.  This  is  a roll  in  the  shape  of 
the  half  moon.  It  was  baked  for  the  first  time 
in  the  eventful  year  of  1683,  when  the  Turks  be- 
sieged the  city.  A baker  made  these  half-moon 
rolls  as  a means  of  defying  the  Turk.  Holding 
a sword  in  one  hand  and  a kipfel  in  the  other,  the 
Viennese  of  those  days  would  show  themselves 
on  top  of  their  redoubts  and  defy  the  cohorts  of 
Mohammed  IV. 

Mohammed  IV  was  deposed  after  losing  the 
battle  of  Vienna,  and  Kara  Mustapha  was  exe- 
cuted for  leaving  that  mountain  of  bags  filled 
with  coffee  beans  at  the  gate  of  Vienna,  but 
Vienna  coffee  and  Vienna  kipfel,  contemporary 
products  of  strenuous  times,  are  still  alive  and 
still  gaining  in  popularity. — G.  S. 


NO  COFFEE  FOR  GERMANY 
Many  coffee  men  have  been  expecting  that 
Germany  would  eagerly  seek  to  import  coffee  as 
soon  as  the  economic  blockade  was  lifted,  but 
Dr,  Kellog,  of  the  American  Relief  Commission, 
who  has  been  studying  conditions  there,  says : 
“Germany  does  not  desire  to  import  coffee, 
tea  or  cocoa  for  financial  reasons.  Her  people 
have  become  accustomed  to  coffee  made  of  brown 
grain,  and  it  is  the  intention  of  the  authorities 
to  continue  this  during  the  coming  months.” 


COFFEE  CULTURE  IN  PARAGUAY 
Coffee  culture  in  Paraguay  is  not  an  unqualified 
success  according  to  a writer  in  the  “Pan-Ameri- 
can Magazine.”  The  author  says  : 

“Coffee  is  planted  to  some  extent  in  certain  dis- 
tricts, particularly  on  the  high  land  in  the  neigh- 
borhood of  Altos,  where  there  are  to  be  found 
a large  number  of  plantations.  Although  the  tree 


grows  and  produces  well,  it  is  not,  however,  an 
unqualified  success,  owing  to  the  fact  that  the 
berries  do  not  ripen  evenly;  and  as  each  berry  in 
consequence  has  to  be  picked  separately  instead 
of  the  pickers  being  able  to  strip  the  branches  at 
the  one  time,  as  is  the  case  in  real  coffee-growing 
countries,  the  harvesting  of  a large  coffee  planta- 
tion would  entail  excessive  labor  and  supervision. 
Families  cultivating  from  1,000  to  2,oco  plants, 
which  they  can  easily  attend  to  themselves,  find 
coffee  planting  one  of  the  most  lucrative  branches 
of  agriculture.”  

COFFEE  IN  PANAMA 

Though  Large  Areas  Are  Suitable  for  This 
Crop,  Production  Does  Not  Meet 
the  Local  Demand 


By  J.  R.  Genuit 
Panama  City 

P ANAMA  presents  a very  favorable  field  for 
* the  growing  of  coffee,  and  there  is  quite  a 
colony  of  foreigners,  mostly  Americans,  situated 
in  the  district  of  Boquete,  Province  of  Chiriqui, 
engaged  in  the  industry;  but  the  coffee  lands  of 
Boquete  are  limited,  and  nearly  all  of  the  good 
land  is  occupied.  The  best  district  for  the  raising 
of  coffee  is  situated  in  the  uplands  of  the  district 
of  Bugaba,  where  vast  areas  of  the  very  best 
lands  for  coffee  growing  exist,  and  where  climatic 
and  other  conditions  are  most  favorable  to  its 
growth. 

Boquete  is  the  terminal  for  the  national  rail- 
road, and  Conception,  the  capital  of  the  Bugaba 
district,  is  the  terminal  of  a branch  of  the  same 
railroad  which  provides  transportation  to  the 
port  of  David,  whence  all  products  are  shipped  to 
Panama  City  by  boats  running  tri-monthly. 

No  shade  is  required  in  this  country,  and  the 
only  cultivation  consists  of  three  or  four  clean- 
ings a year  to  keep-  down  down  the  weeds,  as 
no  plowing,  etc.,  is  necessary. 

Coffee  here  matures  from  October  to  January. 
Water  power  being  abundant,  this  is  used  for 
running  all  machinery. 

The  annual  output  of  the  Province  of  Chiriqui, 
which  produces  the  bulk  of  the  coffee,  is  approxi- 
mately 4,000  sacks  of  100  pounds  each;  all  of 
which  is  produced  in  the  Boquete  district  at  pres- 
ent, as  the  coffee  planted  in  the  Bugaba  section 
is  still  young  and  unproductive.  The  local  supply 
does  not  meet  the  domestic  demand,  and  instead 
of  exporting  a great  deal  is  imported  from  ad- 
joining countries,  although  there  is  a protective 
tariff  of  $6  per  hundred. 
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TEA  CONGRESS  IN  JAVA  • 

Tea  Men  in  All  Parts  of  the  World  Will 
Gather  in  Batavia  in  1921  to  Discuss 
; Scientific  and  Commercial  Problems 

T 

The  international  tea  congress  which  Dutch 
East  Indian  tea  men  had  planned  to-  hold  in 
I I May.  1919.  hilt  postponed  on  account  of  war  con- 
ditions, is  now  scheduled  to  open  early  in  192T  in 
Batavia. 

I Tea  men  from  all  parts  of  the  world  are  ex- 
^ pected  to  attend,  to  study  scientitic,  economical 
and  commercial  problems  of  the  international  tea 
industry.  Authorities  will  contrihute  articles  and 
I discuss  subjects  of  world-wide  interest.  In  addi- 
^ tion  it  is  planned  to  hold  an  exhibition  that  will 
^ illustrate  how  tea  is  grown,  manufactured  and 
^ brewed  in  all  countries.  Cultural  and  manufac- 
turing  machinery  will  form  a prominent  feature 
of  the  exhibit.  Prizes  and  diplomas  will  be 
^ awarded  to  cover  all  phases  of  the  congress's 
^ activities. 

I The  Dutch  East  Indian  Government  is  expected 
to  send  out  official  invitations  the  latter  part  of 
1920.  Dr.  J.  J.  B.  Deuss,  Buitenzorg,  is  secretary 
of  the  congress. 

I AFRICA  TO  GROW  MORE  COFFEE 

^ ’ 

J An  Effort  is  Being  Made  to  Revive  the  In- 

X dustry  in  British  Possessions  There — 

Some  Acreage  Statistics 


[special  correspondence] 
Washington,  D.  C,  iMay  26,  1919. 
O RITISH  interests  have  begun  a movement  to 
^ revive  interest  in  restoring  the  cofifee-growing 
industry  in  the  Union  of  South  Africa,  British 
East  Africa  and  Central  Africa,  according  to  ad- 
vices reaching  here.  The  report  states  that 
Uganda,  in  British  East  Africa,  has  21,000  acres 
under  coffee  cultivation,  with  16,000  acres  more 
in  other  parts  of  the  protectorate,  and  1,300  acres 
in  Xyasaland.  Prior  to  the  war  there  were  i2,coo 
acres  under  cultivation  in  German  East  Africa. 

As  regards  the  future  the  report  states  that 
“there  is  no  immediate  prospect  of  a revival  of 
the  industry  in  Natal,  where  it  was  killed  twenty 
years  ago  by  various  pests  after  attaining  some 
importance;  but  it  should  certainly  be  established 
as  one  of  the  industrial  hopes  of  the  warmer  parts 
of  Rhodesia,  and  in  the  Northern  Transvaal  an 
effort  is  being  made  to  bring  this  form  of  enter- 
prise into  practical  existence.’’ 

There  is  a promising  market  there  for  planta- 


tion machinery,  such  as  mechanical  weeders, 
steam-heated  tables  for  drying  the  coffee  after 
pulping^  peeling  and  hulling  apparatus  and  sizing 
and  grading  machines. 

UGANDA’S  COFFEE  AND  TEA 


A Survey  of  the  Area  Under  Cultivation  in  This 
British  East  African  Possession  with 
Some  Facts  About  Production 


UGANDA,  a district  in  British  IList  Africa,  has 
become  an  important  coffee  producer,  ac- 
cording to  a London  correspondent,  who  also  says 
that  a good  grade  of  tea  is  now  being  cultivated. 
His  report  follows  : 

Coffee  is  the  most  important  crop  grown  on 
European  plantations  in  Uganda;  its  value  as  an 
export  is  only  exceeded  by  that  of  cotton.  In 
1915-16  there  were  12,162  acres  under  Coffca 
arabieu  and  264  acres  under  C.  robusta.  In  addi- 
tion coffee  was  interplanted  with  Para  rubber  on 
an  area  of  4,747  acres.  To  this  should  be  added 
the  plantations  belonging  to  the  various  missions 
and  the  10,420  acres  of  coffee  cultivated  by  na- 
tives in  1916-17. 

Most  of  the  coffee  is  grown  in  the  Buganda 
province,  but  rapid  progress  has  been  made  re- 
cently in  the  Northern  province.  In  1916-17  the 
export  was  48,609  cwt.  Samples  of  Robusta  coffee 
from  the  Government  plantations  at  Kampala  and 
Kakumiro  had  from  ii  to  14  per  cent  of  parch- 
ment and  86  to  89  per  cent  of  beans;  from  156  to 
282  beans  were  required  to  fill  a 50  cc.  measure. 
These  samples  were  judged  to  be  of  very  promis- 
ing quality. 

Though  Europeans  have  begun  to  cultivate  tea 
in  Uganda,  it  is  not  yet  grown  on  a commercial 
scale.  The  experimental  plots  at  the  Government 
plantations  at  Kampala  and  Kakumiro  have  given 
encouraging  results,  and  in  1915-16  the  Kampala 
plot,  planted  in  1911,  yielded  135  pounds  of  pre- 
pared tea  per  acre. 

A sample  of  Uganda  tea  examined  at  the  Im- 
perial Institute  (London)  was  found  to  contain 
1 1.2  per  cent  of  water  and  the  following  percent- 
ages expressed  on  the  dry  tea:  Caffein,  4.7; 

tannin,  12.8;  ash,  6.2;  extract  (after  infusion  for 
10  minutes),  32.2.  It  is  thus  rich  in  caffein,  as 
Indian  teas  usually  contain  only  3.5  to  4.0  per 
cent  and  China  teas  somewhat  less. 


TEA  CAMPAIGN  DIWELOPMENTS 
The  finance  committee  of  the  Tea  Associa- 
tion having  in  charge  the  raising  of  funds  for 
the  jiroposed  tea  publicity  campaign  reports 
that  while  all  the  expected  signatures  have  not 
been  secured  the  trade  is  displaying  considerable 
interest.  The  association  is  to  hold  a meeting 
at  its  rooms  in  New  York  on  June  10  to  formu- 
late a statement  to  the  trade  showing  the  i)rogress 
of  the  campaign. 


TEA  AND  COFFEE  SIGNS  OF  THE  TIMES 

^ How  the  Renaissance  of  Tea  and  Coffee  is  being  brought  about,  as 
Illustrated  by  the  Latest  Developments  in  Advertising,  Merchandising 
and  the  Making  and  Serving  of  Our  Most  Popular  Beverages. 


SERVING  TEA  TO  EMPLOYEES 

How  a Large  Packing  Plant  “Treats”  Both  Its 
Office  and  Factory  Workers  to  a 
Daily  Stimulating  Drink 

OONER  or  later  the  business  man  will  learn 
to  appreciate  the  value  of  a good  cup  of 
tea  for  himself  and  his  employees  at  4 o’clock  in 
the  afternoon,”  was  the  prophecy  made  recently 


How  One  Large  American  Employer  Serves 
Tea  to  Office  Workers  During 
Business  Hours 


hy  James  A.  McGuane,  general  manager  of  the 
Salada  Tea  Company’s  Boston  plant,  where  after- 
noon tea  service  is  not  only  a regular  thing',  but 
employees  have  the  privilege  of  brewing  a cup  any 
time  they  please. 

Tn  describing  the  afternoon  tea  service,  Mr. 
McGu  ane  writes : 


“We  have  a woman  of  good  appearance  in  the 
office,  who  dusts  and  polishes  the  furniture.  In 
the  afternoon  she  washes  up,  puts  on  an  apron 
and  cap,  makes  and  serves  the  tea.  She  makes 
sufficient  for  the  office  staff  at  one  time,  and  it 
takes  but  a minute  to  wheel  the  tea  wagon  from 
one  desk_  to  another.  There  is  little  or  no  time 
wasted ; in  fact,  it  is  a great  pleasure  to  see  busi- 
ness dropped  for  a minute  and  everyone  enjoying 
his  or  her  cup  of  tea.  We  serve  crackers  with 
it  and  there  is  no  charge.  I 

“We  also  serve  tea  once  a day  to  our  factory 
employees.  Then,  again,  outside  of  our  regular  I 
time  for  serving  tea,  our  employees  have  the 
privilege  to  make  themselves  a cup  of  tea  when- 
ever they  want  it,  and  it  is  surprising  to  see  how  : 
often  that  is. 

‘Tf  a few  of  the  big  enterprises  in  this  country  | 
would  serve  tea  to  their  employees  for  a month, 
they  would  appreciate  the  benefits  and  consider 
the  money  well  spent.  Eurthermore,  all  that  is 
required  is  a few  to  take  it  up  and  then  the  others 
will  follow  suit  rapidly.  J 

“We  sincerely  hope  if  any  firms  do  start  to  j 
serve  tea  to  their  employees  they  will  not  do  it  in  ; 
a slip-shod  manner,  as  a great  deal  depends  on  the 
way  the  tea  is  served.”  , 



“DIFFERENT”  TEA  ADVERTISING  1 

f i| 

The  Latest  Tetley  Tea  Campaign  is  Notable 

Because  of  the  Unusual  Characer  <1 

of  the  Copy  ^ 

i 

i<’^EA  for  Three,”  where  there  was  tea  for  one  | 
I before,  is  the  ambitious  aim  of  the  Tetley  i 

tea  publicity  campaign  recently  launched,  and  is  ^ 

expected  to  create  two  or  three  tea  drinkers  in 
families  where  only  one  now  exists. 

The  campaign  is  interesting,  chiefly  because  of 
the  copy  employed.  Until  lately  npost  tea  ad- 
vertising has  not  compelled  attention.  Packers 
generally  have  made  little  use  of  illustration  or 
distinct  sales  message  in  their  advertising,  and 
have  apparently  depended  largely  upon  repetition 
to  popularize  their  brands. 

The  Tetley  copy  is  distinctive  and  unique.  It 
says  something  and  it  ought  to  sell  tea.  The 
illustrations  are  appropriate  and  the  wording  is 
out  of  the  ordinary. 

The  accompanying  cuts  show  two  types  of  ad- 
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vertisement's  used  in  this  campaign.  The  adver- 
tisement headed  “Something  to  Sing  Ahoiit”  is 
one  of  a series  in  which  the  tea  pot.  tea  enp,  tea 
kettle  and  cream  pitcher  are  effectively  human- 


The  ONE  THING  NEEDED 

Glistening  china,  gleaming  silver, 
snowy  linen,  and  Tetley’s, — a perfect 
picture ! 

And  no  wonder, — a steaming  cup 
of  Tetley’s  cheering  fragrant  tea  will 
always  add  the  right  touch  to  the 
otherwise  perfect  meal. 

With  a cup  of  Tetley's  deep  colored, 
soft  flavored  Orange  Pekoe  Tea  in 
your  hand,  for  instance,  you  find  a new 
meaning  in  tea.  And  its  comfort  and 
cheer  will  help  you  enjoy  that  dinner 
or  luncheon. 

All  of  Tetley’s  Teas  are  gathered 
from  the  world’s  finest  tea  gardens, 
and  are  carefully  and  skilfully  blended. 
They  have  a different  flavor. 

tItley's  tea 


Illustrating  the  New  “Atmosphere’’  Type  of 
T ETLEY  Copy 

ized  by  means  of  clever  illustration,  which  gives 
the  advertisement  action  and  commands  attention. 
It  is  a new  departure  in  tea  publicity. 

The  other  advertisement  typifies  what  might 
be  termed  the  atmosphere  style  of  copy  that  is 
being  used,  and  is  different  from  the  general  run 
of  package  tea  advertising.  It  is  the  kind  of 
copy  that  ought  to  establish  a vogue  for  Tetley’s 
or  for  any  other  package  tea  featured  along 
similar  lines. 

In  this  country  the  women  are  the  tea  drinkers 
as  a general  rule.  Some  of  the  Tetley  advertising 
is  blazing  new  trails  by  appealing  to  the  men 
folks.  Tetley’s  is  referred  to  as  “a  man’s  drink,’’ 
and  the  business  man  is  told  that  there  is  a world 
of  cheer  in  a steaming  cup  of  tea  for  luncheon, 
and,  also,  that  when  he  goes  home  at  night,  “tired 
and  out  of  sorts.”  the  thing  to  do  is  to  have  a 
bracing  cup  of  tea  for  dinner. 

J.  Graham  Wright,  president  of  Jos.  fetley  & 
Co.,  Inc.,  states  that  the  campaign  has  been  a 
pronounced  success  since  it  started  on  March  i. 


The  advertising  is  now  appearing  in  Greater  New 
York  and  Pennsylvania,  and  will  he  gradually 
e.xtended  to  other  localities. 


now  TO  FOSTER  COl-FFE  DRINKING 
One  of  the  most  effective  ways  to  advance  the 
interests  of  both  coffee  planters  and  coffee  deal- 
ers by  increasing  the  use  of  coffee  is  to  educate 
the  hotel  and  restaurant  proprietors  and  house- 
wives. is  the  opinion  held  by  iM'ancisco  de  Moule- 
vade,  a Brazilian  coffee  planter  and  inspector 
general  of  the  Companhia  Paulista,  which  is  saitl 
to  carry  more  coffee  than  any  other  railway  in 
the  world.  Mr.  Moulevade  recently  arrived  in 
New  York  to  arrange  for  the  electrification  of  the 
railroad. 

Air.  Aloulevade  says  Brazil  is  far  ahead  of  the 
United  States  in  the  matter  of  making  coffee  for 
the  table.  “In  fact,”  he  added,  “I  sometimes 
wonder,  when  I get  a cup  of  coffee  here,  how  our 


Something 

What  self-respecting  tea  kettle 
wouldn't  sing  at  the  prospect  of  mak- 
ing Tetley’s  Tea! 

Tea  is  the  sensible  drink — and  you 
can  drink  it  three  times  a day. 

Tetley's  Tea  is  famous  for  its  de- 
lightful flavor — an  expert  blend  of  teas 
from  15  or  more  tea  gardens. 

Tetley's  Tea  is  fragrant  and  cheer- 
ing— sort  of  makes  you  forget  you 
were  tired. 

Until  you  have  tried  a cup  of  Tet- 
ley's clear  amber  colored  Orange  Pekoe 
Tea,  you  don't  know  what  a cup  of 
tea  can  mean! 

TETLEY’S  TEA 


1 NJ  KCTl  NG  T H E “ 1 I U M An”  Iu.EM  ENT  1 NTO  TeA 
Pur.LidTY 

national  beverage  ever  attained  the  popularity  it 
enjoys  in  this  country.”  lie  iinds  solace,  how- 
ever, in  the  efforts  of  the  Joint  Coffee  I rade  Pub- 
licity Committee  to  siiread  the  gospel  of  better 
and  more  coffee  for  .Americans  through  the  na- 
tional advertising  cam[)aign. 
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COFFEE  ADS  WITH  A PUNCH 


A Notable  Series  of  Educational  Talks  on  the 
History,  Romance  and  Lure  of 
Our  National  Drink 


*^HE  Fishback  Company,  Indianapolis,  is  one 
of  the  first  large  coffee  roasters  to  conduct  a 
constructive  educational  advertising  campaign. 


''Cafe!  Cafe!”  Was  the  Cry  of  Coffee 
Venders  Who  Carried  Large  Coffee 
Pots  in  the  Streets  of  Paris  in  1672 


Francois  procope’s  cafe  starting 

in  1672  continued  for  two  centuries  with 
its  marblc-iop  tables.  In  the  days  of  the 
Revolution  ic  was  a mecung  place  for 
Marat,  Robespierre  and  other  revolutionary 
characters.  Napoleon  Bonaparte,  an  artillery 
officer  in  "straightened  circumstances/’ went 
there  to  drmk  coffee  to  keep  life  m his  body. 

The  Paris  restaurants  which  succeeded  the 
cafes  and  at  which  wines  were  served  never  have 
lost  repute  for  good  coffee  and  in  the  United 
States  at  one  time  it  was  a habit  to  ask  for 
"French  coffee.” 

Until  1690  coffee  h.id  been  sown  only  in 
Arabia.  The  Dutch  in  their  East  India'tradc 
took  the  seeds  to  java  and  in  1700  to  the  West 
Indies.  Now  it  is  grown  generally  throughout 
■ the  civilized  regions  ofthe  tropical  world.  Brazil, 
where  the  first 


i77o,Icads  witht 


thirds  of  the  coffee  produced.  Venezuela 
ranks  second  in  (Quantity.  The  climate  of  Brazil 
IS  just  right.  Other  producing  countries 
arc  Cosu  R'ca,  Guatemala,  Mexico,  Columbia, 
Jamaica,  Cuba,  Porto  Rico  and  the  West  Indies 


France  sent  the  seeds  to  Marun 


<juc 


‘Voltaire  and  Diderot 


The  cheap  coffee  of  relatively  recent  years  is 
giving  way  to  the  inteilig-nt  demand  for  good, 
though  more  costly  grades. 


The  Fishback  Co. 

Impoftert  «nd  Manufacture  of 

THE  nSHBACK  LINE 

Coffees,  Teas,  Spices,  Extracts  and 
'Virginia  Sweet  Pancake  Flour 
INDIANAPOLIS  KANSAS  CITY 


A Striking  Educational  Advertisement  Used 


BY  A Middle  West  Roaster 


1 he  notable  feature  of  the  campaign,  which  ran 
from  February  19  to  March  29  in  an  Indianapolis 
newspaper,  is  that  the  series  constitutes  a fine  ex- 
ample of  the  educational  type  of  coffee  publicity. 
The  brand  and  firm  name  were  subordinated, 
emphasis  being  placed  upon  the  history,  romance 
aral  benefits  of  the  great  American  drink.  This 
was  accomplished  by  means  of  eleven  well- 
designed  quarter-page  advertisements,  the  major- 
ity of  which  were  illustrated  by  period  scenes  that 
told  coffee’s  story  in  pictures. 

That  this  kind  of  coffee  advertising  pays  is  in- 
dicated 1)y  the  following  statement  by  Frank  S. 
h'ishback : ‘‘This  was  just  a small  campaign  to 

carry  out  some  ideas  the  writer  has  had  for  some 
time.  1 tried  two  different  agencies  for  the 


preparation  of  advertisements  without  securing 
just  what  I wanted.  Finally,  I called  to  my  aid 
my  brother,  W.  O.  Fishback,  a newspaper  man  of 
varied  experience,  who  wrote  the  ads. 

“They  have  attracted  a great  deal  of  attention 
in  the  territory  and  have  brought  good  results. 
We  are  still  continuing  the  work  along  the  same 
style,  as  shown  in  the  smaller  ads,  prepared  to 
show  what  we  believe  to  be  the  merits  of  coffee, 
and  not  hesitating  to  call  attention  to  what  we 
believe  are  the  lack  of  merits  in  substitutes.” 

1 he  Fishback  Company’s  experience  shows  that 
it  pays  better  to  use  broad-gauge  copy  which  pro- 
motes the  best  interests  of  the  trade  as  a whole, 
rather  than  the  merits  of  a particular  brand. 


Flow  ONE  ROASTER  RAISES  PRICES 
In  announcing  on  May  17  an  advance  of  2 
cents  per  pound  on  roasted  Rio  coffees  and  i 
cent  a pound  on  all  other  kinds,  the  Dwinell- 


Coffee  has  the  punch 
possessed  by  no  other 
drink.  It  takes  you 
out  of  the  doldrums. 


® Call  itThree-F 


OFFEE 


It  Starts  your  machine  at 
full  capacity.  It  helps 
everyone’s  digestion.  It 
puts  your  wits  to  work. 
It  is  not  a soporific  slop. 


How  One  Roaster  Emphasizes  the  Merits  of 
Coffee  in  His  Advertising 


Wright  Company,  Boston,  takes  occasion  to  dis- 
courage over-hnying  at  the  present  high  market. 
The  company  says:  “We  ask  your  assistance  at 

tins  time,  which  will  he  helpful  in  keeping  the 
market  from  running  away,  by  not  buying  or 
piling  up  stock  for  future  requirements,” 
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THE  TEA  AND  COFFEE  OUTLOOK 

Trade  Opinion  on  the  Prospects  for  Increased 
Consumption  When  the  Nation 
Goes  Dry 


The  big  question  before  the  trade  to-day  con- 
cerns the  outlook  for  tea  and  cofTee  when 
national  prohibition  goes  into  effect.  Practically 
all  men  believe  that  consumption  will  increase 
to  some  extent,  but  they  do  not  all  agree  that  a 
big  boom  is  immediately  ahead.  The  following 
letters  express  the  opinions  held  by  trade  leaders 
and  other  authorities  : 

Views  of  a California  Retailer 
Henry  W.  Burmeister,  of  the  Ceylon  Tea  Com- 
pany, San  Francisco,  a large  retail  tea  and  coffee 
firm,  does  not  believe  that  either  tea  or  coffee  will 
take  the  place  of  liquors,  wines  and  beers.  He 
also  says  that  in  his  opinion  high  prices  have 
worked  to  keep  consumption  at  its  old  level.  His 
letter  follows : 

Outside  of  a few  large  grocery  and  department 
stores  that  spend  considerable  sums  of  money  for 
advertising  coffee  and  tea,  the  general  trade  here 
in  both  coffee  and  tea  is  normal ; no  increase  in 
sales  of  either;  and  in  a number  of  cases  some 
falling  off  in  coffee  sales  on  account  of  prices 
being  too  high,  which  condition  prevailed  thirty 
years  ago,  when  coffee  was  advanced  100  per 
cent  by  a ring  that  afterwards  went  broke. 

In  my  own  experience  of  thirty-two  years  have 
learned  that  high  prices  for  coffee  and  tea  lessen 
consumption,  and  I predict  that  when  we  enter 
the  prohibition  era  no  increased  use  of  coffee 
will  occur,  but  possibly  a slight  increase  in  tea 
consumption,  as  neither  coffee  nor  tea  will  take 
the  place  of  liquors,  wine  or  beer. 

Some  coffee  users  may  switch  to  tea  as  long  as 
coffee  is  high,  but  the  saloon  habitue  will  not 
drink  any  more  coffee  or  tea,  which  don’t  con- 
tain the  “kick.” 

The  sale  of  coffee  substitutes  has  increased 
about  20  per  cent,  on  account  of  cheapness  in 
price  only,  but  not  on  account  of  drinking  merit 
in  the  cup. 

A saloonkeeper  located  a few  doors  away  from 
my  store  started  the  serving  of  hot  coffee  to  his 
trade  last  October,  giving  a small  cup  of  black 
coffee  free  with  each  drink  of  spirits,  thinking  the 
patrons  would  appreciate  his  liberality.  Mucli  to 
his  surprise  and  disgust  his  experiment  fell  fiat, 
and  he  was  a wiser  and  poorer  man  after  a loss 
of  over  $100. 

In  my  store  I demonstrate  two  kinds  of  tea 
every  day,  and  on  Saturdays  also  coffee,  and 
while  it  gives  my  clerks  a chance  to  talk  tea  and 
coffee  it  does  not  increase  coffee  sales.  A slight 
increase  of  tea  sales  is  noticed,  just  about  paying 
for  cost,  but  not  paying  a decent  profit  on  the 
investment. 

A campaign  of  tea  advertising  would  result  in 


changing  from  coffee  consumption  only;  but  sel- 
dom would  the  confirmed  and  habitual  user  of 
other  stimulants  be  satisfied  without  his  custom- 
ary drink.  To  change  habits  may  he  the  theory 
of  professional  men,  hut  the  practical,  common- 
sense,  hard-headed  business  man  is  often  of  the 
Missouri  type — Show  Me! 

New  Orleans  May  Turn  to  Coffee  Saloons 

D.  II.  Hoffman,  president  of  the  Southern 
Coffee  Mills,  New  Orleans,  believes  prohibition  is 
going  to  help  the  tea  and  coffee  trade.  He  says  : 

Soft  drinks  will  benefit  to  a certain  extent,  but 
men  who  have  been  drinking  liquor  will  turn  to 
coffee  instead  of  carbonated  drinks.  New  Or- 
leans is  the  second  largest  coffee  port  of  the 
country,  and  is  one  of  the  greatest  coffee  drinking- 
cities,  special  attention  being  given  here  to  the 
dripping  of  coffee  and  securing  the  best  aroma 
and  flavor,  and  coffee  houses  will  take  the  place 
of  the  saloons.  The  fellow  who  ran  out  three 
times  a day  for  beer  will  substitute  coffee  and 
take  his  few  minutes  off  for  it  just  the  same. 

New  Orleans  always  has  called  the  old-fash- 
ioned saloon  a coffee  house,  probably  because  in 
early  times  coffee  and  light  lunches  were  served 
at  drinking  places.  These  places  will  become 
coffee  houses  in  reality.  What  about  the  licenses? 
Will  the  cities  come  to  demand  anything  approxi- 
mately like  what  was  charged  for  selling  liquors? 
Hardly.  

FOR  DIRECT  TRADE  WITH  JAVA 

K.  F.  Van  Den  Berg,  special  commissioner  of 
the  Colonial  Government  of  the  Dutch  East 
Indies,  arrived  in  New  York  early  in  May  for 
the  purpose  of  encouraging  direct  trade  between, 
the  United  States  and  the  Netherlands  Indies. 
Mr,  Van  Den  Berg  is  vice-president  of  the  Bank 
of  Java,  and  one  of  the  leading  financiers  in  the 
Dutch  Arehipelago.  He  believes  the  channels 
of  direct  trade  established  during  the  war  can 
easily  he  maintained  with  the  assistance  of 
.American  importers  and  exporters.  The  islands 
have  undergone  a remarkable  awakening  in  the 
past  three  or  four  years,  he  says,  and  the  people 
are  anxious  to  deal  direct  with  the  United  States 
instead  of  through  Holland  and  England,  as  was 
done  before  the  war.  He  stated  that  his  Gov- 
ernment is  especially  desirous  of  increasing  ex- 
l)orts  of  tea,  coffee,  sugar  and  other  foodstuffs  to 
this  country.  

TO  BUILD  UP  JAVA  COFFIG-:  TRADE 
[special  correspondence! 

l>urrENZORG,  Java,  .March  20,  1919. — The  Java 
Coffee  Producers’  Association  is  looking  for  op- 
portunities to  ship  Java  coffee  to  the  United 
States.  The  coffee  will  first  he  inspected  by  ex- 
perts in  order  not  to  lose  the  market  again  by 
shipping  inferior  qualities.  The  association  will 
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also  try  to  interest  the  Dutch  East  Indies  Gov- 
ernment, as  it  would  like  to  see  coffee  exporters 
forced  to  follow  binding  Government  rules  about 
standard  qualities  only  which  would  be  allowed 
to  be  exported.  V.  D'.  K. 


TEAS  IMPORTED  DURING  APRIL 
[special  correspondence] 
Washington,  D.  C.,  May  23,  1919.— Supervis- 
ing Tea  Examiner  Mitchell's  April  report  of  teas 
examined,  rejected  and  passed  shows  a net  import 
for  all  districts  of  2,702,877  pounds.  He  records 
34>3io  pounds  rejected  as  below  the  quality  stand- 
ard, and  no  rejections  under  the  head  of  impure 
teas.  The  quantities  of  each  variety  passed  and 
rejected  are  shown  in  the  following: 


Pounds 

\"ariety  Passed 

Pormosa  Oolong 47,971 

Foochow  Oolong 9 

<3ongou  11,841 

India  330,216 

Ceylon  543,136 

Plended  Ceylon  and  India 

Java  1,081,990 

Sumatra  

Ceylon  Green  

Ping  Suey  Green 417,324 

Country  Green  12’o67 

Japan  214,909 

Japan  Dust  26,800 

Capers  

Scented  Or  Pekoe  

Scented  Canton  9,509 

Canton  Oolong  7,'o35 

Japanese  Congou  ’ 70 


The  month's  record  of  teas  passed  and 
in  each  inspection  district  is  as  follows  : 


Pounds 

Rejected 


33,520 


790 


rejected 


Inspection  District 

Poston  

Chicago  

Honolulu  

Puget  Sound  

St.  Paul  

San  Francisco  

New  York  


Pounds 

Pounds 

Passed 

Rejected 

451,784 

89,963 

7,122 

443,005 

33,520 

656 

112,938 

790 

1,597,409 

GERMANY  MAKING  COFFEE  DEALS 

[special  correspondence] 

Amsterdam,  May  i8,  iqiq.—The  Coffee  Import 
Association,  organized  in  Hamburg  last  fall  for 
the  purpose  of  taking  charge  of  the  coffee  imports 
into  Germany  in  a semi-official  capacity,  has  been 
making  preliminary  arrangements  with  houses  in 
neutral  countries  for  shipping  to  Hamburg  as 
soon  as  the  blockade  is  lifted.  Big  orders  have 
been  placed  in  Holland. 

A branch  of  the  Coffee  Import  Association  is 
devoted  to  roasting.  It  is  expected  that  coffee 
mills  will  have  to  continue  the  manufacture  of 
substitutes  for  coffee  for  some  time  to  come,  and 
that  this  industry  will  have  to  be  recognized  by 
the  Government  officially  by  being  given  repre- 
sentation in  the  Food  Control  Department.  The 
roasters  have  been  clamoring  for  this  for  a long- 
time. 


THE  TRADE  ORACLE 

Sundry  Observations  and  Moral  Musings  on 
Men  and  Matters  of  Current 
Trade  Interest 


“I  am  Sir  Oracle, 

And  when  I ope’  my  lips  let  no  dog  bark!” 

over,”  as  they  say  in  i 
Coblenz,  and  I have  been  regularly  de-  j 
mobilized  and  given  back  my  old  job  with  the  I 
editor  s approval  of  the  way  in  which  I did  my  ! 
confidential  bit  for  the  good  old  U.  S.  A.,  I am  ^ 
once  more  ‘‘among  ye  takin’  notes”;  watch  out,  | 
in  guid  faith  I’ll  prent  it. 

The  Danger  of  Too  Many  Press  Agents 
Good  wine  needs  no  bush;  neither  does  tea  or 
coffee.  Perhaps  it  would  be  just  as  well  if  some 
of  their  well-meaning  friends  who  so  eagerly 
rush  into  print  to  defend  them,  whenever  some 
long-eared  person  picks  on  them,  restrained  them- 
selves a bit — it  seems  to  me  that  the  general  cause 
will  not  suffer  if  they  keep  quiet.  I refer  more 
particularly  to  those  who  really  say  nothing  new, 
or  if  it  is,  do  not  have  the  sense  to  stop  when 
they  ve  said  it.  Aside  from  these  self-appointed 
champions  of  the  king  and  queen  beverages,  it  is  ^ 
being  rumored  that  we  are  to  have  regularly  paid  ] 
press  agents,  whose  business  it  will  be  to  get  all  ; 
the  free  space  they  can  in  newspapers.  Pretty  i 
soon  the  newspaper  editors  will  begin  to  get  leery  ' 
of  all  mention  of  tea  and  coffee,  and  then  when  r 
we  have  something  of  importance  to  get  over  to 
the  general  public,  and  of  real  news  value,  they’ll  ’ 
be  so  suspicious  of  us  that  we’ll  have  to  run  it  as  ' 
regular  paid-for  advertising  copy — and  serve  us  ? 
good  and  proper  ! \ 

1 

“Goodbye,  Old  Coffee  Pot  ?'’  ^ 

The  Baker  Importing  Company,  in  magazine  'j 
advertisements  for  the  latest  soluble  form  of  its  1 
w.  k.  Barrington  Hall  product,  announces  that  | 
“in  the  ordinary  way  of  making  coffee  30  per  cent  ■ 
of  the  liquid  coffee  extracted  is  thrown  away  with 
the  grounds.  With  Soluble  Barrington  Hall  there 
is  no  waste  because  there  are  no  coffee  grounds,”  ! 
etc.  I 

I have  been  trying  to  figure  out  what  this  means.  | 
If  it  is  intended  to  mean  that  only  70  per  cent  of  j 
the  soluble  matter  is  extracted  in  ordinary  coffee  I 

brewing  it  is  very  near  to  the  truth;  but  if  it  is  I 
intended  to  convey  the  impression  that  30  per  | 
cent  of  the  coffee  infusion  or  decoction  is  thrown  i 
away,  then  I should  say  the  statement  is  open  to  j 
question,  ‘ 
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And  isn't  the  alleged  30  per  cent  waste  product 
recovered  by  the  soluble  coffee  makers,  and  isn’t 
there  some  profit  that  results  from  its  utilization? 
One  of  our  research  bureau  chemists  tells  me  that 
in  ordinary  coffee  making  only  a small  part  of 
the  soluble  matter  is  extracted  by  the  hot  water, 
but  in  making  soluble  coffee  more  heroic  methods 
are  employed  and  nearly  all  the  soluble  matter  is 
removed. 

But  is  it  really  goodbye  to  the  old  coffee  pot. 
that  is  the  question?  No  one  will  deny  these 
various  makes  of  soluble  coffee  have  many  merits, 
but  have  they  achieved  such  perfection  as  to 
warrant  so  strong  a statement  ivs  this?  Not  yet, 
Josephine ! 


Tr.vducixg  Java  Teas 

The  Western  Grocers,  Ltd.,  of  Vancouver, 
B.  C.,  in  a recent  trade  circular,  remarks  that 
Canada  has  been  the  dumping  ground  for  “cheap 
Java  teas.’’  and  referring  to  Java  growths  as  being 
“undesirable  as  a class,”  and  prophesying  that  as 
soon  as  conditions  get  normal  again  Javas  will 
cease  to  be  a factor  in  Canada,  because  when 
“Javas  run  price  for  price  with  Ceylons  and  In- 
dians, the  trade  will  again  revert  to  British-grown 
teas.” 

Being  avowedly  the  opinion  of  a firm  that  has 
decided  to  specialize  in  Ceylon  and  Indian  blends, 
it  should  be  regarded  as  a one-sided  expression 
intended  to  support  its  own  case.  In  a broad  dis- 
cussion of  the  merits  of  Java  tea  it  is  only  of 
value  for  what  it  does  not  say. 

As  an  arraignment  of  poor,  trashy  tea  it  is 
satisfactory,  because  no  dealer,  with  the  interests 
of  the  tea  trade  and  his  own  success  at  heart,  can 
say  too  much  on  that  score.  But  to  be  fair,  all 
trashy  tea,  whether  from  Java,  Ceylon,  India  or 
elsewhere,  should  be  included  in  the  condemna- 
tion. Ceylon  and  India  can  and  do  produce  rub- 
bishy teas  as  well  as  fine  teas,  so  Java  is  not  alone 
in  that  respect.  To  deny,  even  by  implication, 
that  Java  does  produce  very  good  tea  and  also 
considerable  fine  tea  is  absurd.  Java  tea  has  been 
used  extensively  by  British  blenders  before  the 
war,  and  Java  teas  fetched  as  good  averages, 
grade  for  grade,  as  Ceylons  or  Indias  in  the  Lon- 
don public  sales.  They  will  do  so  again,  and, 
what  is  more,  Canadian  buyers  will  buy  Java  tea 
of  quality  purely  on  its  merits  as  tea.  Java  tea 
of  the  finer  qualities  went  into  the  blend  of  one 
of  the  most  widely  advertised  Canadian  ])acket 
teas  l>efore  the  war,  and  still  does. 

My  criticism  of  this  circular  is  that  it  would 
have  been  more  useful  and  more  effective  if  the 


argument  for  good  tea  against  poor  had  been 
driven  home  more  strongly  instead  of  the  fal- 
lacious argument  being  used  that  Ceylon  and 
India  blends  are  better  than  all  others.  1 know 
of  many  a cheap  Ceylon  and  India  blend  that 
would  be  infinitely  improved  by  the  addition  of 
some  really  good  Java  tea. 

Here’s  a Reason  eor  Indicting  Coffee  bAKERS 
With  so  many  coffee  men  rushing  into  print  to 
explain  why  coffee  must  advance  in  price  because 
of  “the  frosts  in  Brazil,  ‘n’  everything,”  it  is 
small  wonder  that  the  cereal  fakers  are  "leaving 
no  stone  unturned"  to  “hitch  their  wagon  to  a 
star,”  as  my  friend  Dooley  might  say.  They  per- 
sist in  seeking  to  create  the  impression  in  the 
public  mind  that  their  product  has  something  to 
do  with  coffee.  Witness  the  ad.  which  has  been 
running  in  the  newspapers  recently,  headed,  “In- 
crease in  the  price  of  coffee  doesn’t  bother  the 
user  of  Cereal  Roastem.  This  table  drink  of 
rich,  coffee-like  flavor,  etc.” 

The  outstanding  feature  of  this  copy  is  the 
attempt  to  instill  into  the  minds  of  the  gullible 
the  idea  of  coffee  profiteering. 

At  the  risk  of  getting  in  bad  with  my  editor, 
who  we  all  know  to  be  a mild-mannered.  God- 
fearing conservative,  I want  to  know  why  the 
coffee  men  don’t  come  out  in  the  open  and  give 
these  cereal  fakers  all  that’s  coming  to  them? 
For  years  they’ve  been  attacking  a legitimate 
business,  libeling  its  product  through  every  form 
of  publicity,  violating  the  rules  of  fair  compe- 
tition, playing  ducks  and  drakes  with  all  recog- 
nized standards  of  advertising  practice,  and  still 
the  coffee  men  continue  to  turn  the  other  cheek. 
Why  not  have  done  with  all  this  pussy-footing? 
Have  we  no  Federal  Trade  Commission  left? 
Have  we  no  more  ethical  editors,  publishers  and 
advertising  men?  There’s  a tremendous  indict- 
ment waiting  to  be  drawn  against  these  gentry. 
Who  will  draw  it? 

Wanted:  More  Kick  in  Tea  and  Coffee  Ads 

I am  told  that  those  having  the  say  in  tea  and 
coffee  publicity  matters  are  scared  to  death  of 
mentioning  cereal  substitutes  or  prohibition  in 
connection  with  any  advertising  for  our  w.  k. 
l)cverages.  I think  it’s  time  we  had  the  courage 
of  our  convictions  and  told  the  truth  about 
cereal  substitutes  and  the  \ irtues  of  tea  and  coffee 
as  honest-to-God  successors  to  booze. 

Of  course,  this  is  only  my  personal  opinion,  but 
when  a man  like  Abraham  Jacobi  says,  “Modern 
hygiene  renders  alcohol  superfluous  and  coffee  a 
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substitute,”  and  there  is  a cloud  of  witnesses  of 
equal  standing  anxious  to  be  quoted,  why  should 
the  coffee  men  not  spread  such  gospel  broadcast? 
Is  it  because  they  are  fearful  of  hurting  the  tender 
feelings  of  the  confirmed  booze  fighter?  Or  is 
it  because  they  are  afraid  to  have  coffee  men- 
tioned in  the  same  “breath”  with  liquor?  Isn’t  it 
kindly,  Christian  charity  to  seek  to  educate  the 
tipplers  to  the  knowledge  that  with  coffee  they 
don  t need  booze?  And  why,  if  it's  true,  shouldn’t 
tea  and  coffee  be  advertised  as  the  logical  sub- 
stitutes for  liquor? 

Listen  to  a Middle  West  coffee  roaster  who 
writes  to  the  editors  as  follows : “The  trouble 

with  the  coffee  business  for  some  little  time  has 
been  the  fact  that  there  are  too  many  pacifists 
among  the  coffee  roasters.  If  the  roasting  and 
selling  of  coffee  is  not  a legitimate  business,  and 
one  we  can  openly  fight  for,  the  sooner  we  get 
out  of  it  the  better.” 

What  s to  be  gained  by  ignoring  the  existence 
of  the  cereal  substitute  and  the  poisonous  in- 
fluence of  substitute  advertising  on  the  minds 
of  the  very  young,  the  immature  and  unthinking? 
It  isn  t that  the  volume  of  substitutes  used  is  of 
so  much  consequence ; it’s  the  psychological  effect 
on  the  consuming  public  of  their  misleading  ad- 
vertising ! And  this,  in  my  opinion,  should  be 
handled  with  roughest  courage. 


mg  the  present  yearly  consumption  of  over  one 
and  a^  half  pound  per  head  for  a population  of* 
200  million  souls  into  consideration,  this  trebling 
means  a quantity  of  600  millions  of  pounds  a year 
to  be  consumed  over  the  ordinary  quality. 
Even  if  Russia  does  not  enter  the  Java  tea  mar- 
ket, our  growers  will  have  a hard  iob  to  meet 
these  enormous  requirements,  provided  the  ad- 
vertising above  referred  to  is  successfully  con- 
ducted. Should  Russia  become  a serious  buyer 
however,  a shortage  of  tea  will  have  to  be  reck- 
oned with.”  ^ 

Now  who  has  been  throwing  such  “bull”  as  this 
among  our  confiding  Dutch  friends?  Not  anyone 
representing  the  tea  propaganda,  I hope.  No 
good  can  come  from  such  misleading  statements. 
The  present  consumption  of  tea  in  the  United 
States  is  less  than  one  pound  per  capita,  and  the  I 
best  guess  on  our  population  is  iio,oco,ooo.  If  I 
the  Dutch  planters  have  subscribed  such  a fund 
as  alleged,  it  is  a step  in  the  right  direction,  for  ' 
Java  teas  are  in  need  of  advertising  here,  but  I * 
hope  that  when  propaganda  is  made  in  their  be-  i 
half  it  will  be  done  intelligently.  The  Tea  Asso-  | 
ciation  should  see  to  it  that  no  one  is  permitted  I 
to  in  any  sense  deceive  our  good  friends  in  Hoi-  ' 
land  and  the  Dutch  East  Indies.  Let  us  stick  to 
the  truth  and  the  facts  about  tea  in  America,  and 
solicit  funds  solely  on  the  merits  of  the  case. 


The  Coffee  Propaganda’s  Dignity 


Dwinell-Wright  Shows  the  Way 
Their  lower  cost  stocks  being  depleted,  the 
Dwinell-Wright  Company  is  moving  to  the  next 
higher  level.  But  it  is  doing  it  along  the  ethical 
lines  suggested  in  a May  editorial.  It  asks  its 
customers  not  to  buy  or  pile  up  stocks  for  future 
requirements.  The  idea  is  to  help  keep  the  market 
from  running  away  and  so  save  the  consumer 
from  higher  prices.  This  is  the  right  spirit.  It 
shows  how  a big  coffee  distributer  can  actually 
advance  prices. to  take  care  of  a legitimate  cost 
increase  and  at  the  same  time  protect  the  ultimate 
consumer  by  inviting  dealer  co-operation.  An 
example  worthy  to  be  followed  by  other  roasters. 


Throwing  Tea  “Bull”  at  the  Dutch  Planter 
The  following  translation  of  an  article  appear- 
ing ill  the  “Java-Bode”  of  the  middle  of  March 
will  be  of  interest  to  American  tea  men  : 

“In  connection  with  the  fact  that  the  United 
States  are  going  to  become  a “Dry  country”  from 
June  1st,  one  of  the  largest  tea  importers  into 
America  asked  the  Java  tea  growers  to  supply  an 
amount  of  one  million  dollars  for  advertising 
Java  tea  in  the  States.  Growers  have  already 
subscribed  for  $150,000.  It  is  expected  that  tea 
consumption  in  America  is  bound  to  triple.  Tak- 


copy  being  put  out  by  the  Joint  Coffee  Trade  Pub- 
licity Committee.  A New  York  roaster  writes  1 
us,  “Who,  aside  from  coffee  men,  do  you  think  1 
would  take  the  trouble  to  read  the  enclosed  ad-  i 
vertisement?  It  is  spineless,  supine  and  too 

d fl  dignified.  It  tells  nothing  and  means  | 

nothing.”  He  was  objecting  to  what  some  have  J 
termed  the  “too  pacifist”  character  of  the  news-  ij 
paper  ads.  || 

In  all  fairness  I think  it  a bit  early  in  the  game 
to  criticise  the  Publicity  Committee.  However,  )' 
it  is  true  that  the  ads  are  innocent  of  all  harm, 
and  are  as  mild  and  gentle  as  a summer  zephyr. 
They  antagonize  no  one,  they  are  typographically 
attractive  and  they  sure  are  dignified.  The  ques- 
tion may  be  asked,  and  very  properly,  as  to 
whether  they  haven’t  too  much  dignity?  I recall 
that  Herbert  N.  Casson  once  said,  “Dignity  has 
ruined  more  men  than  drink.” 


JAPAN’S  RICE  CROP  LAST  YEAR 
An  official  report  from  Yokohama  gives  Japan's 
rice  crop  during  1918  as  280,006,135  bushels.  The 
crops  of  previous  years  were  as  follows  : In  1916, 
299,223,040  bushels,  and  1917,  276,828,160. 
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HELP  FOR  PORTO  RICO  COFFEE 


Growers’  Association  Petitions  Congressional 
Delegation  for  Protective  Tariff  or  Share 
in  Rural  Credits  Act 


[from  a staff  correspondent] 

San  Juan,  Porto  Rico,  May  5,  1919. 

A PPEARING  before  the  public  hearing  of  the 
Congressional  Delegation  last  week,  repre- 
sentatives of  the  Coffee  Growers’  Association 
asked  for  a protective  tariff  for  Porto  Rico  coffee, 
or  failing  that  the  extension  of  the  rural  credits 
system  to  the  island.  In  their  petition  the  growers 
said  that  with  protective  tariff,  or  some  substi- 
tute measure,  Porto  Rico  could  increase  its  pro- 
duction within  25  per  cent  or  more  of  the  total 
coffee  consumption  of  the  United  States.  They 
also  pointed  out  that  Porto  Rico  has  nearly  10,000 
coffee  plantations,  whic-h  give  employment  to  40,- 
000  laborers  and  their  families  and  other  help. 

The  Position  of  Coffee  in  Porto  Rico 

Regarding  the  island's  products  the  petitioners 
had  this  to  say : 

‘‘The  agricultural  productions  of  Porto  Rico 
consist  of  sugar  cane,  coffee,  tobacco,  fruits  and 
pasture  lands.  Cane  sugar  takes  up  256,431  acres 
of  our  land;  coffee,  147,612;  tobacco,  23,981 ; 
fruits  being  last,  with  19,000  acres.  The  sugar 
industry  is  valued  at  $63,735,551 ; coffee,  not  count- 
ing machinery,  $13,969,912;  tobacco,  $2,264,169, 
and  fruits  at  $3,648,612. 

“During  the  fiscal  year  ending  June  30,  1918, 
the  exported  value  of  these  products  was  as  fol- 
lows: Sugar,  $41,362,229;  coffee,  $5,505,316;  to- 

bacco, $16,142,555,  and  fruits  $3,628,214. 

“These  figures  show  that  the  sugar  industry, 
occupying,  as  it  does,  only  57.5  per  cent  more  land 
than  that  taken  up  by  coffee,  is  worth  356  per 
cent  more ; tobacco  is  represented  by  a relative 
value  more  or  less  balanced  to  coffee,  while  fruits, 
with  only  12  per  cent  of  the  land  ocppied  by 
coffee,  is  valued  at  26  per  cent,  that  is,  in  a ratio, 
more  or  less,  of  2 to  i. 

“It  is  perfectly  clear,  therefore,  considering 
these  statistics,  that  coffee  is  at  a great  disadvan- 
tage with  the  other  principal  island  products. 
There  are  various  reasons  for  this  state  of  affairs. 
The  main  cause,  the  decisive  one  to  say,  is  the 
lack  of  a tariff  protection.  Sugar,  tobacco  and 
fruits  have  reached  their  wonderful  development, 
due  to  the  tariff;  coffee,  lacking  this  advantage, 
will  creep  along,  filled  with  uncertainties  for  the 
future.” 

The  growers  said  it  is  not  fair  that  the  Porto 
Rico  coffee  planter  should  be  obliged  to  buy 
tariff-protected  articles  of  national  manufacture 
at  relatively  high  prices,  while  the  consumer  of 
coffee  in  the  continental  United  States  can  buy  it 
wherever  it  is  found  cheapest.  In  their  opinion 
stress  should  not  be  laid  upon  the  harm  that  might 


be  brought  about  to  other  coffee-producing  coun- 
tries. “W’e  do  not  believe,”  they  said,  “that  the 
commercial  relations  with  Brazil  and  Colombia, 
for  instance,  would  be  notably  altered.” 

An  Alternative  Financing  Plan 

As  aiP  alternative,  should  it  be  impossible  to 
establish  a protective  tariff,  the  Porto  Rican 
delegation  asked  for  the  extension  of  the  Rural 
Credits  Act  to  the  island,  which  has  been  with- 
held up  to  this  time.  On  this  point  the  petition 
stated : 

“The  greater  part  of  the  coffee  farms  are  en- 
cumbered with  mortgages  or  sul)ject  to  various 
other  liens.  The  coffee  producers’  resources  are 
very  limited,  with  short  term  credits  and  interest 
at  12  per  cent  or  more,  no  roads  for  the  transpor- 
tation of  their  products  and  machinery,  imple- 
ments and  necessary  subsistence,  and  many  other 
drawbacks  added  to  the  burdens  of  an  inadequate 
credit  system.  Credit  facilities  are  of  a para- 
mount importance  for  us.  We  must  liquidate 
debts  to  be  converted  into  long-term  mortgages 
at  low  rate  of  interest.  In  this  manner  we  could 
dispose  of  our  product  with  absolute  independ- 
ence, save  in  interest  charges,  and,  al)ove  all,  im- 
prove our  methods  of  cultivation  in  order  to  in- 
crease production.  We  produce  at  an  average  of 
300  pounds  per  acre.  Such  a production  is  too 
small  in  order  to  enable  our  coffee  to  compete 
with  other  coffees  in  the  world  market,  because 
in  countries  where  cultivation  is  efficient  (6co  to 
8co  pounds)  they  are  able  to  maintain  a pros- 
perous industry  at  prices  which  spell  ruin  to  us. 
It  is  of  the  utmost  importance  to  improve  our 
methods  of  cultivation,  but  in  order  to  obtain  this 
we  require  money  at  convenient  rates,  and  this 
cannot  be  had  with  the  credit  system  now  ruling. 
These  are  the  reasons  for  seeking  as  an  urgent 
measure  the  Rural  Credit  Act.  It  is  a measure 
itself  alone  capable  of  bringing  back  our  coffee 
industry. 

Better  Roads  Also  Needed 

“There  is  another  measure  that,  together  with 
the  Rural  Credits  Act,  would  be  of  untold  benefits. 
It  is  the  construction  of  highways  into  the  in- 
terior. Many  good  roads  have  been  built  in  Porto 
Rico,  but  these  have  been  mostly  confined  to  the 
coast.  The  lack  of  good  roads  serving  the  coffee 
districts  brings  great  hardship.  First,  the  trans- 
portation of  the  coffee  to  the  shipping  centers  is 
very  expensive,  likewise  to  the  other  products  of 
these  plantations,  such  as  fruits,  bananas,  vege- 
tables, etc.,  etc.  This  is  such  a serious  matter 
that  the  often  abundant  farm  products  are  lost 
through  decay  in  the  mountain  regions  when 
there  is  great  scarcity  in  the  coast  towns,  due  to 
lack  of  transportation  facilities.  Besides,  living 
on  these  places  becomes  one  of  hardship  and 
privation,  because  we  cannot  take  to  them  the 
comforts  necessary  to  make  it  passably  bearable 
in  these  isolated  mountain  districts. 

“From  a practical  point  of  view  we  consider 
the  construction  of  good  roads  into  the  interior 
of  as  much  importance  as  the  matter  of  credits, 
and  it  is  a far  more  serious  problem  if  we  con- 
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sider  that  the  island  resources  cannot  be  sufficient 
within  a reasonable  time  to  construct  ample  means 
of  communication  as  required  by  the  coffee 
planters.”  Harwood  Hull. 

Missouri  Congreeman  Favors  Tariff 
[from  a staff  correspondent] 

St.  Louis,  May  22,  1919. — Congressman  L.  C. 
Dyer,  of  the  Twelfth  Missouri  District,  who  has 
returned  to  St.  Louis  from  a visit  to  Porto  Rico 
as  a member  of  the  Congressional  Committee  of 
Inquiry,  advocates  a protective  tariff  on  Porto 
Rican  coffee.  He  recently  said: 

‘‘One  of  the  chief  industries  of  the  island  is 
coffee,  and  the  coffee  produced  there  is  of  a very 
high  grade.  The  coffee  industry,  however,  is  not 
a great  success,  because  of  the  fact  that  there  is 
no  protective  duty  upon  it.  Congress  should  re- 
spond to  urgent  demands  in  this  regard  by  enact- 
ing a protective  duty  upon  Porto  Rican  coffee.  If 
this  is  done  it  will  be  of  great  benefit  to  this  in- 
dustry and  to  many  thousands  of  people.” 


COCOA  MEN  CONTINUE  ASSOCIATION 

At  a meeting  held  in  New  York  on  May  23 
about  eighty  cocoa  importers  and  allied  interests 
agreed  to  continue  the  Cocoa  Bean  Importers’ 
Association,  Inc.,  which  was  formed  last  August 
under  the  stress  of  war  conditions.  Among  the 
matters  to  be  taken  up  immediately  are  the  for- 
mation of  a board  of  arbitration  and  the  adoption 
of  a standard  contract. 

During  the  meeting  Louis  Runkel  stated  that 
cocoa  bean  imports  through  New  York  had  in- 
creased from  50,000  bags  in  1870  to  2,500,000  bags 
during  1918.  T.  P.  Delafield,  president  of  the 
association,  declared  that  New  York  is  now  pre- 
eminent as  a cocoa  market.  The  other  officers  of 
the  organization  are : A.  P.  Arosteguy,  vice- 

president ; M.  C.  Hill,  treasurer,  and  A.  M. 
Frame,  secretary. 


GERMAN  BREWERS  MAKING  “COEEEE” 
[special  correspondence] 

Basle,  Switzerland,  April  3,  1919. — Some  com- 
ment is  being  passed  at  the  Hofbrau  and  simi- 
lar beer  emporiums  because  some  Bavarian  brew- 
ers and  maltsters  have  turned  to  making  “grain 
coffee”  and  coffee  substitutes  instead  of  brewing 
beer.  The  Export  Malt  Manufacturing  Com- 
pany, of  Munich,  reports  that  its  principal  output 
last  year  was  “grain  coffee”  and  substitutes,  and 
in  order  to  expand  the  coffee  side  line  of  the 
business  the  management  favors  the  organization 
of  a separate  corporation  for  the  purpose.  The 
new  corporation  is  to  have  a capital  of  1,000,000 
marks. 


June,  1919  I 

THE  PAN-AMERICAN  CONFERENCE 


7 rade  Experts  from  Central  and  South  Am- 
erican Countries  Discuss  Commercial 
Relations  With  United  States 


A T the  second  Pan-American  Commercial  Con-  ' 
ference,  held  in  Washington,  D.  C.,  during 
the  week  of  June  2,  many  statements  of  interest 
to  the  coffee  trade  were  made  by  United  States 
Government  officials  and  commercial  representa- 
tives from  Central  and  South  xA.merican  countries. 
The  spirit  of  the  conference  was  to  bring  about  a 
better  understanding  between  North  and  South  | 
American  nations  and  to  increase  the  volume  of  | 
trade.  | 

Probably  the  most  hopeful  statement  was  made  I 
by  Edward  N.  Hurley,  chairman  of  the  United  | 
States  Shipping  Board,  who  said  that  the  Gov-  ! 
eminent  is  planning  to  turn  several  former  Ger-  j 
man  ships  over  to  the  South  American  and  West'  j 
Indian  trade.  He  pointed  out  that  these  ships  ! 
have  far  greater  speed  than  the  vessels  now  used  | 
in  the  service,  some  of  them  being  capable  of  i 
making  the  trip  to  Rio  de  Janeiro  in  ten  days  1 
from  New  York,  which  means  a saving  of  a ,| 
month’s  time  for  the  round  trip.  i 

Theodor  Langgaard  de  Menezes,  recently  ap-  ■ 
pointed  commercial  secretary  of  the  Brazilian  ' 
embassy,  but  still  representing  the  Sociedade  Pro- 
motora  da  Defesa  do  Cafe  in  the  United  States, 
had  an  interesting  message  for  the  coffee  trade. 
After  saying  that  he  had  heard  advertising  re- 
ferred  to  as  the  “soul  of  business,”  he  continued : , 

“The  coffee  growers  of  Sao  Paulo  are  trying 
to  put  more  of  this  kind  of  ‘soul’  into  their  busi- 
ness. They  have  provided  for  a fund  of  $i,ooo,oco  ; 
to  be  spent  during  the  next  four  years  in  adver-  ! 
tising  in  the  United  States — not  any  particular  j 
kind  or  brand  of  coffee — just  coffee.  The  money  v 
comes  from  a tax  on  all  coffee  grown  in  Sao 
Paulo ; and  it  will  give  you  some  conception  of  v 
the  immensity  of  our  coffee  crop  when  I tell  you  1| 
that  this  million  dollar  fund  represents  only  about 
one  sixty-sixth  of  a cent  on  each  pound  exported  ! 
from  that  State.  The  administration  of  this 
million  dollar  advertising  fund  has  been  entrusted  i 
to  a committee  of  coffee  roasters  and  distributors  j 
residing  in  and  citizens  of  the  United  States.  I 
know  of  no  more  conspicuous  and  satisfartory 
example  of  international  business  team  work. 

“If  I were  asked  to  enumerate  Brazil’s  con-  ; 
trilnitions  to  the  victory  of  the  Allies  I should  | 
place  coffee  near  the  head  of  the  list.  I wonder  ! 
if  you  realize  the  important  part  our  national  ; 
beverage  played  in  the  war.  The  men  who  wore  | 
the  khaki  of  LIncle  Sam  consumed  nearly  a hun- 
dred million  pounds  of  it.  Of  course,  even  a 
Brazilian  would  not  attribute  their  valor  wholly  j 
to  these  coffee  rations,  but  the  fact  speaks  for  ; 
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itself — the  American  Army  drank  more  cotTce 
than  all  the  other  Allied  armies  combined ; and 
Iwzc  they  could  fie/ lit! 

“In  coffee  growing  Brazil  leads  the  world,  and 
it  seems  to  me  that  we  display  sound  business 
judgment  in  making  this  product  the  basis  of  our 
first  organized  effort  since  the  signing  of  the  arm- 
istice to  stimulate  foreign  trade." 


THE  ARMY’S  COFFEE  PROBLEMS 


The  War  Department  Tells  of  the  Poor 
Beverage  Served  in  the  Early  Days  of 
the  War,  and  How  the  Quality 
Was  Improved 


[from  a staff  correspondent] 

Washington,  D.  C.,  May  20,  1919. 

The  War  Department  has  issued  some  inter- 
esting data  in  connection  with  the  coffee 
served  to  the  American  troops  during  the  war 
as  follows  : 

The  problem  of  supplying  good  coffee  to  the 
troops  was  a difficult  one.  To  make  good  coffee 
for  a unit  as  large  as  a company  is  not  easy  for 
the  average  cook.  To  guarantee  that  good  coffee 
would  always  be  available,  the  Subsistence  Di- 
vision made  one  of  its  most  radical  changes  of 
handling  supplies.  This  change  is  so  complete 
that  whereas  the  army  formerly  was  being  served 
with  coffee  from  three  to  six  months  out  of  the 
roasters,  it  came  to  be  supplied  from  coffee  freshly 
roasted  every  day. 

At  the  beginning  of  the  war  coffee  was  pur- 
chased ready  roasted  and  ground  from  competi- 
tive dealers.  It  was  then  held  in  New  York  for 
about  thirty  days  before  shipped  overseas,  this 
requiring  thirty  days  more.  Received  in  France, 
the  coffee  often  was  kept  for  ninety  days  before 
it  was  distributed  to  the  troops.  In  addition  a 
thirty  days’  supply  must  be  kept  on  hand,  making 
the  coffee  six  months  old  by  the  time  it  was  used. 
The  result  was  that  when  the  coffee  finally 
reached  the  men  it  had  lost  half  of  its  value  as  a 
stimulant,  and  was  greatly  deteriorated  in  flavor, 
often  being  in  a crumbly  condition.  “Muddy" 
coffee  on  the  mess  tables  resulted. 

The  only  way  for  the  troops  to  secure  fresh 
coffee  was  to  send  over  the  green  product  and 
roast  it  as  it  was  needed.  Buildings  were  erected 
to  house  coffee-roasting  machinery  at  home  and 
abroad  ; men  were  trained  as  quickly  as  possible 
in  the  process  of  coffee  roasting,  and  sent  out  to 
take  charge  of  the  plants.  In  a relatively  short 
length  of  time  sixteen  plants  were  in  full  opera- 
tion in  France,  and  an  increasing  number  at 
home.  Eventually  all  the  coffee  used  in  France 
was  shipped  over  green  and  roasted  in  the  plants 
there.  These  plants  were  capable  of  roasting 
sufficient  coffee  to  take  care  of  3,000,000  men  at  a 
considerably  lower  cost  to  the  Government  than 
under  the  old  system. 

From  the  declaration  of  war  to  December  i, 
1918,  the  American  Army  bought  about  75,000,000 
pounds  of  coffee.  Lamm. 


WHO’S  WHO  IN  THE  TRADE 

An  Appreciation  of  L.  Beling,  Manager  Tea 
Department,  Trading  Company 
T ransmarina 

M.\XV  years  of  close  study  of  the  needs  of 
American  tea  buyers  have  made  L.  Beling 
one  of  the  most  competent  judges  of  tea  values 
in  the  New  York  market.  As  manager  of  the  tea 
department  of  the  New  York  office  of  the  Uandel- 
maatschappy  Transmarina,  Inc.,  of  Amsterdam, 
he  has  displayed  such  a thorough  knowledge  of 
teas  and  markets  as  to  have  acquired  a reputation 
as  a market  operator  in  quality  teas.  His  motto 
is  “the  teas  that  are  better.’’ 

L.  Beling  came  from  Ceylon  to  the  United 
States  in  1893  as  secretary  to  the  first  Ceylon 
Commissioner,  Sir  John  J.  Grinlinton,  to  the 
World’s  Fair  at  Chicago,  where  the  first  exten- 
sive advertisement  for  Ceylon  teas  was  initiated. 
His  official  connection  with  Ceylon  teas  was  again 
revived  when  the  last  Ceylon  Tea  Commissioner 
engaged  him  as  tea  expert  to  act  in  an  advisory 
capacity  to  the  trade  at  large. 

Mr.  Beling  expects  to  leave  New  York  about 
July  I for  an  extended  tour  of  the  principal  tea- 
producing  countries  in  the  interest  of  the  Handel- 
maatschappy  Transmarina,  which  has  offices  in 
Antwerp,  Hong  Kong,  Shanghai  and  Batavia,  as 
well  as  in  South  America  and  South  Africa. 


BAN  ON  ENEMY  EXPORTS  LIFTED 

The  War  Trade  Board  has  announced  that 
commodities  of  German  or  Hungarian  manufac- 
ture or  production  can  be  imported  into  the  United 
States  from  countries  continguous  to  Germany 
and  Hungary  if  the  goods  were  purchased  by 
citizens  of  the  United  States  and  shipped  from 
the  enemy  countries  into  adjoining  countries  prior 
to  April  6,  1917.  This  ruling  covers  full  or  partial 
payment  of  purchase  price,  as  well  as  cases  in 
which  the  buyer  is  irrevocal)ly  1)ound  to  make 
payment.  In  the  last  case  licenses  must  be  secured 
from  the  War  Trade  Board.  Unpaid  balances  of 
purchase  prices  must  be  deposited  to  the  credit 
of  local  inter-allied  trade  committees  and  made 
available  for  buying  foodstuffs  for  Germany. 

Young  Warren,  of  Sligo,  Ireland,  who  will  be 
remembered  for  the  many  interesting  articles  and 
letters  contributed  to  this  paper,  has  given  up  his 
retail  grocery  interests  to  enter  the  wholesale  tea 
trade.  Mr.  Warren  is  recognized  as  an  authority 
in  tea  matters,  and  holds  challenge  cup  awarded 
for  the  best  tea  blender  in  the  British  Isles. 
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ENEMY  TRADERS  IN  VENEZUELA 

How  German  Coffee  Merchants  Carried  on 
Business  Despite  the  Allies’  Black  List — 
American  Branch  Houses  Involved 

[from  a staff  correspondent] 

Washington,  D.  C.,  May  15,  1919. 

HOW  black-listed  German  firms  carried  on 
cofifee  trading  at  the  Venezuelan  port  of 
Maracailio  during  the  war  is  revealed  in  a report 
recently  received  in  this  city.  The  statement  was 
written  before  the  withdrawal  of  the  United 
States  black-list,  but  serves  to  give  an  insight  into 
the  methods  of  operation  and  the  grip  held  by  the 
German  merchants.  Names  of  firms  and  indi- 
viduals were  not  given  out  for  publication.  The 
report  follows: 

“The  German  firms  of  this  port  (Maracaibo) 
continue  to  receive  heavy  shipments  of  imported 
merchandise  from  La  Guaira.  The  greater  part 
of  the  cargo  coming  here  on  coasting  vessels  is 
for  the  black-listed  firms. 

How  THE  Trade  Was  Carried  On 

Almost  the  only  article  of  export  of  those  firms 
is  coffee.  The  black-listed  firms  at  Maracaibo 
had  80,000  bags  of  coffee  in  their  warehouses  on 
December  i,  valued  at  $1,600,000  to  $2,000,000. 
On  account  of  the  extraordinary  rise  in  prices 
of  coffee,  which  more  than  doubled  toward  the 
end  of  November,  they  made  every  effort  to  sell. 
Little  by  little  they  succeeded,  selling  at  first  at 
more  than  25  per  cent  lower  than  the  current 
market  price  at  Maracaibo.  It  is  known  that 
they  sold  coffee  as  low  as  $10  per  bag  when  the 
current  market  price  here  was  $15  and  more. 
But  gradually  the  margin  between  the  current 
rnarket  price  and  the  price  received  by  the  black- 
listed firrns  was  reduced.  For  a long  time  the 
price  received  by  the  German  firms  was  around 
$3  less  than  the  current  market  price  here,  when 
that  price  was  $16  to  $17.50  per  bag. 

“The  advisability  of  blacking  all  the  brokers 
on  the  Enemy  Trading  List  was  recommended. 
It  appears  quite  clear  that  when  local  merchants 
observed  that  nothing  happened  to  brokers  who 
are  known  by  everybody  to  be  selling  German 
coffee,  and  that  nothing  happened  to  the  ex- 
porters^  who  purchased  the  coffee,  except  the  in- 
convenience of  having  their  invoice  held  up  at 
times,  all  grew  bolder.  There  is  no  doubt  that 
all  of  the  exporters,  including  American  branch 
houses,  have  purchased  some  coffee  from  black- 
listed firms,  some  knowingly  and  some  innocently, 
but  all  indirectly  through  brokers  and  all  with 
the  excuse  that  they  purchased  the  same  inno- 
centjy,  the  brokers  not  figuring  in  the  black-list; 
but  it  would  be  extremely  difficult  to  decide  which 
firms  bought  knowingly  and  which  innocently. 

“It  is  quite  apparent  that  the  margin  of  differ- 
ence lietween  the  current  market  prices  and  the 
price  received  by  black-listed  firms  for  products 
exported  depends  mainly  upon  the  vigilance  prac- 


ticed by  * * * and  the  consequent  fear  of  I 
exporters  to  get  into  difficulties.  | 

Some  Enemy  Coffee  Came  to  the  U.  S.  j 
The  fact  is  that  the  black-listed  firms  here  | 
sold  little  to  Maracaibo  exporters  in  comparison  j 
with  the  amount  they  shipped  to  La  Guaira,  I 
Puerto  Cabello  and  Curacao,  for  trans-shipment  j 
to  the  United  States  and  Europe.  * * * j 

large  coffee  exporter  of  Maracaibo,  who  is  un-  ! 
doubtedly  better  informed  regarding  the  coffee  ' 
movement  of  this  port  than  anyone  else,  states  ; 
that  the  black-listed  firms  here  shipped  not  less  I 
than  40,000  bags  to  those  ports,  and  the  fact  that 
they  keep^  shipping  in  large  quantities,  especially  ' 
since  the  first  part  of  February,  indicates  that  they 
are  getting  better  prices  there,  in  spite  of  the 
extra  freight  charges,  and  that  coffee  moves  i 
freely  through  the  exporters  at  those  ports  to  < 
the  United  States  and  Europe.  I 

“It  is  to  be  noted  that  before  the  war  these  ! 
German  firms  worked  with  mo>ney  borrowed  I 
in  England  and  France  at  rates  as  low  as  4 per  ^ 
cent,  which  they  lent  out  in  this  district  at  from  i 
9 per  cent_  to  18  per  cent,  most  of  it  for  12  per 
cent.  It  is  stated  that  they  thus  borrowed  in 
Europe  and  the  United  States  about  twice  as 
much  money  as  the  amount  of  their  own  capital. 
Their  success  in  competition  after  the  Enemy 
Trading  Lists  are  removed  would  seem  to  depend  ! 
very  largely  upon  their  ability  to  borrow  abroad  I 
freely;  and  it  would  seem  that  in  this  respect  j 
American  and  Italian  branch  houses  (there  are  | 
no  other  foreign  houses  here)  would  have  the  J 
advantage  over  them.  | 

How  THE  Germans  Control  Trade 

“The  principal  advantage  of  these  large  German  ! 
houses  seems  to  lie  in  the  extensive  and  import- 
ant connections  they  have  with  the  interior ; and  . 
the  fact  that  they  know  the  character,  standing, 
needs_  and  ideas  of  every  merchant  throughout  .( 
the  district  in  which  they  work,  having  had  the  j 
bulk  of  the  business  with  the  interior  for  more  j 
than  thirty  years. 

“Another  important  advantage  is  the  fact  that 
all  of  these  German  firms  do  both  export  and  ’ 
import  business,  and  exchange  imported  mer-  i 
chandise  for  the  staple  products  of  the  interior—  j 
coffee  and  hides — thus  overcoming  the  difficult  ^ 
problem  of  the  exchange  of  money  and  credits  . 
with  the  interior.  Before  the  war  it  was  prac- 
tically  impossible  to  transfer  credit  to  the  in-  \ 
terior  or  from  the  interior  except  through  the  ; 
German  houses  of  Maracaibo,  and  the  transfer  i 
of  money  has  always  been  very  expensive.  1 

_ “The  German  firms  here  expect  that  the  black- 
list will  be  removed  when  peace  is  signed.  It  is 
generally  believed  that  if  it  were  officially  an- 
nounced that  the  black-list  would  be  continued 
indefinitely  and  rigorously  enforced  these  firms 
would  soon  liquidate. 

“Since  the  American  black-list  came  these  Ger- 
man firms  at  least  covered  expenses,  and  before 
they  did  not  suffer  at  all.  They  were  not  able 
to  take  full  advantage  of  the  situation  during  ^ 
the  last  three  months  of  exceptionally  high  prices^ 
for  coffee  and  the  low  exchange  rates;  but  they  i 
had  sufficient  advantage  from  the  high  prices  \ 
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of  coffee  to  offset  losses.  The  time  since  the 
American  black-list  came  into  existence  has  been 
too  short  to  put  these  strong:  linns  out  of  business, 
and  as  a matter  of  fact  only  one  liquidated.  1 his 
firm,  or  at  least  one  of  the  partners  of  the  same, 
is  again  organizing  for  future  business. " 

L.amm. 


MORE  VENEZUELA  COFFEE  FOR  U.  S. 

Venezuela  has  made  a definite  move  toward 
establishing  closer  trade  relations  with  the  United 
Stales,  and  according  to  the  present  outlook 
more  Venezuela  coffee  is  expected  to  come  to  this 
country.  The  move  consists  of  opening  a con- 
sulate-general at  New  Orleans  with  jurisdiction 
over  the  States  of  Louisiana,  Mississippi,  Ala- 
bama, Georgia,  Texas,  Arkansas,  Oklahoma, 
Kansas,  Missouri,  Iowa,  Nebraska,  Tennessee, 
Kentucky,  West  Virginia  and  Ohio.  The  other 
States  remain  under  the  consulate-general  at 
New  York.  Nicolas  Veloz,  former  vice-consul 
at  New  York,  has  been  appointed  to  the  New 
Orleans  post. 

Coinciding  as  this  does  with  the  creation  of  the 
"Bureau  of  Commercial  Policy’’  in  the  Foreign 
Office,  and  the  coming  of  Dr.  Jose  Santiago 
Rodriguez  on  an  official  commercial  mission  to 
the  United  States  and  Europe,  it  is  a practical 
move  in  the  direction  of  furthering  commerce 
between  the  two  nations.  It  is  desired  to  develop 
New  Orleans  as  a nearer  outlet  for  Venezuelan 
exports,  and  the  prospect  of  the  early  establish- 
ment of  a new  steamship  line  from  New  Orleans, 
that  immediately  promoted  the  creation  of  the 
office.  

BIG  FUTURE  FOR  AMERICAN  SHIPS 

The  United  States  can  readily  reach  a high 
place  in  the  world’s  commerce  in  spite  of  the 
higher  cost  of  manning  American  vessels,  writes 
J.  II.  Rosseter,  director  of  operations  in  the 
United  States  Shipping  Board,  in  a letter  to 
Edward  N.  Hurley,  chairman  of  the  Board.  Mr. 
Rosseter  is  counted  as  a shipping  expert,  with 
thirty  years  of  practical  experience  with  W.  R. 
Grace  & Co.,  of  which  he  is  vice-president. 

Mr.  Rosseter  says  that  while  manning  costs  are 
higher  in  the  American  merchant  marine,  which 
he  would  not  want  changed,  these  costs  amount 
to  less  than  2 per  cent  of  the  total  operating  ex- 
pense. This  difference,  he  believes,  can  he  easily 
offset  by  a reasonable  increase  in  the  speed  of 
our  ships  and  improved  loading  and  discharging 
equipment,  which  will  reduce  the  time  in  port  as 
well  as  on  the  voyage.  Oil  as  fuel  will  also  he 
a big  factor  in  gaining  a leading  position  in  world 
shipping  for  the  United  States. 


SIELCKEN  ESTATE  APPRAISED 


Inventory  Shows  Total  Valuation  of  $4,255,- 
337,  With  Losses  of  $271,383  Through 
German  Government  Confiscating  Claims 

Through  the  filing  in  New  York  on  May  12 
of  a transfer  tax  appraisal  it  was  disclosed 
that  the  Hermann  Sielcken  estate  is  valued  at 
$4,255,337.  It  was  also  revealed  that  the  estate 
lost  $271,383,  because  claims  in  that  amount 
against  creditors  in  Germany  were  confiscated 
during  the  war  by  the  German  Government.  In 
disposing  of  the  824  shares  of  the  Woolson  Spice 
Company  held  by  the  Sielcken  estate,  the  Alien 
Property  Custodian  was  obliged  to  sell  at  $680  a 
share,  against  the  $r,ioo  a share  paid  by  Sielcken 
when  he  got  control  of  the  company  several  years 
ago. 

In  addition  to  the  loss  of  claims  against  credit- 
ors in  Germany,  there  is  another  against  the  Lev- 
ering Coffee  Company,  Baltimore,  of  $216,255, 
which  is  believed  to  be  uncollectable.  The  orig- 
inal amount  was  $416,255,  but  it  had  been  re- 
duced by  paying  $200,000  on  compromise. 
Sielcken’s  interests  in  the  firm  of  Crossman  & 
Sielcken  was  valued  at  $4,251,250  net  in  the  ap- 
praiser’s report.  Among  the  other  assets  listed 
is  a note  for  $tco,coo  made  out  to  Sielcken  by 
Edw'ard  A.  Rumely,  who  formerly  controlled  the 
New  York  “Evening  Mail,’’  and  was  indicted  by 
the  Federal  Government  for  alleged  violation  of 
the  trading  with  the  enemy  act. 

Claims  against  the  estate  include  one  for  $931,- 
525  held  by  the  Woolson  Spice  Company,  and 
$55,000  by  Agnes  F.  Roberts. 

The  beneficiaries  are  the  decedent’s  widow, 
Clara  Sielcken,  to  whom  was  left  $3,857,092;  John 
S.  Sorenson  and  Thorlief  S.  B.  Nielsen,  formerly 
partners,  $50,000  each,  and  the  city  of  Baden- 
Baden,  $60,000.  The  Alien  Property  Custodian 
claims  the  entire  estate,  and  that  official  will  de- 
cide if  any  of  the  heciuests  are  to  he  paid. 


GERMANY  CAN  NOW  IMPORT  FOOD 
The  War  d'rade  Board  has  announced  that  the 
Associated  Governments  have  agreed  that,  for 
the  time  being  and  until  further  notice,  foodstuffs 
within  the  limits  provided  by  the  lUussels  agree- 
ment may  be  exported  or  re-exi)orted  to  Germany 
from  contiguous  neutral  countries  without  secur- 
ing the  formal  consent  of  the  inter-allied  com- 
mittees in  the  said  neutral  countries.  This  ruling 
permits  exporters  to  ship  from  the  United  States 
to  Germany  via  the  border  neutral  countries. 


530 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


June,  1919 


SPICES  AND  EXTRACTS 

^ News  items  of  interest  to  spice  im- 
porters, grinders  and  dealers,  and  to 
manufacturers  of  flavoring  extracts,  per- 
fumes and  toilet  preparations. 


SPICE  MEN  HOLD  MEETING 


Importers,  Jobbers  and  Grinders  Meet  in  An- 
nual Convention,  and  Elect  New  Officers 
for  the  Coming  Year 


The  thirteenth  annual  meeting  of  the  Ameri- 
can Spice  Trade  Association,  held  at  124 
Front  street,  New  York,  on  May  14,  was  well 
attended  by  importers,  jobbers  and  grinders  from 
all  parts  of  the  country.  Routine  business,  in- 
cluding the  election  of  officers,  was  the  order  of 
the  day. 

The  officers  chosen  for  the  current  year  are  : 
B.  H.  Old,  president;  John  Clarke,  vice-president; 
J.  Melville  Morris,  treasurer,  and  Robert  Ehle, 
secretary.  New  directors  are  C.  A.  Thayer  and 
P.  S.  Weeks.  The  members  of  the  board  of 
arbitration  are  L.  Littlejohn,  Rutger  Bleecker, 
P.  W.  Walsh,  R.  A.  Watson  and  A.  C.  Jenkins. 

The  Spice  Grinders’  Section  also  held  an  ex- 
ecutive meeting,  and  elected  N.  L.  Schmid  chair- 
man and  member  of  the  executive  committee, 
together  with  the  following:  Jacob  Frank,  W.  M. 
McCormick,  E.  E.  Stillman  and  Francis  J.  Walsh. 

The  Tapioca  and  Sago  section  chose  J.  A. 
Strasser  as  chairman  and  as  a member  of  the  ex- 
ecutive committee,  together  with  E.  P.  Stone, 
F.  T.  Walsh,  Joseph  Morningstar  and  R.  M. 
Littlejohn. 

The  retiring  president  of  the  association, 
Lomax  Littlejohn,  said  in  his  annual  report,  that 
the  former  standards  committee  is  now  known  as 
the  imports  committee,  and  looks  after  import 
standards,  qualities  and  related  matters.  Mr. 
Littlejohn  also  reported  a net  increase  in  mem- 
bership of  thirteen  firms.  In  speaking  of  the 
arbitration  committee’s  work,  he  said  that  com- 
mercial arbitration  is  a modern  substitute  for 
court  trials,  and  that  cases  are  decided  l)y  business 
men  of  long  training  and  experience  in  special 
trades,  without  enemity  between  the  contesting 
parties  and  at  little  expense. 

In  accepting  the  office  of  president,  Mr.  Old 
said  that  the  association  is  not  only  known  in 
virtually  every  town  in  the  United  States  where 


spices  are  dealt  in,  but  is  known  and  respected 
throughout  the  world  in  all  spice  countries. 

Sketch  of  the  New  President 

President  Old  has  been  in  the  spice  business 
for  the  past  twenty-seven  years,  starting  as  office 
boy  with  John  Kissock  & Co.,  92  Wall  street, 
New  \ork,  at  $3  a week,  and  rising  to  junior 
member  of  the  firm  in  1904.  In  19C9  he  and  Mr. 
Wallace  started  the  firm  of  Old  & Wallace,  im- 
porters of  spices,  at  93  Wall  street,  later  going  to 
No.  80,  and  moving  this  year  to  88  Front  street. 

Mr.  Old  has  been  a director  of  the  American 
Spice  Trade  Association  ever  since  it  was  or- 
ganized in  1907,  and  at  various  times  treasurer 
and  secretary. 

Born  in  Jersey  City  Heights  in  1877,  Mr.  Old 
became  a choir  boy  in 
old  Trinity  Church  at 
head  of  Wall  street. 
New  York,  where  he 
sang  for  about  five 
years,  and  also  at- 
tended Trinity  School. 
He  has  been  married 
for  sixteen  years,  and 
resides  in  Short  Hills, 
N.  J.  He  is  a member 
of  the  New  York  Ath- 
letic Club,  Baltusrol 
Golf  Club,  the  Short 
Hills  Casino  and  the 
Montagnais  Fish  and 
Game  Club.  Mr.  Old 
is  a hunter,  and  one  of 
his  proudest  possessions  is  a 62-inch  moose  head 
which  he  got  in  Canada  last  fall. 

Among  the  activities  of  the  grinders’  section 
was  the  adoption  of  a resolution  asking  the 
Bureau  of  Chemistry  to  exempt  any  stocks  of 
spices  that  were  packed  and  in  the  hands  of  grind- 
ers or  distributers  on  April  26,  from  Food  In- 
spection Decision  No.  179,  which  relates  to  mark- 
ing the  contents  of  food  "packages  holding  more 
than  a half  ounce.  It  was  requested  that  the 
grinders  and  distributers  be  given  until  Septem- 
ber I,  1919,  to  dispose  of  such  stocks.  A com- 
mittee was  appointed  to  determine  the  proper 
sizes  of  cans  and  cartons ; that  is,  the  cubical 
contents  necessary  to  create  a reasonably  full 
package.  The  members  are  H.  W.  Madison,  the 
Widlar  Company,  Cleveland;  Francis  J.  French, 
the  R.  T.  French  Company,  Rochester,  N.  Y.,  and 
Jacob  Frank,  the  Frank  Tea  & Spice  Company. 
Cincinnati. 
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HONGKONG  CASSIA  IN  1918 


Though  Considerably  Upset  by  War  Conditions, 
Trade  With  the  United  States  Showed 
a Slight  Increase  Over  1917 

1 S PKC I A L COR  R E SPO  N n E X CF.  1 

Hoxc.koxg,  Mar.  6,  1919. 

The  Hongkong  cassia  trade  during  1918  was 
fair,  shipments  to  the  United  States  repre- 
senting an  increase  in  declared  returns  from 
5.666,866  pounds  in  1917  to  5,7^8.819  pounds  in 
the  past  year;  hut  the  course  of  the  trade  was 
verv  irregular,  and  represented  speculation  rather 
than  straight  trade  on  order. 

During  1917  there  was  an  extraordinary  de- 
mand for  selected  broken  cassia,  resulting  in  the 
accumulation  on  the  market  of  a large  stock  of 
selected  cassia,  which  hung  over  into  the  new 
season.  There  was  a similar  strong  demand  for 
the  same  grades  last  year.  Of  the  shipments  to 
the  United  States  of  about  136.OCO  hales  all  hut 
about  6, coo  cases  were  of  the  broken  varieties, 
thus  emphasizing  the  overstocking  of  selected 
grades.  High  freight  and  high  gold  costs,  due  to 
the  high  value  of  silver,  evidently  forced  spice 
grinders  to  use  the  cheaper  and  less  spicy  grades. 

The  trade  was  further  complicated  by  the  fact 
that,  whereas  the  usual  trade  in  such  goods  is  in 
purchases  in  the  Hongkong  market  by  local  ex- 
porters on  definite  orders  from  the  United  States 
or  Europe,  much  of  the  business  in  1918  was  done 
on  consignment.  This  method  resulted  in  a large 
portion  of  the  shipments  being  afterwards  sold  in 
the  United  States  at  prices  below  replacing  costs 
in  Hongkong,  owing  to  the  need  of  money  to 
meet  drafts  drawn  against  consignments.  Such 
consignments  at  one  time  swamped  the  American 
market,  to  the  serious  injury  of  firms  doing  trade 
along  ordinary  lines. 

Total  exports  of  cassia  oil  fell  off  materially, 
the  shipments  to  Europe  being  reduced  by  two- 
thirds.  The  declared  exports  of  cassia  oil  to  the 
United  States  amounted  to  139.938  pounds,  as 
compared  with  112,003  pounds  in  1917. 

'G.  E.  A. 

SPICE  SURROGATES  IN  EUROPI-: 

f SPECIAL  CORRESPONDEXCeI 

A.msterdam.  May  10,  1919.— Europe  had  its 
trials  with  spices  during  the  war,  when  supiilies 
considered  non-essential  were  cut  off.  Almost 
all  the  domestic  plants  and  weeds  were  utilized  to 
make  substitutes  for  nutmegs  and  cloves,  such 
as  dandelion,  ground  ivy,  garden  sage,  milfoil, 
daisies,  thyme  and  betony.  Also  leek,  garlic, 


onions,  pimpinclla  and  other  strong  llavorcd  gar- 
den plants  were  used  in  the  manufacture  of  spice 
surrogates. 

An  artificial  pepper  is  claimed  to  have  been  de- 
veloped by  Prof.  Staudiger,  of  Zurich,  which  he 
called  “piperine.”  It  is  said  to  he  harmless,  hut 
has  only  one-third  the  strength  of  real  pepper. 

GROCERY  TRADE  DIGEST 

^ The  most  important  news  happenings 
of  the  month  boiled  down  for  busy 
readers. 


THE  WHOLESALERS’  CONVENTION 

The  Salient  Features  of  the  Thirteenth  Annual 
Meeting  Held  at  Cincinnati, 

June  2-6 

More  than  2,500  delegates  and  guests  attended 
the  thirteenth  annual  convention  held  by 
the  National  Wholesale  Grocers’  Association  in 
Cincinnati,  June  2-6.  The  meeting  was  styled 
by  the  association  as  the  “Readjustment  Con- 
vention,” and  dealt  with  after-war  problems. 
Much  stress  was  laid  upon  meat-packer  compe- 
tition. 

Among  the  principal  resolutions  adopted  were 
those  endorsing  the  hedcral  Trade  Commission  s 
efforts  in  the  interests  of  fair  trading  and  its 
investigation  of  meat-packer  competition  in  the 
grocery  field,  pledging  assistance  in  endeavors  to 
ascertain  information  about  securing  economical 
food  manufacture  and  distribution,  commending 
all  efforts  to  suppress  special  ])rivileges  to  public 
carriers  and  “certain  favored  interests,”  favoring 
the  use  of  Mississii>pi  waterways,  supporting  the 
enactment  of  Federal  compulsory  weight  and 
measure  branding  laws,  urging  the  Government 
to  recpiire  wraiijied  hams  and  bacons  to  be 
stamped  with  net  weights,  favoring  the  cash 
discount  system,  urging  the  resumption  of  re- 
search work  in  connection  with  llar\ard  Uni- 
versity and  others,  op])osing  the  repeal  of  the 
daylight  saving  law,  urging  continued  food  con- 
servation, ai)proving  the  repeal  of  the  b'edcral 
bankruptcy  law,  and  endorsing  a campaign 
against  the  competition  of  the  meat  packers. 
])ledging  funds  for  such  a cam|)aign  and  to  retain 
counsel  to  co-operate  with  all  grocery  interests 
in  fighting  the  packers. 

With  the  exception  of  Vice-Presidents  D.  C. 
Shaw  and  George  W.  I'erguson,  all  officers  were 


532 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


June,  igig 


re-elected.  Austin  L.  Baker,  of  Eldridge,  Baker 
& Co.,  Boston,  and  John  W.  Morey,  of  the  Morey- 
Mercantile  Company,  Denver,  were  chosen  to  fill 
the  vacancies  in  the  lists  of  vice-presidents.  For 
the  ensuing  y.ear  the  officers  are:  Arjay  Davies, 

president;  W.  C.  McConaughey,  P.  C.  Drescher, 
O.  J.  Moore,  Austin  L.  Baker  and  John  W. 
Morey,  vice-president's;  Walter  B.  Timms,  treas- 
urer, and  Alfred  H.  Beckmann,  secretary.  The 
association  now  has  1,257  members,  including 
branch  houses. 


FEWER  FOOD  LAW  VIOLATIONS 


A Bureau  of  Chemistry  Report  Shows  that  the 
Number  of  Cases  of  Misbranding  and 
Adulteration  is  Dwindling 

[special  correspondence] 
Washington,  D.  C.,  May  15,  1919  . 
A CCORDING  to  a report  just  issued  by  the 
Bureau  of  Chemistry,  Department  of  Agri- 
culture, most  of  the  more  glaring  practices  of 
misbranding  and  adulteration  have  become  un- 
fashionable since  the  Pure  Food  and  Drugs  Act 
has  been  in  force.  In  that  time  the  Bureau  has 
issued  some  6,000  judgments  in  food  and  drugs 
cases. 

The  cases  involved  practically  every  kind  of 
food  product  shipped  in  interstate  traffic.  Under 
the  head  of  adulteration  were  charges  against 
adding  chicory  to  coffee,  pepper  shells  to  pepper, 
artificial  flavoring  to  vanilla  extract,  and  glue 
to  gelatin.  Misbranding  covered  the  labeling  of 
cheap  coffee  with  the  name  of  a more  expensi^■e 
grade,  marking  cottonseed  oil  so  as  to  leave  the 
impression  that  the  article  was  true  olive  oil, 
branding  artificial  flavoring  as  pure  vanilla  ex- 
tract, and  labeling  macaroni  as  being  of  foreign 
manufacture,  when  it  had  been  made  in  the 
United  States.  Many  cases  of  short  weight  in 
food  packages  were  also  brought  into  court. 

In  recent  years  most  of  the  grosser  forms  of 
violations  on  which  the  earlier  cases  were  based 
have  been  abandoned,  according  to  the  Bureau’s 
statement,  which  adds  that  trade  leaders  fre- 
quently volunteer  to  check  illegal  practices,  and 
as  a result  many  reforms  of  far-reaching  conse- 
quence have  been  brought  about  without  recourse 
to  legal  action.  G. 


NFW  PURE  FOOD  RULES  SUGGESTED 
[from  a staff  correspondent] 
Washington,  D.  C.,  May  27,  igig.—At  the  con- 
ference held  here  on  May  19  at  the  Bureau  of 
Chemistry,  Department  of  Agriculture,  some  very 


valuable  suggestions  for  changes  in  the  method 
of  enforcing  the  Food  and  Drugs  Act  were  offered 
by  food  trade  men  present  at  the  meeting.  The 
Bureau  is  now  putting  the  suggestions  in  form 
for  final  approval  by  the  Secretary  of  Agriculture. 

Trade  Commissioner  Again  Flays  Packers 
William  B.  Colver,  chairman  of  the  Federal 
Trade  Commission,  said  at  the  Wholesale  Grocers’ 
Association  convention,  in  session  from  June  2 
to  6 at  Cincinnati,  that  he  still  regards  the  great 
meat  packing  concerns,  particularly  the  so-called 
“Big  Five,”  as  a decided  menace  to  the  whole- 
sale grocery  trade.  He  declared  that  if  they  are 
not  curbed  promptly  they  will  soon  control  the 
distribution  of  foodstuffs  in  this  country,  and  will 
drive  independent  distributers  out  of  business. 
Chairman  Colver  added  : “Ruthless  invasion  into 
unrelated  fields  is  excused  on  the  grounds  of 
efficiency.  It  is  not  true,  or  it  would  be  re- 
flected in  lower  prices  instead  of  constantly  in- 
creasing prices.  Shall  we,  the  people  who  have 
just  poured  out  our  blood  and  treasure  in  France 
to  end  the  ‘ruthless  efficiency’  of  the  Hun,  sit 
silent  while  the  same  commercial  ‘Kultur’  comes 
to  its  perfect  flower  in  this  country?” 


Pennsylvania  Retailers  Try  Grocerterias 
The  Beehive  Grocerteria,  Griscom  and  Unity 
streets,  Frankford,  Pa.,  has  been  opened  by  the 
hrankford  Retail  Grocers’  Association  as  an  ex- 
periment to  try  out  the  self-serve  plan.  The  store 
has  the  typical  appearance  of  all  grocerterias,  the 
stock  consisting  of  package  goods,  dry  groceries, 
which  are  displayed  on  shelves  and  tables.  The 
experimentors  expect  to  do  at  least  $1,000  worth 
of  business  weekly,  and  to  get  the  expense  down 
to  5 per  cent  basis,  even  though  the  goods  are 
priced  at  about  10  per  cent  below  regular  prices. 

E.  J.  Gallen,  president  of  the  Grocers’  Associa- 
tion; Dennis  Darreff,  Carl  F.  Reichert,  Edward 

F.  Darreff  and  William  Radcliffe,  Jr.,  are  behind 

the  plan.  

That  Syracuse  Anti-Packer  Meeting 
The  meeting  called  by  John  M.  Cross  at  Syra- 
cuse, N.  Y.,  for  May  16,  appears  to  have  been 
somewhat  of  a fizzle,  from  the  standpoint  of  at- 
tendance. Instead  of  1,800  men  attending,  as  was 
expected,  only  about  thirty  showed  up.  How- 
ever, the  National  Food  Distributors’  Association 
was  organized.  The  election  of  officers  also  de- 
veloped some  surprises.  William  F.  Bode,  vice- 
president  of  the  Reid-Murdoch  Company,  Chi- 
cago, and  O.  J.  Moore,  of  the  Moore-Shenkberg 
Company,  Sioux  City,  la.,  were  named  as  presi- 
dent and  vice-president,  respectively.  The  two 
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gentlemen,  neither  of  whom  attended  the  meeting, 
have  hastened  to  decline  the  appointments.  It 
has  not  been  announced  who  will  be  elected  to  fill 
the  vacancies. 


The  Southern  Grocers’  Convention 
The  Southern  Wholesale  Grocers’  Association 
convention  at  New  Orleans  early  in  May  was 
attended  by  over  2,030  grocers,  manufacturers 
and  their  women  folks,  making  this  one  of  the 
most  successful  affairs  ever  held  by  the  body. 
J.  II.  McLaurin,  of  Jacksonville,  Fla.,  was  chosen 
president  again,  the  tenth  time,  and  his  salary 
increased  from  $10,000  to  $12,000  a year.  Resolu- 
tions were  adopted  against  the  “encroachments” 
of  the  meat  packing  monopoly  upon  the  field  of 
the  jobbers  and  wholesalers,  as  well  as  against 
“preferential  rates’’  now  enjoyed  by  the  packers 
for  transporting  other  than  fresh  meats,  and,  in 
fact,  articles  of  food  supplies  which  should  be 
handled  by  grocers.  It  was  charged  that  food 
supplies  were  hauled  in  packing  house  private 
refrigerator  cars,  and  were  given  rights  of  way 
over  other  freights  and  also  at  special  rates. 


Ne\v  York  Grocers  Sentenced  to  Prison 
As  an  outcome  of  a -criminal  suit  for  using  the 
mails  to  defraud.  Nova  A.  Brown  and  Harold  L. 

' Davis  were  sentenced  on  May  26  to  three  years 
in  the  Federal  prison  at  Atlanta,  John  B.  Atkin, 
Edwin  L.  Boetzel  and  Clayton  J.  Moore  to  two 
years  each,  and  Milton  P.  Taylor  one  year.  All 
I the  convicted  were  connected  with  the  old 
j “D  & C”  Company,  a grocery  manufacturing  con- 
! cern  which  retailers  were  asked  to  invest  in  on 
I a coupon  basis. 

I 

i Cut-Rate  Sugar  Combination  yXds 

I The  National  Vigilance  Committee  of  the  Asso- 
; ciated  Advertising  Clubs  of  the  World  has  been 

investigating  the  class  of  advertising  in  which 
best  granulated  sugar  is  offered  by  little-known 
I wholesalers  to  consumers  at  less  than  whole- 

! sale  price  in  combination  with  spices,  baking 

I powder,  soap  and  cocoa  of  unstated  quality  and 

' real  value.  The  association  has  suggested  to  local 

vigilance  committees  that  they  tell  their  town’s 
grocery  advertisers  to  call  the  attention  of  each 
' newspaper’s  business  manager  to  the  truth  of  the 
I advertising  scheme.  The  association  declares 

that  such  schemes  are  destructive  of  confidence  in 
) advertising,  and  that  it  is  unfair  to  a newspaper’s 
; legitimate  advertisers  and  its  readers  alike,  not 
i to  mention  the  grocers. 


PATENTS  AND  TRADE  MARKS 

^ Subscribers  and  advertisers  may  con- 
sult this  bureau  without  charge  except  that 
postage  for  reply  must  accompany  .all  in- 
quiries; there  are  no  fees  for  trade-mark 
searches. 

Address  all  communications  to  Patent  and  Trade 
Mark  Service,  The  Tea  and  Coffee  Trade  Journal 


PATENT  OFFICE  RECORD 


Patents  Granted,  Trade  Mark  Applications, 
Certificates  Issued  and  Labels  and  Prints 
Registered  During  the  Month 

[staff  corresfondence] 
Washington,  D.  C.,  May  26,  1919, 

T T ERE  follows  a complete  record  of  the  latest 
^ ^ activities  of  the  United  States  Patent  Office, 
in  so  far  as  they  apply  to  the  tea,  coffee,  spice  and 
general  grocery  trades  : 

Patents  Granted 

Coffee  Roaster — Everett  T.  Shortt,  Dallas, 
Tex.  (1,299,245.)  An  apparatus  of  the  class  de- 
scribed, a drive  shaft,  a fixed  clutch  element,  a 
sliding  clutch  element  engageable  with  the  first 
element  or  disengageable  therefrom,  a spring 
normally  tending  to  maintain  the  sliding  clutch 
element  in  engaged  position,  a clutch  fork  adapted 
to  move  the  sliding  clutch  element  to  disengaged 
position  against  the  action  of  said  spring,  and  a 
lever  fulcrumed  at  one  end  and  pivotally  con- 
nected between  its  ends  with  said  fork,  said  lever 
being  movable  to  a position  to  permit  the  spring 
to  engage  the  clutch  elements,  or  to  a position 
approximately  in  line  with  the  fork  ami  acting 
to  lock  the  fork  against  movement  under  the 
action  of  the  spring.  (Illustrated.) 


Cereal  Roaster — Samuel  T.  Bean  and  Robert  M. 
Bizzell,  Asheville,  N.  C.  (1,302,124.)  A roasting 
apparatus,  comprising  a series  of  super])osed 
units,  each  unit  having  an  annular  oven  chamber 
surrounded  by  an  annular  product  of  combustion 
chamber,  a burner  chamber  dis])osed  beneath  said 
product  of  combustion  chamber  of  each  unit  and 
communicating  therewith,  and  a conveyor 
mounted  in  each  oven  chamber  contacting  with 
the  wall  of  said  oven  chamber.  (Illustrated.) 


Coffee  Percolator — George  E.  Vierling,  Des 
Moines,  Iowa.  (1,302,483.)  In  a device  of  the 
class  described,  a receptacle  having  a detachable 
cover  thereon  adapted  to  form  a substantially 
liquid  tight  joint  therewith,  an  annular  horizon- 
tal inwardly  extending  shoulder  adjacent  to  the 
upper  edge  of  said  receptacle,  an  annular  collar 
adapted  to  rest  upon  said  shoulder,  a reticulated 
conical  receptacle  supported  from  said  collar 
at  its  larger  end  and  having  its  smaller  end  dis- 
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posed  adjacent  to  the  bottom  of  said  first  re- 
ceptacle, an  annnlar  upwardly  extending  collar 
fixed  to  said  first  collar  and  a funnel  having  its 
receiving  end  detachably  supported  upon  said  last 
described  collar  and  having  its  discharge  end  dis- 
posed intermediate  of  the  top  and  bottom  and 
sides  of  said  reticulated  receptacle  whereby  liquid 
poured  into  said  funnel  will  be  discharged  on  any 
granulated  material,  which  may  be  in  reticulated 
receptacle  at  the  central  point  of  the  upper  sur- 
face of  such  material.  (Illustrated.) 


Coffee  Extraet — A process  for  preserving 
fugacious  components  of  foods.  William  A. 
Hamor  and  Charles  W.  Trigg,  Pittsburgh,  Pa., 
assignors  to  John  E.  King,  Detroit,  Mich.  (1,292,- 
458.)  A process  for  making  an  aromatized  cof- 
fee extract,  which  consists  in  bringing  vola- 
tilized caffeol  into  contact  with  an  absorbing 
medium  having  substantially  the  enfleurage  capa- 
cities of  a petrolatum,  treating  the  caffeol-charged 
absorbing  medium  with  a solvent  of  the  caffeol, 
separating  the  solution  from  the  absorbing  me- 
dium, concentrating  a coffee  solution  to  an  extract 
by  evaporation,  and  combining  such  extract  and 
caffeol  of  the  solution  separated  from  the  ab- 
sorbing medium. 


Trade  Marks  Registered 

This  is  a record  of  prints  which  have  been 
registered  and  for  which  certificates  have  been 
issued : 

‘Uarmelo.”  (124,922.)  Austin,  Nichols  & Co., 
Inc.,  Brooklyn,  N.  Y.  For  certain  named  foods. 
First  use,  July,  1911. 

“J  Blue  Jay”  and  figure  of  a blue  jay.  (124,- 
931.)  Jaburg  Bros.,  New  York.  For  certain 
named  foods.  First  use,  1913. 

Registered  March  25,  1919. 


‘“Ann-Hathaway”  and  figure  of  a house.  (124,- 
969.)  George  H.  Hathaway,  Chicago.  For  cof- 
fee, tea,  paprika,  ginger,  cloves,  allspice,  cinna- 
mon, black  pepper  and  cocoa.  First  use,  Febru- 
arv  16,  1919. 

‘‘John  H.  Wilkins,”  signature  of.  (125,009.) 


John  H.  Wilkins  Company,  Washington,  D.  C. 
For  coffee.  First  use,  March  19,  1918. 

Registered  April  i,  1919. 


“Silk  Stocking.”  (125,094.)  J.  J.  Rogers  & 
Son,  Tupelo,  Miss.  For  coffee,  rice,  wheat  flour 
and  flavoring  extracts  for  foods.  First  use,  Feb- 
ruary I,  1914.  Registered  April  8,  1919. 


“Lisaco.”  (125,150.)  Liberty  Salad  Oil  Com- 
pany, New  York.  For  salad  oils.  First  use,  July 
24,  1918. 

“M  C CO”  and  figure  of  a stork.  (125,155.) 
MacDonald  & Co.,  San  Francisco,  Cal.  For  cocoi-i. 
First  use,  January  i,  1916. 

‘“Horse,”  head  of,  and  star  and  crown.  (125, 
156.)  Raffaele  Martorelli,  New  York.  For  olive 
oil.  First  use,  January  i,  1913. 

Registered  April  15,  1918. 


‘“Aureole.”  (125,239.)  Ste.  Anne  Des  Huileries 
Maurel  & H.  Prom  & Maurel  Freres,  Bordeaux, 
France.  For  edible  olive  oils.  First  use,  Septem- 
ber 12,  1916. 

Registered  April  22,  1919. 


Labels  Registered 

This  is  a record  of  labels  which  have  been  reg- 
istered and  for  which  certificates  have  been 
issued : 

‘“Happy  Thought.”  (21,202.)  Alex.  Sheppard 
& Sons,  Inc.,  Philadelphia,  Pa.  For  pure  blended 
coffee. 

““Jack  Sprat  Brand.”  (21,207.)  Western 
Grocer  Company,  Marshalltown  and  Oskaloosa, 
Iowa.  For  coffee.  Registered  April  8,  1919. 


TRADE  MARKS  PENDING  ? 

I 

The  following  marks  have  been  favorably  acted 
upon.  Any  person  who  believes  he  would  be  ; 
damaged  by  the  registration  of  a mark  may  , 

within  thirty  days  enter  opposition  to  prevent  the  ; 

proposed  registration.  All  inquiries  should  be  i 


Inventions  Patented  During  the  Month 
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addressed  to  The  Tea  and  Coffee  Trade  Jour- 
nal, 79  Wall  street,  New  York: 

Week  Ending  Aprii,  i,  1919 
“Uncle  Sam."  (i  14.743.)  Basil  G.  Makris, 
New  York.  For  salad  oil,  consisting  of  a com- 
pound of  cotton-seed  and  olive  oil. 

‘‘Community."  (115,548. ) B.  Fischer  & Co., 
Inc.,  New  York.  For  coffee. 

“La  Provence"  and  ship.  (112,712.)  Littanrc 
Oil  Company,  Guttenbcrg,  N.  J.  For  an  edible 
cotton-seed  oil. 


Week  Ending  April  15,  1919 
“Reily's,"  handwriting  of  Win.  B.  Reily.  (99,- 
605.)  The  Reily-Taylor  Company,  New  Orleans, 
La.  For  tea. 


Week  Ending  April  29,  1919 
"Evanhook."  (116,416.)  Evan  W.  Hook  &: 
Co.,  Inc.,  Baltimore,  Md.  For  canned  or  pre- 
served foods  as  follows:  .Asparagus,  artichokes, 

beans,  corn,  peas,  spinach,  tomatoes,  catsup, 
maple  sugar,  olives,  olive  oil,  peanut  butter, 
peaches,  pineapple,  herring,  roe,  salmon,  shrimp 
and  tuna  fish. 

‘‘Vicha."  (116,510.)  G.  .Amsinck  & Co.,  Inc., 
San  h'rancisco,  Cal.  For  coffee. 


W’eek  Ending  May  6,  1919 

‘*.AB."  (107,740.)  .Arbuckle  Bros.,  New  A'ork 

and  Chicago.  I-'or  coffee,  tea,  spices  and  food 
flavoring  extracts. 

"Janet,"  portrait  of  Janet  B.  Pfeiffer,  (iio,- 
296.)  The  Janet  Chocolate  Comiiany,  Cincinnati, 
Ohio.  For  chocolate  and  cocoa. 

“Thrift."  ( 1 12.315.)  Duncan  Coffee  Com])any, 
Houston,  Tex.  For  coffee  in  cans. 

"Korona."  (i  14.429.)  .M.  P.  Kuezer  & Co.. 

Inc.,  New  York.  I'or  whole,  ground  and  mixed 
spices. 

“Sunseal"  and  sun  and  shield.  (115.184.)  The 
Patent  Cereals  Company.  Geneva  and  New  York. 
For  powdered  shortening,  vanilla  extract  for 


Ks  Pending 

flavoring  foods,  dried  peas,  tomato  catsup,  nut 
Initter,  macaroni,  olives,  dried  prunes  and  canned 
goods,  namely,  blackberry  jam,  condensed  milk, 
corn  syrup,  tomato  soup,  lobster,  sardines,  eorn 
oil.  peaches,  olive  oil,  mustard,  salmon  and  corn. 

“Provincia."  (116.509.)  G.  Amsinck  & Co., 
Inc.,  San  Francisco,  (Sal.  I'or  coffee. 

"Andres.”  (116,512.)  G.  Amsinck  & Co.,  Inc., 
San  Francisco,  Cal.  For  coffee. 

"Tomas."  (116,513.)  G.  Amsinck  & Co.,  Tnc., 
San  Francisco,  Cal.  For  coffee. 

THE  UPLIFT  CORNER 


Helpful  Thoughts  and  Verses  that  Make 
for  Self-Reliance  and  Freedom,  in 
Blending  Sentiment  with 
Business 


LEST  WE  FORGET 
The  tumult  and  the  shouting  dies. 

The  captains  and  the  kings  depart ; 

Still  stands  thine  ancient  sacrifice, 

A humlile  and  a contrite  heart. 

Lord  God  of  Hosts,  he  with  us  yet. 

Lest  we  forget — lest  we  forget ! 

— Killing. 


THE  OPEN  DOOR 

When  one  door  closes  another  always  opens, 
but  we  usually  look  so  long,  so  intently  and  so 
sorrowfully  upon  the  closed  door  that  we  do  not 
see  the  one  that  has  opened. — Jean  Paul  Richter. 


PROCRASTINATION 
I'or  everything  we  leave  undone  we  must 
sooner  or  later  pay  the  bill,  and  we  should  take 
this  into  account  before  we  give  our  orders  to 
Fate. — Ellen  Thorneycroft  Fowler. 
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THE  COFFEE  BUSINESS  IS  BOOMING,  THANK  YOU 
From  a recent  first-hand  survey  of  trade  conditions  in  the  Middle  West  made  by  a 
represemtative  of  this  paper,  it  can  be  stated  that  coffee  roasters,  with  few  exceptions, 
are  rapidly  changing  over  their  businesses  to  the  new  order  of  things  and  adjusting 
their  selling  prices  in  keeping  with  present  market  costs.  Not  in  many  years  have  coffee 
men  been  so  optimistic  of  the  future.  Most  of  them  are  making  money  and  are  likely 
to  continue  to  prosper.  The  only  fly  in  the  ointment  is  the  erratic  coffee  market  and 
its  present  uncertainties.  But  this  is  not  so  much  of  a disturbing  factor  to  those  far- 
sighted merchants  who  anticipate  the  natural  trend  of  trade  events  and  govern  them- 
selves accordingly. 

While  the  trade  has  not  as  yet  shown  a disposition  to  back  up  the  national  coffee 
propaganda  to  an  appreciable  extent,  they  are  showing  a livelier  interest  in  it  as  time 
goes  on  and  they  are  better  sold  on  the  proposition  as  a whole  than  they  ever  were  on 
the  National  Coffee  Week  idea.  

CARL  W.  BRAND,  PRECEDENT  SMASHER 
Six  months  have  sufficed  to  demonstrate  that  Carl  W.  Brand  is  the  most  strenuous 
president  the  N.  C.  R.  A.  ever  had.  He  is  a precedent  smasher.  As  a trade  newspaper, 
it  keeps  us  busy  following  his  activities — now  here  in  New  York,  then  out  on  the 
Pacific  Slope,  next  in  Washington  or  Chicago  or  some  other  intermediate  point.  He 
doesn’t  believe  in  letting  George  do  it.  He  is  doing  great  work  for  his  organization, 
and  already  it  has  resulted  in  an  increased  membership  and  better  co-operation.  True, 
he  has  had  more  secretarial  assistance  than  his  predecessors,  but  this  has  not  prevented 
him  from  taking  off  his  coat,  rolling  up  his  sleeves,  so  to  speak,  and  injecting  into  the 
Association  some  of  the  youthful  pep  and  team  work  which  have  characterized  his 
husiness  career. 

One  thing  we  like  about  Mr.  Brand  is  that  he  is  not  an  opportunist.  He  believes 
in  his  craft,  he  has  confidence  in  his  product  and  he  isn’t  afraid  to  say  so.  He  may 
not  always  he  right,  but  he  is  never  insincere.  Also,  he  has  the  courage  of  his  con- 
victions, as  witness  the  deadly  parallel  membership  poster  which  he  got  up  recently,  on 
one  side  of  which  he  caused  to  be  grouped  newspaper  clippings  slandering  coffee  and  on 
the  other  a sample  coffee  campaign  ad.  In  bold  type  across  the  top  he  asked  the  ques- 
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tion,  ‘*Do  you  want  the  consumers  of  the  United  States  to  know  the  truth  and  facts 
about  coffee?  Would  you  rather  have  them  read  this  or  this?” 

In  circulating'  this  exhibit  among  possible  members,  ^Ir.  Brand  emploNed  in  a lettei 
the  following  membership  argument: 

NO!  These  anti-coft'ee  clippings  reproduced  on  this  poster  circular  do 
not  represent  an  accumulation  over  a long  period  of  time.  You  will  be 
surprised  to  learn  that  these  anti-coffee  clippings  represent  only  a part  ot 
those  that  have  come  to  our  desk  in  less  than  a month  s time. 

Doesn’t  it  appt^al  to  you  that  this  constant  anti-coffee  publicity  placed 
before  the  American  public  day  after  day  needs  this  constructive  National 
Pro-Coffee  Advertising  campaign  to  combat  it? 

We  need  more  members— we  need  more  money— we  nee(l  practical 
coffee  research— but  we  can’t  have  it  without  general  co-operation  of  the 

roasting  industry.  . , , , , 1 n-  . r 

We  want  to  acquaint  the  American  public  with  the  favoralile  effects  of 
coffee  on  ordinarv  human  beings  as  ordinary  human  beings  ordinarily  take 
their  cup  of  coffee.  We  want  to  tell  the  American  public  “the  truth  and 
facts  about  coffee.” 

If  vou  haven’t  as  yet  joined  the  N.  C.  R.  A.,  doesn’t  it  appeal  to  you 
that  if  for  no  other  reason  than  that  of  having  initiated  and  fostered  tins 
big.  broad  constructive  campaign  on  behalf  of  coffee  the  N.  C.  R.  A.  merits 
and  should  have  your  co-operation  ? 

This  is  a real  membership  argument.  It  says  something  that  everyone  who  runs 
may  read.  President  Brand  knows  unfair  competition  when  he  sees  it  and  apparently 
has  no  fear  of  incurring  the  disfavor  of  the  timid  ones  who  think  the  least  said  about 
substitutes  and  newspaper  attacks  on  coffee,  the  better.  The  Association  needs  a fear- 
lessness, and  it  begins  to  look  as  if  iMr.  Brand  was  the  man  to  give  it  a shot  01  two. 
More  power  to  his  elbow  ! 

JAPANESE  CHARGES  AGAINST  AMERICAN  TEA  BUYERS 
The  Shidenoka  SJiinpo  of  May  3 contains  some  serious  reflections  upon  American 
tea  merchants  which  should  not  pass  unnoticed  by  the  trade.  I he  paper  charges  in 
effect  that  for  years  there  has  been  a kind  of  agreement  among  the  American  tea  buyers, 
who  have  usually  traveled  west  across  the  Pacific  each  season  on  the  same  boat,  to 
“bear”  the  market  by  talking  of  dull  trade  in  America,  old  stocks  held  over,  poor  quality 
of  teas  obtainable,  etc.  If,  on  arrival  in  Japan,  they  found  teas  in  plentiful  supply,  it 
was  the  practice  to  retire  to  Nikko,  or  some  other  watering  place,  where,  by  previous 
arrangement,  they  would  meet  to  fix  prices  before  returning  to  the  tea  markets,  which, 
usually,  they  found  demoralized  because,  as  the  SJiinpo  puts  it,  the  Japanese  sellers, 
“distressed  by  the  absence  of  business,  could  do  nothing  but  submit  to  the  circumstances, 
being  without  means  to  hold  out.”  The  paper  notes  that  this  year  the  foreign  tea 
merchants  are  talking  in  the  same  dolorous  strain,  claiming  that  it  is  harder  than  ever 
to  do  business  in  Japan  teas,  and  that  because  of  there  being  so  many  machine-made 
teas  this  year  it  is  not  possible  to  form  an  exact  idea  of  the  American  demand.  All  of 
which  the  SJiinpo  is  inclined  to  view  with  skepticism,  for,  it  argues,  if  it  be  true,  why  do 
the  American  buyers  come  out  so  early?  It  also  reproves  the  Japanese  merchants  for 
submitting  to  these  American  methods,  and  especially  for  lowering  themselves  to  the 
extent  of  giving  the  buyers  a joyous  welcome  and  a pleasant  farewell  when,  as  a matter 
of  fact,  their  politeness  belies  their  real  feelings.  The  conclusion  is:  Beware  of  the 

American  buyers’  “commercial  tact:”  do  not  take  them  entirely  at  their  word. 

Whether  or  not  the  charges  made  against  the  American  tea  buyers  arc  true,  we 
think  they  shouldn’t  be  permitted  to  pass  unnoticed.  If  they  are  true,  such  collusion 
among  the  representatives  of  American  traders  is  to  be  condemned,  because  we  ought 
to  set  a better  business  example  to  our  Japanese  allies,  and  if  we  do  not  do  so  then 
the  tea  men  have  only  themselves  to  blame  if,  eventually,  the  Japanese  merchants  suc- 
ceed in  taking  the  American  tea  business  away  from  them.  It  is  unfortunate  that  the 
Japanese  tea  trade  should  entertain  ideas  like  these  if  they  are  not  so,  particularly  at  this 
time  when  the  Japanese  are  being  asked  to  contribute  to  the  proposed  .American  tea 
advertising  fund.  We’ll  be  glad  to  hear  from  the  trade  with  evidence  tending  to  jjrove, 
the  truth  or  falsity  of  the  SJiinpo’s  charges.  Let  us  have  the  facts. — W.  G. 


At  Portland:  Reading  from  left  to  right,  standing— Percy  Powell,  Powell,  Sanders  & Co.,  Spokane; 

F.  W.  Howell,  Dwight-Kdwards  Co.;  L.  A.  Lewis,  Allen  & Lewis;  W.  C.  Tucker,  broker;  I.  Lang,  Lang 
Co.;  F.  1).  Stephenson,  Wadhams  & Co.;  R.  P>.  Pain,  Tr.,  Closset  & Fevers.  Sitting,  left  to  right— T Durk- 
henner,  Wadhams  X'  Co.;  Leo.  Hahn,  Wadhams  & Co.;  S.  Durkheimer,  Wadhams  & Co.;  A E Digman, 
Closset  X’  Devers;  C.  W.  Prand,  President,  N.  C.  R.  A.;  A.  IT.  Devens,  Closset  & Devers. 


At  San  Francisco:  Reading  from  right  of  Chairman  W.  C.  Hamberger,  Hamberger-Polhemus  Co. — 

Carl  P.rand,  President,  N.  C.  R.  A.;  C.  P.  Lastreto,  Lastreto  & Co.;  R.  Schilling,  Schilling  & Co.;  L.  L. 
.McClellnn,  Hind,  Polph  & Co.;  E.  S.  Swann,  E.  S.  Swann  & Co.;  E.  N.  Pee,  Otis  McAllister  Co.;  M.  f. 
Prandenstein,  M.  J.  Prandemstein  & Co.;  O.  Hoffman,  M.  J.  P>randenstein  & Co.;  J.  J.  Griffin,  Schwartz 
Pros.;  R.  C.  JMason,  Secretary,  Green  Coffee  Association;  Chas.  Haas,  Haas  Pros.;  E.  IT.  O’Prien,  C.  E. 
Pickford  & Co.;  R.  Hills,  Hills  Pros.;  J.  II.  Polhemus,  Hamherger-Polhemns  Co.;  P R Wessel,  Heilman 
Pros.;  Michael  Zobler,  Ruffner,  McDowell  & Purch;  C.  Dietz,  Haas  Pros.;  J.  E.  Duff,  Leon  Israel  & Pros.; 
L-  p-  Cambron,  C.  G.  Cambron  Co.;  E.  J.  Penjamin,  Parrott  & Co.;  S.  Cassinelli,  Jr.,  Leon  Lewin,  E.  A. 
Kahl,  W.  R.  Grace  X:  Co.;  J.  A.  Folger,  j.  A.  Folger  Co. 


At  Del  Monte:  Top  row.  left  to  right — R.  P.  Pain,  Jr.,  Closset  & Devers,  Portland;  Air.  Klauber, 
Klauher-Wangenheim  Co.,  San  Diego;  Mr.  Krafft,  Haas-Paruch  Co.,  Los  Angeles;  Air.  Alexander,  The  Key- 
stone  Co.,  San  Jose;  Mr.^  Alunson,  J.  A.  Folger  X Co.,  San  Francisco;  Air.  Joannes,  Los  Angeles; 
Air.  Elliott,  The  Keystone  Co.,  San  Jose;  Air.  Gibhens,  Eastman-Gibbens  Co.,  Stockton;  Air.  Caswell,  G.  W. 
Caswell  Co.,  San  hrancisco.  Center  row,  left  to  right — Air.  Lombard,  J.  A.  Lombard  Co.,  San  Francisco; 


Mr  Stephenson.  Wadhams  X Co.,  Portland;  Air.  Hartnack,  Wm.  Cluff  Co.,  San  Francisco;  Air.  Drury’, 
1 1 ed!ges-l)Uck  Co.,  Stockton;  Air.  Cofer,  Hills  Bros.,  San  Francisco;  Air.  Ciray,  Gray  Alanufacturing"  Co., 


SOME  P.\CIFIC  COAST  COFFEE  MEN  WHO  MET  PRESIDENT  BRAND 


MISCELLANEOUS  TRADE  NEWS 

^ A Department  Covering  the  Activities  and  Developments  of  the  Manu- 
facturing Tea,  Coffee,  Spice  and  Fine  Grocery  Interests  and  the  Supply  Trades 


MORE  MEMBERS  FOR  N.  C.  R.  A. 

Much  Enthusiasm  Marks  President  Brand’s 
Pacific  Coast  Trip,  and  Several  Local 
Branches  Are  Organized 

D EPORTIXG  on  his  trans-continental  trip  to 
the  Pacific  Coast,  with  several  stops  at  in- 
termediate cities,  President  Carl  W.  Brand,  of 
the  National  Cofifee  Roasters’  Assosiation,  says 
the  meetings  held  in  Del  Monte,  Cal.,  Los  An- 
geles, San  Francisco,  Portland,  Tacoma,  Seattle, 
Denver,  Kansas  City  and  Omaha  drew  roasters 
who  had  never  before  attended  trade  conferences 
of  this  kind,  and  that  many  new  local  branches 
of  the  X.  C.  R.  A.  were  formed. 

President  Brand  left  Cleveland  i\Iay  lo,  re- 
turning June  6,  getting  twenty-three  new  mem- 
bers during  the  trip.  Ten  other  coffee  roasters 
joined  during  May,  making  the  total  membership 
of  the  association  285,  with  good  prospects  of 
soon  passing  the  300  mark.  Largely  increased 
subscriptions  to  the  advertising  campaign  fund 
were  also  secured. 

The  subjects  discussed  at  the  meetings  in- 
cluded such  trade  matters  as  shorter  terms,  uni- 
form discounts,  imprinting  purchase  dates  on 
invoices,  eliminating  advance  notice  of  intention 
to  increase  prices,  uniform  food  laws,  costs  and 
similar  matters  of  interest  to  roasters.  The  Joint 
Coffee  Trade  Publicity  Committee’s  advertising 
plans  were  also  explained  in  detail,  and  President 
Brand  reports  a widespread  interest. 

The  Del  Monte  meeting  drew  representative 
roasters  from  San  Diego,  Los  Angeles,  San  Jose, 
Sacramento,  Stockston,  San  Francisco,  Portland 
and  Spokane.  This  was  the  first  time  in  the  his- 
tory of  the  Pacific  Coast  roasting  trade  that  these 
interests  ever  got  together  in  a sectional  con- 
ference, and  the  results  were  felt  to  be  so  bene- 
ficial that  a similar  meeting  has  been  called  for 
Portland,  Ore.,  in  September  or  October.  Tt  w-as 
also  decided  to  form  local  branches  at  Los  An- 
geles and  Portland,  and  another  that  would  in- 
clude the  roasters  of  Tacoma  and  Seattle. 

p'ollowing  the  meeting  at  Denver  the  roasters 


there  also  started  a local  1)ranch.  Kansas  City 
organized  a local  association  immediately  after 
the  conference,  h\  P.  -Vtha,  of  J.  A.  Folger  & Co., 
l)eing  elected  president.  The  meeting  at  Omaha 
also  resulted  in  the  formation  of  a local,  witii 
I'rank  lloel,  of  the  McCord-I>rady  Company,  as 
president. 

Before  returning  to  Cleveland,  President  IL'and 
stopped  off  at  Cincinnati  to  attend  the  National 
Wholesale  Grocers’  Association  convention,  lie 
also  spoke  to  the  members  of  the  newly-organ- 
ized Cincinnati  local  branch,  which  includes  roast- 
ers from  Southern  Ohio,  Kentucky,  West  Vir- 
ginia and  Indiana,  and  is  headed  by  C.  P.  Stowell, 
of  the  Stowell  Coffee  Company.  Mr.  Brand  told 
the  wholesale  grocers  about  the  national  adver- 
tising campaign,  and  asked  them  to  co-operate 
with  the  roasters  in  their  efforts  to  increase  the 
popularity  and  consumption  of  coffee. 


FOR  BETTER  COFFEE  PUBLICITY 


National  Committee  Urges  Wholesale  Sales- 
men to  Induce  Retailers  to  Make  Coffee 
the  Big  Selling  Specialty 


IN  a recent  bulletin  to  coffee  roasters  and  whole- 
salers the  Joint  Coffee  "Prade  Publicity  Com- 
mittee declared  that  the  big  need  now  is  to  secure 
the  earnest  co-operation  of  retailers  in  making 
the  national  advertising  campaign  a great  suc- 
cess. 'I'he  bulletin  ])ointed  out  that  one  of  the 
most  important  links  between  the  roaster  and 
the  retailer  is  the  wholesale  salesman,  and  urged 
that  each  be  instructed  how  lo  create  dealer 
interest. 

As  an  example  of  how  one  roaster  does  it,  the 
committee  enclosed  a copy  of  the  instructions 
sent  by  a large  house  to  its  roadmen.  After 
pointing  out  the  salient  features  of  the  national 
cani])aign,  the  salesmen  were  told  to  inform  re- 
tail customers  that  “Coffee  is  the  most  important 
staple  among  grocery  items.  Sugar  is  the  largest, 
hut  sugar  holds  no  customer  and  brings  no  other 
trade,  except  when  made  a leader,  while  coffee, 
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once  the  taste  is  suited,  usually  holds  custom 
and  also  draws  custom  for  other  food  articles. 

* Owing  to  quick  turn-over  and  to  its 
unfailing  attraction  of  other  custom  it  (coffee) 
pays  more  dollars  into  the  cash  drawer  for  the 
amount  invested  than  any  other  grocery  item.” 
The  salesmen  were  also  instructed  to  give  the 
dealers  helpful  suggestions  on  how  to  attract 
trade  by  the  counter  and  window  displays,  using 
coffee  in  packages  and  hulk,  posters,  local  and 
national  advertising  matter  and  signs. 


COFFEE  PUBLICITY  IN  ST.  LOUIS 

At  a recent  meeting  of  the  St.  Louis  branch 
of  the  National  Coffee  Roasters’  Association, 
B.  H.  Johnson,  chairman  of  the  local  publicity 
committee,  reported  that  little,  if  anything,  is 
being  done  by  retailers  to  take  advantage  of  the 
national  advertising  campaign  to  promote  the 
sale  of  coffee.  He  urged  the  roasters  and  whole- 
salers to  educate  their  retail  customers  to  the 
opportunity  to  make  the  coffee  business  the  great- 
est selling  specialty  now  before  the  public.  His 
suggestions  include  appeals  to  retail  distributers 
by  means  of  direct  circulars  to  feature  coffee  in 
store  displays  and  advertising,  and  to  offer  hotel 
keepers,  restaurant  men  and  farmers  special 
prices  on  lo-pound  lots  or  over.  Mr.  Johnson  also 
asked  the  roasters  to  get  up  two-  or  three-color 
window  posters  for  the  storekeepers,  and  to  use 
on  their  letterheads  and  bills  such  slogans  as 
‘‘Help  the  Coffee  Campaign,  Do  Your  Part,” 
“Get  the  Coffee  Business  Back  Where  it  Be- 
longs,” and  similar  phrases.  He  believes  much 
can  be  accomplished  if  the  wholesalers’  roadmen 
will  not  only  sell  coffee  but  help  the  distributer 
display  it  properly. 


A COFFEE  INFORMATION  SERVICE 

The  Joint  Coffee  Trade  Publicity  Committee 
has  instituted  an  information  service  which  will 
prepare  data  regarding  the  more  extended  use  of 
coffee  as  a beverage  and  a flavor  for  food  dishes 
for  newspapers  and  magazines  having  so-called 
household  departments.  Coffee  men  in  all  lines 
of  trade  who  wish  to  prepare  booklets,  circulars 
or  advertising  copy  can  also  obtain  information, 
and  without  charge,  and  are  asked  to  send  clip- 
pings and  copies  of  correspondence  and  other 
material  that  would  be  of  service  in  preparing 
the  data,  to  the  Information  Service,  Joint  Cof- 
fee Trade  Committee,  74  Wall  street.  New  York. 

The  information  bureau  is  in  charge  of  Allan 
P.  Ames,  formerly  publicity  man  for  tbe  League 
to  Enforce  Peace,  and  news  editor  for  the  Asso- 
ciated Press  and  the  United  Press  Association. 


KAFFEE-HAG  CORPORATION  SOLD 
Ownership  of  the  Kaffee-Hag  Corporation, 
with  offices  in  New  York  and  factory  at  New 
Brunswick,  N.  J.,  passed  into  the  hands  of  George 
Guild,  of  Cleveland,  Ohio,  when  he  bought  on 
May  20  the  5jOOO  shares  offered  at  auction  by  the 
Alien  Property  Custodian,  and  later  acquired  the 
remainder  of  the  corporation’s  10,000  shares  at 
private  sale.  Kaffee-Hag  has  been  on  the  Ameri- 
can market  for  some  time,  and  has  been  adver- 
tised as  “Not  a substitute,  but  real  coffee  with 
95  per  cent  of  the  caffeine  removed.” 

During  the  coming  year  Mr.  Gund  expects  to 
spend  at  least  $150,000  in  advertising  to  create  a 
national  distribution  for  Kaffee-Hag.  Mr.  Gund 
is  well  known  on  the  Pacific  Coast,  especially  in 
Seattle,  where  he  has  lived  in  recent  years.  He 
has  large  financial  interests  in  the  West,  including 
mines  and  cattle,  and  has  just  returned  to  civilian 
life  after  serving  as  captain  in  the  cavalry  branch 
of  the  United  States  Army. 


MERCK  & CO.  AMERICANIZED 
On  May  9,  8,000  shares  of  the  capital  stock  of 
Merck  & Co.,  New  York,  the  chemical  and  drug 
concern  which  formerly  put  out  decaffeinated  cof- 
fee and  caffein,  were  sold  at  auction  by  the  Alien 
Property  Custodian  for  $3,750,000.  There  are 
io,coo  shares  in  the  company’s  total  stock.  The 
purchaser,  the  McKenna  Corporation,  is  thought 
to  represent  a syndicate  of  bankers  and  also 
brokers  for  Merck  interests  in  this  country. 
Merck  & Co.,  one  of  the  largest  firms  importing 
drugs  and  chemicals  into  this  country,  made  good 
use  of  the  name  of  the  German  firm,  E.  Merck, 
and  sold  between  3,500  and  4,000  different  articles, 
about  a quarter  of  which  the  concern  manufac- 
tured itself. 


CHICORY  HOUSE  CHANGES  HANDS 
Control  of  Heinr.  Franck  Sons,  chicory  manu- 
facturers, Flushing,  N.  Y.,  was  bought  at  the 
xAlien  Property  Custodian’s  auction  on  June  4 
by  David  McMorrin,  of  the  Michigan  Cereal 
Company,  Port  Huron,  Mich.  Of  the  7,000 
shares,  constituting  the  entire  capital  stock  of  the 
firm,  Mr.  McMorrin  acquired  6,250,  together  with 
letters  patent  and  trade  marks  for  $440,000.  It 
is  understood  that  the  business  of  the  firm  will  be 
continued  along  former  lines.  The  new  owner 
is'  expected  to  make  a definite  announcement  of 
his  plans  in  the  near  future. 

HARD  & RAND  REORGANIZED 
The  business  of  Hard  & Rand,  New  York,  one 
of  the  oldest  and  best  known  coffee  importing 
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II  Theodore  Roosevelt  said  || 

** It  is  the  duty  of  every  man  to  devote 
some  of  his  time  to  the  upbuilding  of 
||  the  profession  to  which  he  belongs,** 

If  By  this  token  every  man  who  has  the  best  interest  of  the  wholesale  coffee  |i 
if  roasting  business  at  heart,  every  man  who  believes  in  upholding  its  dignity  || 
II  and  aiding  its  development,  every  man  who  wishes  to  help  his  fellows  and  at  || 
II  the  same  time  promote  his  own  business  ought  to  be  identified  with  the  |l 

II  jgationaI€offeeEoa3ters'9£is;otiation  || 

II  If  you  are  a wholesale  coffee  roaster  and  a non-member  of  the  N.  C.  R.  A.,  || 

II  this  message  is  addressed  particularly  to  you.  || 

II  If  you  wish  to  co-operate  with  the  men  of  your  chosen  following;  if  you  If 
II  desire  to  make  the  most  of  your  present  unusual  coffee  opportunities;  if  you  || 
II  seek  to  benefit  by  contact  with  the  men  of  your  craft;  if  you  wish  to  profit  || 
II  by  the  ideas  and  experience  of  some  of  the  best  brains  in  the  business;  if  you  || 
II  are  on  the  road  to  bigger  things — you  will  want  to  become  a member  of  tlie  il 
II  N.  C.  R.  A.  II 

li  For  Full  Particulars  Address  || 


|j  i^ational  Coffee  J^oasters'  9lS0oeiation  II 

II  FELIX  COSTE,  Manager  CARL  W.  BRAND,  President  || 

II  74  Wall  Street  New  York  || 
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1 louses  in  this  country,  has  been  acquired  Iry  in- 
terests connected  with  the  Mercantile  Bank  of 
tlie  Americas,  also  of  New  York.  The  announce- 
ment made  by  the  coffee  firm  states  that  the 
former  partners,  Joseph  A.  Purcell,  H.  F. 
McCreery,  John  A.  Edmunds,  John  E.  Johnson 
and  W.  F.  Hartranft,  will  incorporate  the  busi- 
ness and  will  be  officers  and  on  the  board  of  di- 
rectors. The  business  will  be  continued  as  before. 
It  is  expected  that  under  the  new  control  the 
Imsiness  will  be  considerably  expanded. 


INFORMATION  FOR  BUYERS 

Pithy  Suggestions  as  to  Where  and  How 
to  Buy  to  the  Best  Advantage 


D UYERS  in  all  branches  of  the  tea,  coffee  and 
^ grocery  business  will  find  it  to  their  advan- 
tage to  read  this  department  every  month.  Only 
items- of  legitimate  trade  news  intended  to  be  in- 
formative and  helpful  to  buyers,  and  all  carefully 
edited,  will  be  published  here. 

A Cooler  Box  for  Salted  Peanuts 
A useful  piece  of  salted  peanut  apparatus  is 
now  offered  by  Jabez  Burns  & Sons,  of  New 
York,  for  treating  a batch  of  the  shelled  peanuts 
after  the  hot-oil  kettle  operation.  It  consists  of 
a tray  with  perforated  false  bottom  (like  a “cooler 
box’’  for  roasted  peanuts),  on  which  the  hot 
goods  are  dumped  from  the  perforated  cooking 
basket.  The  tray  is  mounted  on  iron  legs  at  a 
convenient  height  for  final  discharge  at  barrel 
height  through  an  end  door.  A suction  fan  con- 
nects with  the  enclosed  space  under  the  per- 
forated bottom  and  the  air  drawn  down  through 
the  nuts,  to  which  the  salt  is  applied  by  hand, 
gives  the  desired  cooling  and  drying  effect. 

A Special  Deal  on  Cocoa 
The  Old  Dutch  Mills,  Inc.,  65  Front  street,  New 
York,  announces  exceptional  value  in  cocoa 
packed  in  barrels  and  kegs.  Samples  and  prices 
will  be  sent  on  request.  Inquiries  from  shippers 
and  wholesalers  are  especially  solicited. 

Bulk  Coffee  Fiber  Shipping  Cases 
The  Ilummell  & Downing  Company,  Milwau- 
kee, manufacturer  of  fiber  containers,  has  devised 
a special  type  of  container  for  bulk  coffee  ship- 
ments. It  is  in  reality  two  boxes  in  one — a fiber 
outside  container  and  a corrugated  inside  pack- 
age. The  cases  are  sealed  one  inside  the  other, 
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and  are  made  in  four  sizes,  75,  50,  25  and  15 
pounds  capacity. 

The  boxes  are  solidly  made,  and  the  manufac- 
turer states  that  they  will  carry  much  better  than 
any  single  case,  also,  that  the  trade  will  find  them 
to  be  the  most  satisfactory  package  ever  designed 
for  bulk  coffee  shipments. 


TO  FOSTER  TRADE  WITH  ERANCE 
The  French  American  Banking  Corporation,  an 
alliance  of  the  National  Bank  of  Commerce  in 
New  York,  the  First  National  Bank  of  Boston, 
and  the  Comptoir  National  d’Escompto  do  Paris, 
has  been  incorporated,  with  capital  of  $2,000,000, 
to  foster  trade  between  the  United  States  and 
Erance.  The  new  corporation  has  leased  the 
ground  floor  at  65  William  street.  New  York. 
The  officers  are:  Maurice  Silvester,  president; 

Roger  P.  Kavanagh,  vice-president  and  treasurer ; 
John  E.  Rovonsky,  vice-president;  E.  Abbot 
Goodhue,  vice-president ; Thomas  E.  Green,  sec- 
retary. 

NEW'  MEMBERS  EOR  COEEEE  EXCHANGE 
During  May  the  following  were  elected  to  mem- 
bership in  the  New  York  Coffee  and  Sugar  Ex- 
change: Otto  Glogau  and  Julius  J.  Runge,  Lon- 

don; Jules  Maes,  Frank  L.  Van  Wie  and  Ramiro 
Alfert,  New  York. 


OBITUARY 

S.  J.  McTiernan 

S.  J.  McTiernan,  well  known  among  coffee  men 
as  representative  of  the  Huntley  Manufacturing 
Company,  coffee  ma- 
chinery manufacturer, 
died  at  his  home  in 
Silver  Creek,  N.  Y.,  on 
May  21,  after  a long 
illness.  Mr.  McTier- 
nan for  several  years 
was  manager  of  the 
Huntley  Company’s  St. 
Louis  office,  where  he 
succeeded  in  building 
up  a considerable  fol- 
lowing  among  the 
roasters.  In  Septem- 
S.  J.  McTiernan  went  to 

Silver  Creek  to  become 
general  sales  manager  and  manager  of  publicity, 
succeeding  W.  K.  Miller.  Mr.  McTiernan  had. 
been  associated  with  the  Huntley  Company  since 
1898.  Chicago  roasters  will  remember  him  as 
manager  of  the  Huntley  office  there  in  1917. 
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“The  sovereign  drink  „ 
of  pleasure  and  of  health 

COFFEE 

Whether  or  not  prohibition  prevail, 
we  shall  always  want  — coffee 

Coffee  has  become  the  most  popular  beverage  in  the 
world,  simply  because  it  appeals  to  a natural  taste 
rather  than  to  an  acquired  appetite.  It  serves  both 
as  food  and  drink. 

Public  opinion  is  now,  ever  was,  and  ever  shall  be 
strongly  and  emphatically  in  favor  of  Coffee.  It  is 
approved  by  men  and  women  everywhere — by  all 
classes — by  all  America. 

So,  naturally,  coffee  is  enthroned.  The  good  old-fash- 
ioned coffee-houses  are  already  being  revived,  the  meeting 
place  of  the  millions ; where  men  and  women,  too,  may 
find  rest,  refreshment,  relaxation  and— good  company.^^ 

This  is  an  example  of  the  newspaper  advertising  now  appear- 
ing in  the  big  Coffee  Campaign.  Strong,  timely,  forceful, 
appealing  matter,  strikingly  illustrated.  This  advertising  v/ill 
appear  also  in  the  big  national  magazines. 

Coffee  is  a very  live  issue  these  days.  It  is  receiving  much 
free  publicity.  It  is  being  talked  about — and  romanced  about. 
“Coffee  Rooms”  and  “Coffee  Houses”  are  immediate  possibilities. 

There  are  lively  times  ahead  in  the  Coffee  Trade — big  selling 
times.  Let  us  all  unite  and  boost  coffee — for  our  mutual  good. 

LET  US  CO-OPERATE 

Copyright  1919  by  the  Joint  Coffee  Trade  Publicity  Committee  of  the  United  States. 
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MARKETS  OF  THE  WORLD 


Latest  News  Letters  from  Staff  and  Spe- 
cial Correspondents  in  Foreign  and 
Domestic  Trade  Centers 


OUR  LONDON  LETTER 


The  Latest  News  From  Mincing  Lane  and  the 
Continental  Trade  Centers 

Office  of  The  Tea  and  Coffee  Trade  Journal, 
34  Cranboiirn  Street,  London,  W.  C.  2, 
London,  May  3,  1919. 

/^N  April  30,  the  Chancellor  of  Exchequer  read 
his  budget  speech  to  the  British  House  of 
Commons,  and  the  tea  trade,  in  so  far  as  con- 
cerns Indian  and  Ceylon  descriptions,  was  grati- 
fied to  find  that  the  war-time  duty  of  24  cents 
per  pound  on  Ceylons  and  Indians  will  be  20 
cents  per  pound,  whilst  the  24  cent's  per  pound 
will  remain  for  Chinese,  Java  and  other  non- 
British  produced  teas.  Indian  and  Ceylon  teas 
represent  the  great  bulk  of  the  supplies  of  this 
country.  Furthermore,  the  preference  comes  at 
a time  when,  owing  to  shipping  difficulties,  the 
nation  has  long-  had  to  go  without  China  and  Java 
teas. 

Of  course,  the  new  preference  of  4 cents  a pound 
will  not  affect  the  trade  in  high-class  China  teas. 
China  teas  imported  into  the  country  come  under 
two  heads : ( i ) The  fine  Keemuns,  which  are 

bought  by  dyspeptics  and  connoisseurs,  and  (2) 
the  common  lower  grade  sorts  which  are  obtain- 
able at  about  half  the  price,  and  are  either  ex- 
ported or  used  by  planters  to  reduce  the  pricejo 
customers  who  care  nothing  about  flavor  so  long 
as  the  price  is  the  lowest  obtainable.  These  eheap 
China  grades  may  suffer. 

It  is  argued  that  one  result  of  the  discrimina- 
tion duty  against  teas  grown  outside  the  Em- 
pire will  be  that  British  growers  will  have  keener 
competition  in  foreign  markets.  However,  it  is 
held  that  as  long  as  British  firms  continue  to 
maintain  their  predominant  interest  in  all  the  tea- 
growing industries  of  the  world,  other  than  in  a 


c.omparatively  small  section,  there  need  be  no 
fear  of  loss  of  trade  in  London  through  this  new 
preference. 

The  consumer  of  Indian  and  Ceylon  descrip- 
tions expects  to  get  the  4 cents  a pound  advan- 
tage, and  if  he  does  a good,  cheap  tea  might  once 
more  be  sold  in  this  country  at  48  cents  per  pound. 
This  would  be  a common  blend  of  unbroken  tea, 
while  a sound  Ceylon  tea  could  retail  at  52  cents 
per  pound. 

A side  issue  of  the  discrimination  against  China 
tea  was  mentioned  to  me  by  a tea  expert,  who 
says  that  as  a result  it  is  hoped  that  Sikkim, 
Darjeeling  and  Nepaul  will  use  the  occasion  and 
grow  the  delicate  quality  tea  they  could  within 
the  Empire.  The  highlands  on  the  southern  side 
of  the  Himalayas  are  able  to  produce  exquisite 
tea. 

Total  imports  of  tea  for  the  first  quarter  of 
1919  were  109,101,263  pounds,  and  nearly  33,000,- 
000  pounds  in  excess  of  the  home  consumption. 
Now  that  we  have  built  up  a large  store  of  165,- 
302,000  pounds  of  tea  it  may  be  that  other  produce 
of  Southeastern  Asia  will  obtain  ship  space. 
Sales  for  export  are  still  a feature  of  the  hour. 

The  latest  ballot  of  Indian  and  Ceylon  tea  con- 
cerned 10,000,000  pounds,  against  17,000,000 
pounds  in  the  previous  one.  We  have  now  seen 
the  last  of  the  ballot  system  and  the  public  sales 
are  to  be  resumed  on  May  5. 

Coffee  Trade  Irregular 

Public  sales  of  coffee  were  resumed  on  April 
25,  and  large  supplies  put  forward.  These  met 
an  irregular  market.  About  half  of  the  offerings 
consisted  of  East  Indian,  which  was  a slow  sale 
at  generally  lower  prices,  but  other  descriptions 
met  a fair  demand  at  steady  rates.  Prize  coffee 
is  still  being  offered.  Good  Costa  Rica  has  again 
appreciated  a little  in  its  selling  price  on  spot, 
and  the  very  finest  product  of  Guatemala  is  also 
readily  salable  at  a good  price.  Buyers  can 
secure  good  Brazil,  now  in  effect  the  standard 
ordinary  grade,  at  $23.75  per  112  pounds  for 
March  delivery  next  year.  This  is  an  interesting 
anticipation.  For  delivery  at  any  date  up  to 
September  30  the  price  is  very  much  what  it  is 
for  spot  use.  The  October,  November  and  De- 





PUREST  AND  BEST  BAKING  POWDERS 

Cream  of  Tartar  and  Pure  Phosphate 

Buyers  Private  Brands  at  Attractive  Prices 

Also  High  Grade  Cocoas  undor  Private  Brands 

MANHATTAN  BAKING  POWDER  CO.,  264  Spring  St.,  New  York 
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Back  tke  Coffee 

Publicity  Campaig'n 

With  Sanispoons 

SANISPOONS  offer  coffee  packers  and  distributors  an  inex- 
pensive means  for  capitalizing  the  co-operative  National  Coffee 
Advertising  Campaign.  SANISPOONS  can  be  made  an  impor- 
tant link  in  your  sales  plans  for  the  coming  year. 

Spoons  are  an  indispensable  adjunct  to  coffee  making.  Con- 
sequently, the  SANISPOON  is  intimately  associated  with  coffee. 
There  are  many  ways  in  which  these  spoons  can  be  profitably 
linked  up  with  your  brands  and  to  the  National  Coffee  Campaign. 

Wherever  coffee  is  consumed  there  is  a place  for  SANISPOONS : 
in  the  home — in  the  restaurant — the  food  show — the  church  sup- 
per— the  picnic — the  testing-room — etc.  And  don’t  overlook  its 
possibilities  as  a measuring  device  and  a means  for  promoting 
correct  coffee  brewing  principles. 

SANISPOONS  is  a sanitary,  serviceable  spoon;  made  from 
pure  fibre.  It  is  so  inexpensive  that  it  need  be  used  but  once. 

Let  us  tell  you  more  about  this  twentieth  century  coffee  ad- 
vertising specialty  and  how  it  can  be  made  to  fit  in  with  your 
sales  plans.  Samples  and  prices  upon  request. 

SANISPOON  SALES  CO.,lNC. 

Sanispoon  in  glassine  envelope,  space  for  advertisement  on  envelope 


Ibotel  riDcHlpiu 
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cember  prices  are  unsettled,  hut  a little  in  buyers’ 
favor.  Coffee  imports  for  the  first  quarter  of  the 
year  were  175,261  hundredweights  (of  112  pounds 
each),  against  a home  consumption  of  75,101 
hundredweights  and  permitted  exports  of  45,768 
hundredweights.  Stocks  are  returned  at  660,000 
hundredweights,  which  is  much  below  the  large 
reserves  of  a year  ago,  but  materially  above  the 
quantity  in  1914. 

Tea  Exporters  Win  War  Case 

Last  month  the  King’s  Bench  Division  handed 
down  a decision  in  favor  of  McMeekin  & Co., 
tea  exporters,  of  Lime  street,  London,  who  were 
defendants  in  a case  in  which  the  Crown  claimed 
penalties  of  $180,375  on  86  counts,  representing 
treble  the  value  of  241,941  pounds  of  tea  shipped 
between  November  5,  1915,  to  January  8,  1916,  to 
C.  J.  Caroe,  of  Copenhagen.  The  case  for  the 
Crown  was  that  the  defendants  had  failed  to  pro- 
duce satisfactory  evidence  that  the  tea  would  not 
reach  an  enemy  country,  and  that  they  had  not 
taken  all  reasonable  steps  to  secure  that  the  ulti- 
mate destination  of  the  goods  should  be  the 
country  mentioned  in  the  declarations  made  by 
them  before  shipment. 

During  the  trial  it  was  shown  that  the  de- 
fendants had  acted  in  good  faith  and  had  received 
guarantees  from  Caroe  that  the  tea  would  not 
be  re-exported  to  enemy  countries.  While  the 
court  thought  McMeekin  & Co.  should  have  asked 
Caroe  to  whom  he  was  going  to  sell,  judgment 
was  rendered  in  favor  of  the  defendants. 

Thomas  Reece. 


BRAZIL’S  COFFEE  TRADE  IN  1918 
[from  a staff  correspondent] 

Rio  de  Janeiro,  April  16,  1919. — Of  the  7, 433,020 
bags  of  coffee  exported  during  the  calendar  year 
1918,  72,6  per  cent  were  shipped  at  Santos,  22  per 
cent  at  Rio,  4.6  per  cent  at  Victoria,  0.7  per  cent 
at  Bahia,  and  24,000  bags,  or  0.2  per  cent,  at  all 
other  ports,  inclusive  of  Pernambuco. 

Of  the  7,433,000  bags,  61.8  per  cent  was  taken 
by  the  United  States  and  Canada,  26.4  per  cent  by 
Europe,  7.7  per  cent  by  South  American  repub- 
lics, 3 per  cent  by  South  Africa,  i.o  per  cent  by 
Mediterranean  and  North  Africa,  and  o.i  per  cent 
by  Japan  and  other  countries.  Fazenda. 
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DOMINICAN  CACAO  CROP  LARGE 

Planters  Predict  an  Unusually  Big  Harvest 
This  Year,  and  With  High  Prices 
Look  for  Prosperous  Season 

[special  correspondence] 

Puerto  Plata,  Alarch  21,  1919. 

I T appears  likely  that  there  will  be  a large  yield 
of  cacao  this  year.  The  principal  area  de- 
voted to  this  crop  lies  between  Santiago,  toward 
Moca,  La  Vega,  and  on  to  Sanchez,  the  port  from 
whieh  most  of  the  cacao  from  this  State  is  shipped. 
With  a prospective  harvest  greater  than  normal, 
and  with  the  present  high  prices,  the  growers 
should  have  a very  prosperous  year  and  recover 
from  the  poor  year  of  1917,  when  they  had  to  ac- 
cept as  low  as  5 cents  a pound  for  their  com- 
modity; at  present  the  local  price  is  about  12 
cents  a pound. 

Shipments  from  the  northern  part  of  the 
Dominican  Republic  to  the  United  States  for  the 
past  two  years  have  been  between  forty  and  fifty 
million  pounds  annually,  and  this  quantity  repre- 
sents the  bulk  of  the  crop,  as  a very  small  quan- 
tity is  used  locally.  Exports  to  other  countries 
have  lieen  reduced  to  a minimum  on  account  of 
the  lack  of  transportation. 

A crop  of  50,000,000  pounds  or  more  at  prevail- 
ing prices  would  bring  prosperity  to  the  large  sec- 
tion devoted  to  the  produetion  of  this  crop,  and 
would  tend  to  increase  the  buying  capacity  of  the 
whole  of  the  district.  Cacao  and  tobacco  are  the 
two  articles  upon  which  the  population  depends 
almost  entirely,  so.  imports  vary  as  the  value  of 
these  crops  is  large  or  small,  as  most  of  the  peo- 
ple have  no  reserves  to  carry  them  over. 


FIRST  BAHIA  CACAO  CROP  LATE 
[special  correspondence] 

Bahia,  Brazil,  March  24,  1919. — The  cacao 
crop  for  the  year  1919-20  is  estimated  at  800,000 
bags  of  132  pounds  eaeh.  There  is  a possibility 
of  1,000,000  bags  if  conditions  remain  favorable. 
The  first  crop  will  be  small  and  late.  This  usually 
indicates  that  the  second  crop  will  be  heavy.  The 
quality  will  depend  upon  the  weather.  The  pres- 
ent market  price  is  ii  to  15  cents  per  pound. 


NEW  YORK  BAKING  POWDER  CO.,  Inc.  (of  Delaware)  ALBANY,  N.  Y. 

MANUFACTURERS  OF  HIGH  GRADE  BAKING  POWDERS 
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Let  me  try  some  of  that.” 


‘‘Yes,  it  is  an  attractive  package.  And  yet  the  Blank 
people  aren’t  spending  nearly  so  much  on  their  packing 
now.  And  they’re  offering  only  one-pound  units.  So, 
by  merely  ordering  a little  more  frequently,  you  can  get 
their  coffees  even  stronger  and  fresher  than  before.” 

It  is  true  that,  today,  the  housewife  demands  value  in  foodstuffs  rather 
than  in  an  elaborate  and  expensive  container. 

But  the  housewife  is  by  no  means  dead  to  the  appeal  of  a package’s 
decoration.  The  attractive  article,  as  always,  will  catch  her  eye — and 
thereby  give  the  contents,  through  their  intrinsic  value,  a fighting  chance 
to  hold  her  favor. 

No  conceivable  value,  with  indifferent  presentation,  stands  a fair  chance 
against  the  same  value  in  attractive  “dress.’ 

The  demand,  then,  is  for  an  inexpensive,  practical  container  which 
through  its  materials,  its  trim  manufacture  and  its  decoration  constitutes 
a positive  selling-force  in  spite  of  its  low  cost. 

^he  UNION  DUPLEX  BAGS  and  ^he  UNION  DUPLEX 
SACKS  are  just  such  containers. 

UNION  BAG  & PAPER  CORPORATION 

{Name  of  the  Nearest  Selling  Agent  upon  request) 
PRINCIPAL  OFFICES  - WOOLWORTH  BUILDING  - NEW  YORK  CITY 
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JAPAN’S  NEW  TEA  CROP 


Leaf  and  Cup  Qualities  Are  Poor,  While 
Supplies  Are  Scarce  and  Are  Held 
at  High  Prices 

[special  correspondence] 

Shidzuoka,  May  12,  1919. 
have  another  poor  crop  of  Japan  teas  to 
''''  work  with,  poorer  in  both  cup  and  leaf,  and 
so  far  as  offered,  scarcer  in  quantity  and  higher 
in  price  than  last  year. 

Pickers  are  hard  to  get  this  year  at  60  sen  a 
day,  and  speeding  up  of  the  picking  (with  oc- 
casional resort  to  hedge  shears)  accounts  for  the 
preponderance  of  stems;  substitution  of  ma- 
chines in  place  of  hand  labor  in  steaming,  bruis- 
ing, rolling  and  first  firing  of  the  raw  leaf  ac- 
counts for  part  of  the  poor  cup  quality,  and  the 
exhausted  conditions  of  the  under  fertilized 
gardens  account  for  the  balance  of  failing  qual- 
ity, with  perhaps  some  blame  to  be  attributed 
to  the  sea  salt  spray  carried  to  the  gardens  by  the 
ty])hoon  of  last  October,  which  killed  the  weather 
side  of  the  bushes. 

There  are  practically  no  really  choicest  and 
fancy  teas  in  the  crop.  Just  culling  out  a few 
piculs  here  and  there  of  barely  perceptible  dif- 
ference and  asking  absurdly  fancy  prices  does 
not  make  fancy  teas  of  them. 

Nothing  in  the  above  has  any  bearing  or  con- 
nection with  low  grades  or  later  crops  except  the 
cost  of  labor,  which  will  remain  the  same.  The 
stocks  of  unsold  teas  in  America  and  the  exces- 
sive proportion  of  poor  quality  teas  in  this  crop 
present  different  factors  which  will  govern  the 
market  for  low  grades  and  later  crop  teas. 

What  effect  a cable,  faithfully  reporting  these 
local  market  conditions,  will  have  on  the  Ameri- 
can special  orders  awaiting  execution  depends  on 
the  temperament,  nerve  and  long  vision  of  the 
concerned  ; and  what  effect  such  a crop  and  range 
of  cost  will  have  on  the  total  export  for  this 
season,  and  on  the  permanent  foreign  demand  for 
Japan  teas  in  future  seasons,  is  matter  of  grave 
concern  for  the  Japanese. 

d'here  is  no  market  to  quote.  To  meet  sellers’ 


I 

June,  1919 

demand' would  make  C.  I.  F.  2 to  10  cents  above  • 
last  year,  and  quality  cannot  be  matched  at  that. 


CHICAGO  NEWS  LETTER 

Activities  of  the  Trade  in  the  Windy  City  and 
Vicinity  as  Seen  by  Our  Correspondent 


Chicago,  June  2,  1919. 

'^HE  local  tea  market  is  in  a turmoil  because 
^ of  the  high  prices  initiated  at  the  opening  of 
the  Japanese  market  May  10.  The  high  level  es- 
tablished was  sufficiently  above  that  of  the  last 
season’s  to  cause  some  confusion  at  the  outset, 
and  the  steady  advance  since  has  complicated 
affairs  even  more.  Demand  here  for  the  highest 
grades  is  firm,  and  prices  for  the  medium  and 
lower  grades  are  easy  in  comparison  with  those 
for  the  top  lines.  Local  dealers  report  that  many 
teas  of  the  better  character  have  changed  hands 
in  the  last  two  weeks.  The  new  teas  are  regarded 
as  poor  in  style. 

A variety  of  sentiment  concerning  the  imme- 
diate future  of  the  coffee  market  is  expressed  by 
local  merchants.  The  recent  Associated  Press 
dispatch,  stating  that  coffee  had  advanced  7 cents  *, 
in  one  day,  is  looked  upon  in  some  circles  as 
“highly  undesirable  propaganda  from  the  roast-  ] 

ers’  point  of  view.”  There  has  been  an  enor-  ' 

mous  demand  for  coffee  within -the  last  month,  , ' 

and  it  is  felt  by  some  that  this  condition  is  due  , 

to  the  fact  that  both  the  dealers  and  the  con-  i 

sumers  are  hoarding  against  further  advance.  ■ 

This  condition  of  the  market  is  considered  arti- 
ficial and  undesirable,  especially  in  view  of  the 
small  amount  of  coffee  afloat  and  the  small  a 

amount  at  present  available  in  this  country.  In  *• 

other  quarters,  however,  we  hear  that  everything  ] 

in  the  coffee  prospect  is  to  the  advantage  of  the  | 

roaster,  and  that  there  are  no  particular  indica-  j 

tions  of  hoarding.  No  further  increase  in  the  ] 

demand  is  expected,  and  the  chances  for  more  ‘ 

supplies  are  thought  ’to  be  good.  It  is  generally 
agreed  that  it  is  an  even  break  as  to  whether 
coffee  will  go  up  or  down.  9 

R.  W.  McCreery,  of  the  Western  Grocer  Mills, 
Marshalltown,  la.,  was  the  principal  speaker  at 
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a meeting  of  the  Chicago  Coffee  Roasters’  Asso- 
ciation on  May  27.  The  bondage  of  precedent  is, 
in  his  opinion,  the  chief  danger  confronting  the 
coffee  man  to-day.  “Break  away  from  round 
figures,”  he  said.  “The  coffee  merchant  has  al- 
ways been  afraid  of  the  penny,  and  has  waited 
until  the  costs  advanced  sufficiently  to  warrant  a 
raise  of  at  least  5 cents.  He  must  forget  this 
fear.  The  only  policy  that  can  keep  the  coffee 
business  going  with  conditions  as  they  are  is  a 
system  of  prices  based  on  an  absolute  estimation 
of  the  actual  cost  of  production.  Whatever  that 
cost  may  be,  the  coffee  man  must  charge  enough 
for  his  product  to  cover  his  expenses  and  to  in- 
sure a decent  profit.”  In  the  discussion  that  fol- 
lowed Mr.  McCreery’s  speech,  it  was  brought 
out  that  retail  grocers’  coffee  sales  for  the  month 
of  May  exceeded  those  of  any  previous  month 
in  their  history.  E.  j_  Q 


COFFEE  FROM  BRAZIL  LAST  YEAR 

In  an  analysis  of  the  foreign  trade  of  Brazil 
during  1918,  the  American  vice-consul  at  Rio  de 
Janeiro,  Augustus  I.  Hasskarl,  says  that  the  re- 
duced exports  of  coffee  are  attributable  largely  to 
war  conditions,  the  chief  reason  being  lack  of 
bottoms  and  the  import  restrictions  imposed  by 
the  Allied  countries.  The  very  severe  frosts 
which  destroyed  millions  of  coffee  trees  in  June 
also  sent  prices  soaring  and  greatly  restricted  the 
movement  of  this  staple.  Notwithstanding  this 
reduction,  34  per  cent  of  the  total  exports  from 
Brazil  in  1918  consisted  of  coffee. 

As  in  the  past,  coffee  continued  to  be  the  princi- 
pal article  of  export,  in  spite  of  a great  decline 
in  tonnage  shipped  during  1918.  Coffee  exports 
since  1913  has  been:  In  1913,  13,268,000  sacks; 

in  1915,  17.061,000  sacks;  in  1916,  13,039,000  sacks; 
in  1917,  10,606,000  sacks;  in  1918,  7,433,000  sacks. 


TEA  EXPORTS  DURING  MARCH 
[from  a staff  correspondent] 
Washington,  D.  C.,  June  2,  1919. — According 
to  figures  compiled  by  the  Department  of  Com- 
merce exports  of  tea  from  the  United  States  dur- 
ing March  amounted  to  375,411  pounds,  valued 
at  $156,398.  Lamm. 


NEW  ORLEANS  LETTER 


News  of  the  Trade  in  the  “Logical  Port”  as 
Gathered  by  Our  Correspondent 

New  Orleans,  May  31,  1919. 
YJ^HILE  the  coffee  market  has  been  active 

^ here  all  month,  the  local  and  interior  trade 
has  not  been  especially  large.  Lack  of  additional 
arrivals  of  Brazil  coffee  has  made  it  hard  to  fill 
some  orders  for  special  grades,  and  fluctuations 
in  prices  have  rendered  connections  between 
dealers  and  interior  buyers  difficult,  prices  chang- 
ing before  orders  can  be  consummated. 

About  150,000  bags  are  afloat  for  this  port.  The 
stock  of  Victorias  has  been  exhausted,  except  a 
small  supply  held  by  one  firm,  which  has  been 
quoted  as  high  as  2i>^  cents.  Rio  7s  have  been 
quoted  at  21 cents  and  Santos  4s  at  24 cents, 
top  prices  to  date. 

Coffee  roasters  report  a good  business,  but 
owing  to  high  green  coffee  costs  they  have  been 
obliged  to  advance  their  prices  further,  an  ad- 
dition of  3 cents  being  made  May  26  following 
one  of  2 cents  at  the  end  of  April. 

The  advances  in  green  coffee  are  generally 
ascribed  here  to  the  control  of  the  situation  by 
Brazil  and  the  determination  to  make  the  most 
of  it.  The  rapid  increases  have  been  detrimental 
to  the  roasted  coffee  business,  forcing  higher 
charges  and  slowing  up  business.  Green  coffee 
men  have  been  obliged  to  meet  the  advances,  but 
report  that  some  sales  have  been  held  up  by  diffi- 
culty in  adjusting  trades  to  the  situation. 

Mild  coffee  has  advanced  sharply  here,  Bogotas 
selling  as  high  as  30!^  cents  to  date  and  likely 
to  go  higher,  with  all  varieties  following,  with 
Cucutas  24^2  and  26 ; Guatemalas,  26  and  28 ; 
fancy  washed  Mexicans,  27  and  28;  fair  to  good 
Mexicans,  26  and  27;  unwashed  Mexicans,  24 
and  24k^ ; Haitis,  23  and  24pj ; Honduras,  23 
and  24H.. 

Arrivals  of  mild  coffee  have  not  been  large. 
Better  connections  in  shipping  with  Central  Am- 
erican countries,  however,  are  expected  to  cause 
better  imports.  Venezuela  has  established  a regu- 
lar consulate  here ; and  although  coffee  dealers 
stated  that  so  far  no  direct  increase  in  coffee 
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imports  from  that  country  are  indicated,  it  is 
anticipated  that  trading  will  increase  and  that 
exports  to  that  country  will  be  matched  by  im- 
ports here  of  coffee  and  other  products. 

d he  organization  of  the  valley  trade  through 
the  Mississippi  Valley  Association  also  is  likely 
to  bring  about  increased  business  with  all  the 
tropical  countries,  and  develop  increase  in  coffee 
and  tea  imports  direct  through  New  Orleans. 
The  problem  first,  is  ships,  and,  second,  sale  of 
goods  through  the  port  to  those  countries  in 
volume  sufficient  to  develop  reciprocal  buying,  so 
that  all  lines  of  trade  will  receive  an  impetus. 

The  plan  for  a free  port  at  New  Orleans  is  one 
of  the  first  developments  of  the  new  movement, 
and  the  promise  of  St.  Louis  business  men  to 
charter  or  buy  ships  for  carrying  cargoes  of  the 
valley  out  of  the  Mississippi  River  is  a further 
indication  of  new  business. 

Tea  dealers  here  report  all  grades  in  the  local 
market  are  selling  readily  at  3 to  4 cents  above 
offerings  of  a month  ago.  Atlanta,  Birmingham 
and  Memphis  show  good  trade  conditions,  not 
only  in  tea  but  in  coffee  and  all  food  stocks. 

The  death  recently  of  Maurice  Stern  took  from 
business  and  social  circles  in  New  Orleans  one 
of  their  leading  characters.  Mr.  Stern,  head  of 
the  big  cotton  house  of  Lehman,  Stern  & Co.,  was 
also  connected  with  banking  and  other  business, 
and  was  a member  of  the  Cotton  Exchange,  Board 
of  Trade,  Association  of  Commerce,  -and  other 
business  organizations  here  and  of  the  New  York 
Coffee  and  Sugar  Exchange,  New  York  Cotton 
Exchange  and  other  national  trade  bodies. 

R.  S.  Tucker,  sales  manager  of  Carter,  Macy 
& Co.,  spent  several  days  here  last  week.  He  said 
he  expects  further  advances  in  tea  prices. 

E.  K.  Pelton,  Sr. 


NEW  SHIP  LINE  FOR  NEW  ORLEANS 
A monthly  freight  service  between  New  Or- 
leans and  seven  ports  on  the  west  coast  of  South 
America,  via  the  Panama  Canal,  has  been  an- 
nounced by  the  New  Orleans  & South  American 
Steamship  Company,  a subsidiary  of  W.  R.  Gra'  e 
& Co.  The  first  vessel  will  sail  from  New  Or- 
leans early  in  June,  and  will  touch  at  ports  in 


Peru,  Ecuador  and  Chile.  As  business  grows 
the  intervals  between  sailings  will  be  reduced 
and  the  number  of  vessels  increased. 


THE  NEW  YORK  MARKETS 

Special  Market  Reviews  for  **The  Tea  and 
Coffee  Trade  Journal” 

New  York,  June  3,  1919. 

A T the  beginning  of  May  the  market  for  Bra- 
zilian coffee  was  still  characterized  by  great 
activity  and  buoyancy.  Then  ensued  a period  of 
comparative  quietude  and  prices  reacted  slightly, 
but  still  later  business  again  became  spirited  and 
prices  rose  to  the  highest  levels  seen  since  1887. 
It  was  early  apparent  that  the  high  levels  reached 
had  served  to  check  the  demand  somewhat,  and 
it  seemed  as  though  most  of  the  buying  element 
was  disposed  to  hold  aloof,  doubtless  on  the 
theory  that  their  withdrawal  might  cause  sellers 
to  moderate  their  bullish  ideas  to  some  extent 
at  least.  Another  reason  for  the  slowing  down 
was  the  fact  that  assortments  were  poor  of  the 
kinds  most  wanted,  and  that  much  of  the  local 
stock  was  not  available  for  sale  owing  to  unsat- 
isfactory handling  and  storing  conditions.  De- 
sirable selections  of  Santos  were  scarce  and  Rios 
better  than  No.  6 were  practically  unobtainable. 

The  indifferent  attitude  adopted  by  the  buying 
element  was  cqnsidered  by  no  means  strange,  as 
it  was  generally  agreed  that  the  heavy  purchases 
and  large  warehouse  deliveries  in  April  had  re- 
sulted in  a material  enlargement  of  the  invisible 
supply.  Moreover,  it  was  evident  that  demand 
from  consumers  was  less  active,  it  being  the 
opinion  that  the  majority  had  stocked  up  liber- 
ally, having  been  alarmed  by  the  prediction  that 
roast  coffee  would  go  to  50  cents  a pound. 

Possibly  this  apathy  among  buyers  was  partly 
responsible  for  a slight  recession  in  values,  which, 
however,  was  not  over  14  cent  on  the  average. 
Another  reason  for  the  temporary  setback  was 
the  sharp  drop  in  future  contracts,  which  in  turn 
was  based  on  rumors  that  the  Sao  Paulo  Gov- 
ernment was  endeavoring  to  sell  its  holdings  of 
slightly  over  3,oco,oco  bags.  For  a time  such 
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Over  2,000,000  Families 
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action  seemed  entirely  probable,  especially  as  the 
coffee  is  now  worth  over  three  times  the  price 
paid  for  it,  representing  a profit  to  the  Govern- 
ment of,  roughly,  $20,000,000.  Moreover,  it  was 
argued  that  with  the  first  movement  of  the  new 
crop,  less  than  a month  away,  some  effort  would 
be  made  to  dispose  of  this  huge  accumulation. 
The  impending  new  crop  movement,  it  was  im- 
agined, would  have  a particularly  depressing 
effect  in  Rio,  where  it  is  believed  that  the  new 
cup  may  be  over  3,500,000  bags,  with  possibly 
1,000,000  bags  of  the  old  crop  still  to  come  for- 
ward. The  idea  that  Rio  might  weaken  suddenly 
was  partly  confirmed  by  reports  that  a good  block 
had  been  sold  in  the  cost-and-freight  market  at 
a reduction  of  ^ cents.  It  was  subsequently 
stated  that  the  Sao  Paulo  Government  would 
sell  only  sparingly  to  relieve  any  acute  scarcity  of 
certain  grades,  and  that  these  offerings  would 
cease  if  the  market  became  unduly  depressed. 
This  was  followed  by  a stronger  tone  in  the  local 
market,  as  well  as  in  Brazil,  prices  going  to  new 
high  levels.  Santos  grades  here  are  up  about 
2 cents  in  the  month,  while  Rios  and  Victorias  are 
up  1)4,  to  i]/\  cents.  Cost-and-freight  quotations 
do  not  show  the  same  gains,  buyers  showing  little 
interest  in  direct  business  at  the  higher  levels,  as 
they  were  able  to  secure  fairly  large  quantities 
from  resellers  at  attractive  concessions. 

The  renewed  activity  toward  the  end  of  the 
month  was  confined  largely  to  importers  and 
jobbers.  Interior  buyers,  as  a rule,  remained 
aloof,  because  of  the  advance  and  the  difficulty 
of  security  desirable  selections.  In  addition,  it 
was  stated  that  many  large  buyers  were  being 
liberally  supplied  by  direct  imports.  Although 
local  traders  kept  busy,  the  amount  of  coffee 
involved  was  not  particularly  large.  Indeed,  it 
was  said  that  most  of  the  business  merely  repre- 
sented “swapping  jackets,”  numerous  lots  being 
sold  and  resold  several  times  owing  to  the  lack 
of  an  ample  suply  to  work  with. 


Despite  the  approach  of  the  new  crop  season 
and  the  uneasiness  in  some  quarters  regarding 
the  ability  of  Brazil  to  hold  out  for  present  ar 
higher  prices,  some  conservative  traders  do  not 
look  for  lower  prices  in  this  market  for  some 
time  to  come.  While  they  are  prepared  for  the 
customary  mid-summer  dullness,  which  may  be 
more  marked  than  usual  this  year  because  of  the 
heavily  stocking-up  alluded  to  above,  they  argue 
that  when  the  demand  does  revive  early  in  the 
fall  it  will  be  discovered  that  importers  have  not 
bought  enough  recently  to  cover  future  require- 
ments. They  point  to  the  fact  that  the  New  York 
stock  on  June  i was  only  444,159  bags,  while  New 
Orleans  had  only  144,500  bags,  and  there  were 
only  379,000  bags  afloat,  making  a total  of  only 
967,659  bags,  against  2,211,046  a year  ago,  and 
2,249,529  two  years  ago.  A month  ago  our  supply 
here  and  afloat  amounted  to  1,286,520  bags.  The 
decrease  of  over  300,000  bags  in  the  month  was 
partly  owing  to  the  fact  that  deliveries  were  again 
large,  578,293  bags,  while  the  arrivals  were  much 
smaller,  only  426,432  bags.  The  quantity  afloat 
also  showed  marked  reduction,  as  labor  troubles 
in  Santos  interfered  with  shipments. 

Milds  Again  Active  and  Strong 
Activity  and  buoyancy  have  continued  as  the 
principal  features  in  the  market  for  mild  coffees. 
Advances  have  been  irregular,  but  on  the  average 
prices  are  up  .about  3 cents  in  the  month,  reach- 
ing the  highest  levels  in  many  years.  Despite  the 
advance  demand  has  remained  active,  and  while 
some  ■ dealers  reported  the  largest  turn-over  on 
record  they  state  that  they  could  have  done  much 
more  had  supplies  been  adequate.  There  was  a 
marked  scarcity  of  varieties  most  wanted,  some 
kinds  being  virtually  unobtainable,  especially 
washed  grades.  Stocks  were  sharply  reduced, 
the  total  for  all  ports  on  June  i being  385,482 
bags,  against  483,968  on  May  i and  701,615  a 
year  ago.  This  was  by  no  means  astonishing,  as 
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deliveries  were  extremely  large,  418,632  bags  (in- 
cluding nearly  ico,oco  for  export),  while  arrivals 
were  below  the  normal  for  this  season,  only 
320,146  bags.  There  seems  to  be  no  likelihood 
of  any  decline  of  moment  in  the  near  future,  as 
import  buying  for  future  shipment  has  been 
seriously  curtailed,  owing  to  the  strong  views 
of  holders  in  South  and  Central  America,  where 
Europe  has  evidently  been  buying  freely. 

The  Tea  Market 

Newspaper  stories  to  the  effect  that  the  tea 
trade  has  been  enjoying  the  greatest  boom  ever 
known  are  generally  described  as  rank  exag- 
gerations, but  according  to  some  of  the  most  con- 
servative men  in  the  trade  the  month  of  May 
was  undoubtedly  the  most  satisfactory  that  has 
been  experienced  in  several  years.  Moreover, 
the  buying  is  said  to  be  for  legitimate  trade  pur- 
poses. All  classes  of  buyers  in  every  State  have 
displayed  keen  interest  in  virtually  all  kinds  of 
tea,  and  the  fact  that  many  of  the  orders  are  of 
the  “rush”  variety  indicates  the  urgency  of  the 
demand.  Export  demand  has  also  been  brisk, 
especially  for  Congous,  Ceylons  and  Indias. 
Freight  room  has  continued  inadequate,  and  rates 
are  about  twice  as  high  as  they  were  two  months 
ago;  nevertheless,  many  thousands  of  chests  have 
been  shipped  to  London,  Holland,  Scandinavia 
and  France.  Formosas  have  been  shipped  in 
much  larger  quantities  than  had  been  thought 
possible  months  ago.  European  buyers  have 
taken  unusually  large  quantities  of  green  teas  in 
this  country,  whereas  they  generally  buy  most  of 
this  description  for  direct  shipment. 

The  market  in  Japan  opened  from  5 to  15  cents 
higher  than  last  year.  Indeed,  it  was  stated  that 
extra  choice  basket-fired  showed  an  advance  of 
TOO  per  cent,  owing  to  crop  damage,  the  first  crop 
being  reported  as  30  per  cent  short.  Basket-fired 
Japans  sold  recently  at  34  cents,  whereas  about 
a month  ago  they  were  unsalable  at  25  cents,  while 
hand-fired  are  now  30  cents  or  more,  a gain  of 


at  least  9 cents  in  a month.  Formosa  reported 
shipments  of  cargo  teas  contracted  for  a long 
time  ago  at  22j^  and  23  cents,  against  18  and  19 
cents  last  year.  This  is  partly  due  to  the  sharp 
advance  in  silver,  which  is  now  worth  about  $1.1 1. 
On  the  pre-war  basis  of  45  cents  for  silver,  For- 
mosas generally  sold  from  14  to  16  cents.  Owing 
to  the  increased  cost,  Formosa  buyers  in  the  Far 
East  agreed  a month  ago  not  to  do  business  until 
June.  It  is  not  presumed  that  business  is  now 
being  done  at  the  higher  prices.  In  the  local 
market  possibly  a few  small  lots  might  be  bought 
Kl  20  cents,  whereas  fairly  large  blocks  were 
secured  a month  ago  from  16  to  17  cents.  Advices 
from  Ceylon  late  in  May  stated  that  auction  sales 
had  been  abandoned  owing  to  exchange  diffi- 
culties and  the  refusal  of  banks  to  accept  time 
drafts.  Prices  there  were  up  3 to  5 cents  owing 
to  the  silver  situation.  Exchange  on  Colombo 
was  quoted  nominally  at  42  cents,  there  being 
nothing  offered,  whereas  the  normal  price  is  33 
cents.  Ceylons  in  the  local  market  range  from 
30  to  55  cents,  against  25  to  50  cents  about  a month 
ago.  The  market  in  Hankow  has  opened  with 
prices  fully  5 cents  above  our  quotations  for 
Congous.  People  in  close  touch  with  the  Far  East 
state  that  large  quantities  of  India,  Ceylon  and 
Javas,  and  the  remainder  of  the  old-crop  greens 
and  Congous,  have  been  bought  for  shipment  to 
Europe  at  prices  far  above  those  current  here. 
As  another  example  of  the  almost  unprecedented 
strength  of  exchange  rates  in  silver  countries,  it 
is  stated  that  exchange  on  China  is  now  about 
126. 

The  feeling  as  to  the  future  is  generally  con- 
fident. As  a rule,  distribution  has  kept  ahead 
of  imports,  and  well-informed  traders  believe 
that  warehouse  stocks  are,  roughly,  half  of  a 
normal  pre-war  total.  Stocks  of  Formosas  are 
the  only  ones  in  excess  of  normal,  but  these  are 
being  steadily  reduced.  As  an  indication  of  the 
scarcity  of  some  other  varieties,  it  is  reported 
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tliat  there  has  been  a great  deal  of  trading  be- 
tween various  importers,  some  of  whom  were  in 
urgent  need  of  certain  descriptions  to  fill  orders. 
It  was  the  general  impression  that  none  of  this 
buying  was  of  the  speculative  kind. 

Further  Improvement  in  Spices 
Conditions  in  the  spice  market  have  shown 
further  improvement  during  the  month,  there 
being  a steady  expansion  in  business,  accompanied 
hy  a strong  upward  movement  of  prices,  which 
latterly  have  advanced  with  considerable  rapidity 
in  all  markets.  White  peppers,  for  instance,  have 
advanced  to  30  cents,  while  Lampongs  and  Singa- 
pores  recently  sold  at  20  cents,  against  16  cents 
a month  ago,  and  the  same  is  true  of  all  grades, 
although  there  has  been  a great  deal  of  irregu- 
larity. Further  large  export  orders  for  white 
peppers  and  cloves  at  higher  prices  were  pri- 
marily responsible  for  the  greater  animation, 
as  they  served  to  stimulate  a brisk  domestic  de- 
mand for  those  descriptions.  For  a time  buyers 
continued  to  show  little  interest  in  other  kinds, 
but  subsequently  cassias,  pimentos  and  celery 
seeds  became  extremely  popular.  As  the  month 
progressed  export  demand  became  more  urgent, 
especially  for  black  pepper  and  cloves,  and  large 
lots  were  exported  to  South  America,  London, 
Italy  and  Scandinavia.  This  caused  great  uneasi- 
ness among  domestic  consumers,  and  in  their 
efforts  to  secure  supplies  they  advanced  bids 
somewhat  recklessly  at  times.  The  offerings 
showed  substantial  reduction,  partly  because  of 
actual  distribution,  and  partly  because  holders 
withdrew  many  lots,  anticipating  a more  profit- 
able selling  basis  later  on.  This  expectation  was 
based  largely  on  stronger  markets  in  the  Orient 
as  a result  of  free  European  buying  and  the  sharp 
advance  in  silver  and  exchange  rates  C.  K.  T. 

THE  MEXICAN  VANILLA  MARKET 
The  Mexican  crop  of  vanilla  beans  this  year  is 
far  below  normal,  according  to  R.  Gomez,  presi- 


June,  1919  j 

dent  of  Gomez  & Sloan,  New  York,  who  recently  j 
returned  from  the  Mexican  vanilla  district.  He  ^ 
says  that  the  crop  of  cuts  amounted  to  only  30,000 
pounds,  as  compared  with  100,000  pounds  in 
former  years,  and  that  the  production  of  whole, 
beans  is  far  below  normal.  The  quality  of  this 
year’s  crop  is  good. 

Mr.  Gomez  expects  that  prices  this  year  will  not  | 
he  lower  than  $4.50  to  $5.00  for  whole  beans  in  1 
large  quantities  to  dealers,  and  $3.25  to  $3.50  for  | 
cuts,  due  to  the  short  crop,  the  ability  of  Mexican  | 
interests  to  hold  for  high  prices  and  the  French  | 
Government’s  lifting  of  its  embargo  against  va-  j 
nilla  beans.  | 

I 

I 

ALIEN  PROPERTY  IN  PORTO  RICO  | 
[from  a staff  correspondent] 

San  Juan,  P.  R.,  April  10,  1919. — The  coffee  ) 
fincas  held  by  August  Bishoff,  naturalized  Ameri- 
can citizen,  have  been  taken  over  by  Alien  Enemy  , 
Custodian  Moore.  The  properties  comprise  over  j 
800  acres,  and  are  valued  at  $75,000.  Bishoff  ad-  ■ 
mitted  that  such  titles  as  he  held  were  arranged  J 
for  him  by  the  former  German  Consul,  Waldemar  j 
Hepp,  and  because  his  admission  was  voluntary 
Custodian  Moore  will  leave  Bishoff  in  his  place  ■ : 
as  manager  of  the  fincas  until  they  have  been  sold. 

Harwood  Hull.  N 


ST.  LOUIS  AS  A COFFEE  CENTER 

[from  a staff  correspondent]  ' 

St.  Louis,  May  22,  1919. — That  St.  Louis  will 
become  the  greatest  distributing  center  in  the 
United  States  for  coffee  and  sugar  was  the  pre-  ’, 
diction  made  by  A.  W.  Mackie,  manager  of  the  4 
Mississippi  River  section  of  the  Federally  oper-  , 
ated  Mississippi  & Warrior  River  Barge  Line,  in  ] 
a plea  before  the  St.  Louis  Board  of  Public  Ser-  / 
vice  recently  for  the  speedy  passage  of  an  ordi-  ; 
nance  setting  aside  $300,000  to  complete  the  mu-  j 
nicipal  docks  at  the  foot  of  North  Market  street.  * 
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SALIENT  TRADE  NOTES 

The  Page-Connell  Coffee  Company,  St.  Joseph, 
Mo.,  has  been  incorporated,  with  $50,000  capital, 
to  import  and  deal  in  teas,  coffees  and  spices.  The 
stockholders  are  Leonard  G.  Page,  249  shares ; 
O.  J.  Connell,  248  shares;  R.  L.  Douglas,  James 
Scanlon  and  R.  A.  Brown,  one  share  each. 

Frank  Eastty,  general  sales  manager  of  the 
G.  Washington  Sales  Company,  is  traveling  the 
Western  territory  in  the  interests  of  his  firm. 
He  was  in  Los  Angeles  about  the  middle  of  May. 

Woods,  Ehrhard  & Co.,  green  coffee  brokers. 
New  York,  recently  installed  a new  sample  roast- 
ing equipment  of  Burns  make,  with  four  cylinders. 

Russell  Elliott,  formerly  with  Arnold,  Dorr  & 
Co.,  New  York,  has  been  mustered  out  of  the 
army  after  service  in  France  and  is  now  with 
George  H.  McFadden  & Bros.,  New  York. 

Lee  H.  Nolte,  who  recently  returned  from  the 
United  States  Air  Service  Flying  School  at  San 
Antonio,  Tex.,  is  now  manager  of  the  St.  Louis 
office  of  Leon  Israel  & Bro.,  the  coffee  importing 
house.  Mr.  Nolte  saw  six  months  of  flying. 

E.  J.  Hazen,  manager  of  the  J.  C.  Whitney 
Company’s  Shanghai  office,  returned  to  China  on 
May  19  after  a trip  to  Paris,  London  and  the 


United  States.  Mr.  Hazen,  who  is  a director  of 
the  Whitney  Company,  is  one  of  the  oldest  men 
in  the  trade  in  point  of  service,  and  has  made 
numerous  trips  to  the  Far  East. 

Old  & Wallace,  the  New  York  spice  house, 
which  has  been  located  at  80  Wall  street  for  a 
number  of  years,  moved  on  May  15  to  88  Front 
street,  where  the  firm  occupies  the  second  and 
third  floors. 

The  Chicago  factory  of  the  Sherer-Gillett  Com- 
pany, where  extracts,  spices  and  grocers’  sundries 
are  manufactured,  was  recently  expanded  to 
nearly  -double  its  former  plant  capacity.  This 
company,  which  is  in  its  67th  year,  also  has  fac- 
tories with  228,000  square  feet  of  floor  space  at 
Marshfield,  Wis.,  Marshall,  Mich.,  Ilion,  N.  Y., 
and  Guelph,  Ont.,  where  the  Sherer  grocers’ 
counters  are  manufactured.  For  May  the  com- 
pany reports  business  in  all  its  lines  far  in  excess 
of  any  previous  month. 

The  Forbes  Bros.  Tea  & Spice  Company,  of 
St.  Louis,  located  at  112-1 14-116  Locust  street,  has 
acquired  a long-term  lease  on  the  five-story  and 
basement  building  at  321  North  Main  street,  ad- 
joining the  company’s  offices.  The  new  building 
will  be  occupied  immediately. 
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AND  WITH  QUALITY  ARE  CROWNED 


MOISTURE  PROOF  AND  PARCHMENT  LINED 


ORDER  TO-DAY 


WE  SHIP  TO-MORROW 
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TELEPHONE— JOHN  4912-3-4. 

CABLE  ADDRESS— MACILLET. 

CODES— BENTLEY’S,  LIEBERS,  ABC-5TH.  EDIT. 


CAPITAL— $100,000. 


OLIVER  CARTER  MACY 

President 

T.  RIDGWAY  MACY 

Vice-President 


MACY  BROS.  & GILLET,  INC. 

TEA  BROKERS 


98  WALL  STREET 
NEW  YORK 


LOUIS  ALLSTON  GILLET 
Treasurer 

HARRY  E.  HAYES 

Secretary 


WE  HAVE  THE  BEST  OFFERINGS  ON  THE  MARKET  FROM  DAY  TO  DAY. 

OUR  ORGANIZATION  WHICH  HAS  BACK  OF  IT  YEARS  OF  EXPERIENCE  AS 
IMPORTERS,  BROKERS  AND  TEA  EXPERTS  AND  OUR  SPECIAL  SOURCES  OF 
INFORMATION  CONCERNING  BOTH  DOMESTIC  AND  FOREIGN  MARKET 
CONDITIONS  ARE  OF  ASSISTANCE  TO  BUYERS. 

AID  FURNISHED  IN  TEA  FINANCING. 


WE  AIM  TO  GIVE  BOTH  BUYERS  AND  SELLERS  A SERVICE  NOT  YET  ATTAINED 
IN  THIS  COUNTRY  AND  BELIEVE  WE  HAVE  THE  FACILITIES  FOR  DOING  IT. 


Samuel  M.  Langston  Co. 

Camden,  N.  J. 


KAl 

WMOURS 

OAtS 

.BabbilfiJ 

Cl 

CleanseM 

MACHINERY 


AGENTS: 

T.  W.  & C.  B.  Sheridan  Co. 
London,  England 
Geo.  Fethers  & Co. 
Melbourne,  Australia 


Cap  Press 


NOTICE  OF  REMOVAL 

It  will  interest  the  tea  trade  to  know  that  we  are  now  located  in  new 
and  larger  quarters. 

Improved  equipment  and  facilities  place  us  in  a better  position  than 
ever  before  to  give  the  trade  the  right  kind  of  service. 

We  handle  cartons,  lead  foil,  tins,  boxes,  tea  caddies,  etc.  Special 
attention  given  to  export  orders. 

C.  M.  SMITH  CSl  son 

TEA  PACKERS  FOR  THE  TRADE 

23  6 Water  Street  Phone  Beekman  7928  N e w YorK 
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The  New  Orleans  office  of  Hard  & Rand  re- 
cently installed  a new  five-cylinder  Burns  sample 
coffee  roaster, 

Louis  Appfel,  of  the  Edw.  A.  Appfel  Company, 
Los  Angeles,  Cal,  successor  to  the  California 
Importing  Tea  & Coffee  Company,  was  a visitor 
in  New  York  early  in  May.  He  came  East  to  look 
over  the  coffee  market  and  general  business  con- 
ditions. 

The  Stokes  Coffee  Company,  Baltimore,  is  plan- 
ning to  move  to  304  South  Hanover  street  in  the 
near  future,  Mr.  Neuenschwander . was  in  New 
York  a few  weeks  ago  arranging  with  Jabez 
Burns  & Sons  for  new  machinery. 

B.  D.  Crane,  of  the  Reynolds-Davis  Company, 
Fort  Smith,  Ark.,  was  elected  president  of  the 
Arkansas  Wholesale  Grocers’  Association  at  the 
annual  meeting  held  early  last  month. 

The  Hoosier  Coffee  Company,  Indianapolis,  has 
installed  a No.  21  Burns  mixer  for  blending 
ground  coffee. 

Joseph  S.  Dowler,  former  president  of  the 
Dowler  Coffee  Company,  died  recently  at  St. 
Louis.  He  was  42  years  old  and  had  been  in  poor 
health  since  his  retirement  from  active  business 
seven  years  ago. 

The  Levering  Coffee  Company,  Baltimore,  will 


June,  igig 

soon  install  two  four-bag  Jubilee  roasters,  with 
cooling  and  stoning  apparatus  and  various  grind- 
ing, sifting,  elevating  and  conveyor  equipment. 

Herbert  W.  Braun,  of  Habitch,  Braun  & Co., 
New  York,  dealers  in  cocoa  beans  and  bakers’ 
supplies,  died  May  23  at  his  home,  600  West  End 
avenue.  New  York. 

The  Victory  Coffee  Company  has  begun  busi- 
ness at  614  Fifth  avenue,  Pittsburgh.  A Challenge 
coffee  pulverizer  and  a Burns  sample  roaster  have 
been  installed. 

George  B.  Wearen,  former  managing  director 
of  the  Scudder-Gale  Grocery  Company,  has  been 
appointed  manager  of  the  Piggly- Wiggly  Grocery 
stores  which  are  to  be  opened  at  St.  Louis  in  a 
month  or  two. 

Seton,  Stevenson  & Co.,  Huntington,  W.  Va., 
will  reset  their  coffee-roasting  machinery  in  their 
new  building  now  being  erected,  and  will  add 
several  improvements,  such  as  new  cooling  and 
stoning  equipment,  storage  bins,  etc.,  all  of  Jabez 
Burns  & Sons  manufacture.  This  firm  uses  three 
No.  I Burns  granulators  and  Jubilee  roasters. 

C.  F.  Blanke  Tea  & Coffee  Company,  St.  Louis, 
on  May  20  advanced  the  retail  price  of  Faust 
Instant  Coffee  as  follows : The  35-cent  size  to 

40  cents,  the  65-cent  size  to  75  cents,  and  the 
$1.25  size  to  $1.40. 
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Send  for  circular  and  prices  on 
Home  or  Hotel  size  TRICOLATORS  and 
Filter  Paper. 

THE  TRICOLATOR  CO. 

64  E.  So.  Water  Street 
CHICAGO 


USE  A 


TRICOLATOR 


and  make  better 


TEA  and 
COFFEE 


“ Endorsement  ” 


Roasters(now)send 
TRICOLATORS 
when  customers 
complain.  They 
know  thattheclean. 
sweet,  fresh  Paper 
Filter  and  the  fool- 
proof Aluminum 
and  China  will  be 
their  best  salesman. 


dunaware 
is  the  best 
premium 

because  it 
appeals 
irresistibly 
to  the  ^ 
housewife 
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C O G O L L O 

The  mark  of  one  of  the  highest  Grade 
Coffees  Grown  in  Colombia,  S.  A. 

\ coffee  noted  for  its  mild  and  delicious  flavor  and  unsurpassed 
fragrancy.  Carefully  picked,  hulled,  selected  and  stored  under  sani- 

Wh^ther  you  buy  “Cogollo  Lavado,”  “Cogollo  Selecto”  or  “Cogollo 
I'special”  you  are  certain  of  getting  a coffee  of  uniform  quality. 

FVr  particulars  apply  to  M.  Duran,  198  Broadway,  New  York. 

ORDER  BY  THE  NAME  “COGOLLO” 


COGOLLO  & CO. 
Cucuta  Coffee  Planters 


Rep.  of 
Colombia, 


S.  A. 


SASCO  COFFEE  COMPANY 


New  York 


Importers 

83  Front  Street 

Green  Coffee  Exclusively. 

In  Jobbing  Lots  Only. 

ALBERT  F.  De  PEAR,  Manager 


NEW  YORK  WEIGHING  CO. 

SOLICITS  YOUR  ACCOUNT 

WEIGHING,  SAMPLING.  COOPERING 
AND  BOX  STRAPPING 


ALL  WEIGHT  RETURNS 
CERTIFIED 

LET  US  QUOTE  VOU  OUR  RATES 
FULL  PARTICULARS 
CALL  HANOVER  6296  or  4185  OR  WRITE 

70  WALL  STREET 


KICK 

— that  one  word 
tells  the  story 

A delicious  drink 

COFFEE-COLA 

(LIQUOR) 

Exclusive  Agencies  Now 
Being  Booked 

Liberal  Trade  Discounts 

SOLUBLE  COFFEE  CO. 

OF  AMERICA 

97  Water  St.  New  York 
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A complete  coffee  roasting  plant,  including  four 
No.  I Burns  roasters,  with  cooling  and  stoning 
apparatus,  has  been  installed  by  the  Pittsburgh 
Coffee  Company,  423  Liberty  street,  Pittsburgh. 

Forty  drivers  of  the  Jewel  Tea  Company,  St. 
Louis,  recently  struck  for  a guaranteed  wage  of 
$23  a week  and  10  per  cent  commission  on  sales 
over  $170,  as  compared  to  the  present  $18  a week 
and  10  per  cent  commission  on  sales  over  $150. 
The  company  offered  as  a compromise  a guaran- 
tee of  $23  a week  and  10  per  cent  on  sales  ex- 
ceeding $180  a week,  but  the  men  refused  the 
offer. 

The  Frederick  W.  Lipps  Company,  Baltimore, 
is  installing  another  raw  cocoa  cleaner  from  the 
Jabez  Burns  factory,  duplicating  apparatus  pur- 
chased a few  months  ago. 

William  R.  Haverty,  St.  Clair,  Pa.,  recently 
joined  Rice  Bros.  & Co.,  Philadelphia,  wholesalers 
of  tea,  coffee,  spices  and  other  grocery  products, 
as  salesman  for  the  Pottsville-Shamokin  district.’ 
A new  chocolate  plant  is  to  be  installed  by 
Fuerst  & Kraemer,  New  Orleans.  It  will  have 
complete  Burns  roasting  equipment,  including 
two  No.  I roasters  with  flexarm  cooler  boxes, 
also  a raw  cocoa  cleaner,  bucket  elevators  and 
bins. 

'The  Hogan-Levine  Company,  Inc.,  New  York, 


has  been  incorporated  as  a general  commission 
merchant  and  selling  agent  to  deal  in  food  prod- 
ucts. The  capital  is  $30,oco,  and  the  incorporators 
are  F.  H.  Hogan,  D.  A.  Hurley  and  J.  E.  Levine. 

The  equipment  of  the  Riesener  Chocolate  Com- 
pany, a new  San  Francisco  concern,  includes  a 
No.  I Burns  cleaner  for  raw  cocoa.  The  factory 
IS  located  at  -(05  Eighth  street.  Mr.  Riesener,  the 
manager,  ^ was  formerly  connected  with  ’ the 
Ghiradelli  Company. 

The  Northern  Mercantile  Corporation,  New 
York,  has  been  incorporated,  with  $100,000  capital, 
to  do  a general  importing,  commission  merchant 
and  selling  agent  business  in  food  products. 

d he  Ambrosia  Chocolate  Company,  Milwaukee, 
will  soon  add  two  more  No.  i Burns  roasters 
and  a raw  cocoa  cleaner. 

Fred  Schilling  & Sons  will  open  a wholesale 
grocery  store  at  Long  Beach,  Cal.,  early  in  June. 

Charles  Colbeck,  a wagon  route  distributor  of 
Philadelphia,  has  put  iq  a No.  6 Burns  peanut 
roaster,  using  gas  fuel. 

Smart  & Final,  wholesale  grocers  at  Santa  Ana, 
Cal.,  will  install  a coffee-roasting  plant  in  their 
new  plant  addition. 

The  Beechwood  Peanut  Butter  Company,  Pres- 
ton, Md.,  has  ordered  a No.  6 Burns  coal-b’urning 
peanut  roaster,  two-bag  capacity. 


EPPENS,  SMITH  COMPANY 

Importers  and  Jobbers 

COFFEES  and  TEAS 

267-269-271  Washington  St.,  103-105-107  Warren  St., 

124  Front  St.,  New  York 

JAVA  and  SUMATRA 
COFFEES 

SPOT  AND  AFLOAT 

Offering  some  choice  lots.  Ask  for  Samples 
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FRANCIS  PEEK  & CO.,  Ltd. 

Head  Office:  20  Eastcheap,  London,  E.  C. 

SINGAPORE  JAVA  SUMATRA 

Laidlaw  Batavia,  Soerabaja,  Bandoeng^  Medan  and 

Buildings  and  Semarang  Padang 


EXPORTERS  of  JAVA  TEA 

and  other  Dutch  East  Indian  Produce 


TIN  RUBBER  SUGAR 

COFFEE  RICE  TAPIOCA  PEPPER  CITRONELLA  OIL,  ETC. 


WRITE  TO  OUR  BATAVIA  HOUSE  AND  ASK  TO  BE  PLACED  ON 
MAIL  LIST  TO  RECEIVE  OUR  JAVA  MONTHLY  PRODUCE  REPORT 


JAVA  TEAS  OF  DIRECT  IMPORT 

ROWLEY  DAVIES  & CO.,  LTD. 

BATAVIA,  JAVA 
OR  FENCHURCH  HOUSE, 

5,  FENCHURCH  STREET, 

LONDON,  E.  C. 

WILL  GLADLY  SUPPLY  ALL  INFORMATION 


MURAI  TRADING  COMPANY,  LTD. 

Tea  Department 

96  FRONT  STREET  NEW  YORK 

Successor  to 

MEIJI  TRADING  COMPANY,  LTD. 

{Formerly  Furuya  & Nishimura) 

TEAS  JAPAN  FORMOSA  OOLONG  INDIA  CEYLON  JAVA 
BEANS,  OILS,  SPICES,  CHILLIES,  GINGER 

Chicago  Branch — Lake-State  Building 
Montreal  Branch — 55  St.  Francois  Xavier  St. 
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The  Moore-Slienkberg  Grocer  Company,  Sioux 
City,  la.,  has  opened  a branch  house  at  Sioux 
Falls,  S.  D.,  with  a force  of  ten  salesmen. 

F.  H.  Dow  & Co.,  manufacturing  confectioners, 
Boston,  will  soon  install  a No.  7 Burns  roaster 
and  rocking  cooler  for  handling  one-bag  lots  of 
shelled  peanuts  and  similar  goods. 

Wm.  T.  Reynolds  & Co.,  Inc.,  wholesale  grocers. 
Poughkeepsie,  N.  Y.,  will  hold  a reception  on 
June  II  and  12  to  celebrate  the  one  hundredth 
anniversary  of  the  founding  of  the  concern,  which 
was  started  under  the  name  of  Reynolds  & Innis. 

The  Nut  House,  Seattle,  Wash.,  recently  in- 
stalled a Burns  sample  roaster,  with  two  tilting 
cylinders  and  cooler  trays,  for  making  roasting 
tests  on  shelled  peanuts.  Similar  apparatus,  but 
with  perforated  cylinders,  is  commonly  used  for 
testing  green  coffee,* but  this  use  of  the  apparatus 
for  peanuts  is  something  of  a novelty. 

F.  A.  Ferris  & Co.,  New  York,  have  published 
a memorial  booklet  containing  addresses  deliv- 
ered by  several  members  of  the  New  York  Prod- 
uce Exchange  at  a meeting  held  there  December 
19,  1918,  in  memory  of  Frank  A.  Ferris,  senior 
of  F.  A.  Ferris  & Co.,  and  for  many  years  a 
leader  in- affairs  of  the  Exchange.  The  addresses 
are  printed  in  English,  French  and  Spanish,  and 


the  booklet  is  being  sent  to  Mr.  Ferris’  friends 
in  all  parts  of  the  world. 

The  Great  Atlantic  & Pacific  Tea  Company  is 
expanding  its  production  of  peanut  butter  at  the 
Jersey  City  plant,  and  will  soon  add  three  more 
No.  I Burns  roasters,  making  a total  of  nine 
machines,  and  additional  blanching,  suction  clean- 
ing and  mixing  apparatus  of  the  latest  Burns  de- 
sign, and  various  elevators  and  bins. 

The  Imperial  Peanut  & Coffee  Coffee  Company, 
Wilkes-Barre,  Pa.,  will  soon  install  Burns  roast- 
ing machinery  of  the  Karoma  type,  arranged  for 
gas  fuel. 

James  E.  Frazier,  secretary  and  treasurer  of 
the  A.  Grafe  Company,  wholesale  grocery  firm  at 
Terre  Haute,  Ind.,  died  recently  at  Yale,  111. 

The  May-Marlar  Wholesale  Grocer  Company 
has  been  incorporated  at  Clarksville,  Ark.,  with 
capital  of  $6o,coo.  M.  M.  McWilliams  is  presi- 
dent; Frank  C.  May,  vice-president;  Pat  McWil- 
liams, secretary  and  treasurer;  Gordon  Marlar, 
general  manager.  The  directors  include  the  men 
named  above  and  A.  M.  McKennon,  N.  R.  Clark, 
R.  Dunlap  and  A.  F.  Ward. 

The  Fort  Smith  Coffee  Company,  Fort  Smith, 
Ark.,  has  increased  its  capitalization  from  $150,000 
to  $250,000.  John  Weatherspoon  is  president. 


The  “Metalock” 

The  Only  Self  Sealing 
Collapsible  Fibre 
Shipping  Case  Made 

NO  NO  NO 

TAPE  TWINE  GLUE 

Pilfer  Proof — Strong  and  Quickly  Locked 

Specify  sizes  and  shipping  weights  when  writing  for  samples  and  prices. 

Manufactured  by 

The  Chicago  Fibre  Shipping  Case  Company 

1302  W.  Division  Street  CHICAGO 
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TO  PROMOTE  TRADE  WITH  THE  DUTCH  EAST  INDIES 

Java — Sumatra — Borneo — Celebes,  Etc. 

Subscribe  to  and  advertise  in 

Cast  fnlitan  9lrc!)ipelago’' 

a fortnightly  commercial  review,  the  ONLY  periodical  issued  in  these  parts  in  the  ENGLISH 

LANGUAGE. 

SUBSCRIPTION  PRICE:  S5  per  Volume  of  24  copies.  Advertising  rates  on  application. 

Kindly  make  remittances  per  cheque,  payable  to  Mr.  A.  A.  van  der  Kolk  through  the  Chart- 
ered Bank  of  India,  Australia  and  China,  Ltd.,  or  The  International  Banking  Corporation  of  New 
York,  Batavia  Branches. 

Publisher,  A.  A.  van  der  Kolk  Buitenzorg,  Java 


MALT  CEREAL 

The  finest,  purest  Coffee  substitute 

We  malt  only  the  choicest  care- 
fully selected  Barley.  Shipments 
in  100  pound  double  bags. 

Special  low  prices  to  the  trade. 

Write  for  samples  and  quotations 

Milwaukee  Importing  Co. 

506  37th  St.  MILWAUKEE,  WIS. 


GUMMED  LABELS 

ALL  KINDS 

PAPER  CANS 
FOLDING  CARTONS 

SEND  SAMPLES  FOR  ESTIMATE 

W.  JOHN  BUEDINGEN 

ONE  MADISON  AVENUE 
NEW  YORK  CITY 


A.  C.  RICKS 

COFFEE  BROKER 

Strict  Attention  paid  to  Cup  Quality. 

Samples  sent  on  request. 
Correspondence  Solicited. 

626  Poydras  St.  New  Orleans 


BUSINESS  WITH  PORTUGAL 

Specialty  in 

Teas,  Coffees  and  Cocoas 

Importers  and  Exporters 

SOCIEDADE  PORTUGUESA  IMPORTA- 
DORA  AND  EXPORTADORA  Lda. 

(Portuguese  Import  and  Export  Co.,  Ltd.) 
Head  Office: 

Rua  dos  Douradores,  83,  LISBON 
London  Office:  63,  Crutched  Friars,  E.  C.  3 
Agencies  all  over  the  world 
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THE  PRACTICAL  RETAIL  GROCER 

^ A department  devoted  to  the  discussion  of  problems  which  vex  retailers; 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad- 
vertise, how  to  obtain  the  maximum  efficiency  in  the  grocery  business. 


STORE  LIGHTING  EFFICIENCY 


Showing  the  Importance  of  Better  Illumination 
and  the  Types  of  Lights  to  Use  in 
Different  Size  Stores 


By  H.  T.  Spaulding* 

Cleveland 

No.  I TYPES  OF  LIGHTING  SYSTEMS 

Stores  which  were  considered  well  lighted  a 
few  years  ago,  and  whose  systems  of  illmina- 
tion  have  not  been  changed,  may  be  thought  quite 
unsatisfactorily  illuminated  to-day,  due  to  the 
rapid  improvements  and  developments  in  lamps 
and  in  lighting  units.  Along  with  these  develop- 
ments have  come  higher  standards  of  lighting 
intensities,  so  that  the  problem  of  better  illumina- 
tion has  become  more  and  more  important. 

It  is  necessary  that  a lighting  system  be  such  as 
to  furnish  the  proper  intensity  of  illumination, 
but  it  is  also  very  important  that  the  design  be 
such  that  the  lighting  will  appeal  most  effectively 
to  the  buying  pi^dic.  While  conditions  approxi- 
mating those  of  daylight  illumination  are  desir- 
able, particular  care  must  be  taken  to  secure 
proper  diffusion  of  the  light  so  as  to  avoid  glare 
and  the  resultant  discomfort  and  eye-strain  to 
those  working  under  the  system  for  a consider- 
able period  of  time. 

For  consideration  of  their  lighting  require- 
ments grocery  stores  may  be  divided  into  three 
classes : 

I.  The  large  grocery  stores  of  our  principal 
cities. 

2.  Medium-sized  stores,  including  the  large 
stores  of  the  smaller  cities. 

3.  Small  stores  of  the  usual  type. 

In  stores  of  the  first-named  class  the  lighting 
requirements  are  very  similar,  although  location 
of  stores,  their  size  and  individual  preferences  of 
their  owners  will,  of  course,  cause  considerable 
variation  in  the  design  of  lighting  installations. 

* Lighting  expert  in  the  engineering  department  of  the 
National  Lamp  Works  of  the  General  Electric  Company. 


Such  stores  are  usually  imposing  establishments, 
and  the  lighting  equipment  should  assist  in 
furthering  the  impression  created  by  the  store  as 
a whole.  On  the  main  floor,  especially,  high  in- 
tensity of  light  and  a pleasing  appe.arance  of 
equipment  are  necessary. 

For  stores  of  medium  size,  in  which  class  it 
will  be  noted  are  included  the  large  stores  of  the 
smaller  eities,  the  system  provided  should  possess 
distinctive  and  decorative  'features,  but  these 
should  be  obtained  with  due  regard  to  the  effi- 
cient utilization  of  the  light. 

For  the  small  store,  elaborate  lighting  is  not 
required;  rather,  the  system  should  supply  plenty 
of  light  efficiently. 

Types  of  Lighting  Systems 

All  modern  methods  of  illumination  are  adapted 
to  store  lighting,  although  some  systems,  such  as 
those  employing,  steel  reflectors,  find  only  a 
limited  application.  The  systems  in  common  use 
are : 

The  indirect  system,  in  which  all  the  light  from 
the  fixture  first  lights  the  ceiling,  whence  it  is 
diffused  throughout  the  room.  The  units  them- 
selves usually  appear  dark  unless  equipped  on  the 
underside  with  an  auxiliary  diffusing  bowl  illu- 
minated from  within.  The  exterior  of  the  unit  may 
be  of  any  shape  or  material  desired,  but  the  in- 
terior reflecting  surface  is  usually  mirrored  glass 
or  porcelain  enamel. 

The  semi-indirect  system,  in  which  the  greater 
part  of  the  light  first  strikes  the  ceiling,  as  in  a 
totally  indirect  system  and  a smaller  part  is  trans- 
mitted through  the  bowl,  which  may  be  of  alabas- 
ter or  of  opal  or  prismatic  glass. 

The  direct-lighting  system,  in  which  are  used 
either  totally  enclosing  or  semi-enclosing  globes 
completely  screening  the  lamp  from  view,  or  open 
reflectors  designed  to  diffuse  and  direct  the  light 
and  to  protect  the  eye.  Direct-lighting  units, 
commonly  used  in  store  lighting,  are  of  the  opal 
or  prismatic  glass  type. 

In  considering  any  form  of  lighting  system,  it 
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1 

Peace  Brings  Many  Joys 

The  war  taught  us  to  save  and  to  serve.  It  brought  the 
supreme  test  of  patriotism — and  now  comes  Peace  with 
countless  blessings,  among  them 

Shredded  Wheat 

Of  course  you  could  not  supply  the  normal  demand  for  this 
product  during  the  war.  Our  production  was  restricted 
in  order  to  co-operate  with  the  U.  S.  Food  Administration. 

All  restrictions  are  now  removed.  It  is  the  same  vShredded 
Wheat  you  have  always  sold — clean,  pure,  wholesome, 
nutritious.  There  is  no  “substitute”  for  it.  It  is  the 
world’s  standard  whole  wheat  breakfast  cereal. 

The  Shredded  Wheat  Company,  Niagara  Falls,  N,  Y. 
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should  be  borne  in  mind  that  improvements  in 
incandescent  lamps  have  resulted  in  decreasing 
the  size  of  the  light  source  and  increasing  its  bril- 
liancy; hence  it  is  more  than  ever  necessary  to 
take  precautions  to  protect  the  eye  from  the  fila- 
ment. Mazda  lamps,  up  to  and  including  the 
200-watt  size,  should  always  be  bowl-frosted,  or 
otherwise  rendered  diffusing  when  used  in  open 
reflectors.  When  lamps  larger  than  200  watts  are 
to  be  used,  bowl-frosting  will  not  reduce  the  bril- 
liancy sufficiently  for  comfortable  vision,  and  in 


beneath,  and  another  portion  reaches  them  by  re- 
flection from  the  ceiling,  but  the  efficiency  of  an 
opal  enclosing  unit  system  will  not  be  materially 
higher  than  that  of  a good  totally  indirect  system, 
except  where  the  ceiling  is  finished  in  an  unusu- 
ally dark  color;  for  with  the  opal  units  a large 
percentage  of  the  light  flux  is  emitted  at  angles 
near  the  horizoiital  and  never  reaches  the 
counters.  Light  emitted  near  the  horizontal  does, 
however,  serve  a very  useful  purpose,  in  that  it 
illuminates  vertical  or  inclined  surfaces,  such  as 


Popular  Types  of  Efficient  Store  Lighting  Units 

1.  Semi-enclosing  type;  2.  Opal  enclosing;  3.  Opal  semi-indirect;  4.  Prismatic  enclosing;  5.  Prismatic  open 
reflector;  6.  Opal  open  reflector;  7.  Prismatic  semi-indirect;  8.  Mirrored-glass  indirect 


such  cases  some  form  of  enclosing,  semi-indirect 
or  totally  indirect  unit  should  be  selected. 

For  the  main  floor  of  a large  grocery  store  a 
system  of  enclosing  units  or  of  some  form  of 
semi-indirect  or  totally  indirect  units  is  preferable 
to  a system  employing  open  reflectors.  With  the 
exception  of  the  prismatic  type,  totally  enclosing 
units  do  not  provide  a high  degree  of  light  con- 
trol, and  the  maximum  candle-power  is  usually  in 
a direction  near  the  horizontal.  In  order  to  avoid 
undue  glare,  the  units  should  he  of  large  area 
and  highly  diffusive.  A portion  of  the  light  from 
these  units  is  transmitted  directly  to  the  objects 


shelves,  racks,  etc.,  which  if  lighted  only  from 
directly  above  would  be  inadequately  illuminated. 
Enclosing  units  are  obtainable  in  a wide  variety 
of  shapes  and  sizes,  ranging  from  very  inex- 
pensive to  very  costly  and  exclusive  designs, 
which  features  have  led  to  their  common  use  in 
all  classes  of  stores.  Prismatic-glass  enclosing 
units  produce  much  the  same  lighting  effect  as 
open  reflectors,  with  which  they  compare  favor- 
ably in  efficiency;  they  possess,  however,  the  ad- 
vantages of  being  more  decorative  and  of  prop- 
erly screening  the  filament  of  the  lamp  from  view. 

{To  be  continued) 
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Rows  and  rows  of  Yuban  packages  are  continually  going 
on  to  the  shelves  of  thousands  of  grocery  stores. 

At  once  off  they  go  into  the  hands  of  hundreds  of  thousands 
of  customers. 

These  quickly  moving  packages  tell  the  story  of  the  demand 
for  Yuban. 

You  will  find  that  Yuban  repeats  as  no  other  coffee  does. 

ARBUCKLE  BROTHERS 

Yuban  Coffee  Department 

NEW  YORK  PITTSBURG  CHICAGO 


Baker’s  Cocoa 
and  Chocolate 


MAKE  AND 
KEEP  GOOD 
CUSTOMERS 

They  are  most 
^ reliable  goods  sold 
with  a positive  guar- 
antee of  purity  and 

Registered 

u.  s.  Pat.  Off.  superior  quality; 
put  up  in  conformity  with  the 
Pure  Food  laws  of  all  the  States; 
are  readily  sold,  giving  a quick 
turnover  of  stock. 


Walter  Baker  & Co.  Ltd. 

DORCHESTER,  MASS. 

Established  1780 


“The  Brand  That  BreWs 
the  Best” 


‘‘The 
Survival 
of  the 
Fittest” 


To  no  field  of  endeavor  is  the  old  maxim 
more  directly  applicable  than  to  that  of  mer- 
cantile striving.  For  nearly  threescore  years, 
through  fair  weather  and  foul,  merchants 
have  pinned  their  faith  to  vSlvAL  BRAND 
COIT'lvlv  and  have  successfnlly  weathered 
every  storm.  It  is  to-day  what  it  was  a 
half  century  or  more  ago — TlIIv  LlvADING 
FINK  COFFIvIv  OF  TlIIv  COUNTRY. 

CHASE  & SANBORN’S 

Seal  Brand  Coffee 

BOSTON  CHICAGO  MONTREAL 
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ABOUT  THE  ALL-CASH  STORE 


Due  to  Uncle  Sam’s  Thrift  Campaigns  House- 
keepers Are  Now  Ready  to  Help  Grocers 
Do  Away  With  Charge  Accounts 


wants  to  help.  And  month  by  month  as  the 
thrift  campaign  goes  on  there  will  be  found  to  be 
more  and  more  public  understanding,  support  and 
good  will. 

How  One  Store  Changed  to  All-Cash 


By  James  H.  Collins 

Washington,  D.  C. 

T TNCLE  SAM  has  been  conducting  for  the  past 
^ two  years  a campaign  which  is  bound  to  help 
any  retail  merchant  who  plans  to  turn  his  busi- 
ness from  a credit  to  a cash  basis. 

This  is  the  thrift  campaign  for  War  Savings 
Stamps,  which  is  keyed  to  sensible  savings  and 
wise  spending,  the  selection  of  sound  values  in 
buying  merchandise,  the  economies  possible 
through  purchasing  for  cash,  serving  one’s  self 
and  carrying  home  parcels. 

The  thrift  campaign  has  led  the  whole  Am- 
erican people  to  think  as  never  before. 

Americans  Have  Learned  How  to  Buy 

They  have  learned  to  pay  the  few  extra  cents 
or  dollars  for  a given  article  which,  perhaps  only 
10  per  cent  more  in  price,  assured  a 50  per  cent 
addition  in  wearing  quality  and  length  of  service. 

They  have  learned  to  discriminate  between  real 
service,  such  as  delivery  of  a sack  of  flour,  and 
imitation  service  like  the  delivery  of  a spool  of 
thread — they  now  know  that  both  cost  money, 
but  while  one  is  worth  it  the  other  isn’t. 

They  have  learned  that  charge  accounts  and 
instalment  purchases  involve  additional  expense 
to  merchants  which  can  only  be  paid  by  custom- 
ers, and  are  taking  steps  to  reduce  such  expenses. 

They  know  that  by  patronizing  stores  that  sell 
for  cash  only,  or  make  a tangible  distinction  be- 
tween cash  sales  and  credit  sales,  they  may  hand 
money  over  the  counter  and  avoid  sharing  the 
burden  imposed  by  credit  customers. 

They  have  learned  that  merchandise  bought  on 
instalments  may  often  be  purchased  to  better 
advantage  where  the  transaction  is  deferred  until 
they  can  save  the  necessary  money,  thereby  elimi- 
nating interest  charges,  and  that  their  savings 
earn  interest  while  they  are  accumulating  the 
purchase  fund. 

Uncle  Sam’s  thrift  campaign  is  going  straight 
ahead.  Upon  the  work  done  during  the  past  two 
years,  merchants  who  desire  to  transform  their 
business  to  the  all-cash  basis  can  safely  build. 
They  will  find  that  the  public  understands  and 


Up  in  Rochester,  N.  Y.,  a large  department 
store  recently  changed  to  the  all-cash  basis  after 
careful  preparation  that  assured  success.  This 
establishment,  the  Duffy-Powers  Company,  laid 
the  foundation  in  all-cash  non-service  depart- 
ments which  were  already  operating  splendidly. 
One  of  the  departments  was  groceries,  and  an- 
other the  self-serve  basement,  retailing  practic- 
ally all  kinds  of  merchandise  on  the  all-cash  non- 
service plan.  They  had  started  to  test  the  plan 
more  than  a year  previously,  and  results  told  the 
story  of  success  in  their  popularity  and  turnover. 
In  January,  1918,  the  cash  business  was  72.9  of 
the  total ; in  June  81.4  of  the  total,  and  in  De- 
cember, 1918,  83.3  of  the  total.  By  February  it 
had  risen  to  85.3. 

Thereupon  the  company  decided  to  put  the 
whole  business  on  a cash  basis,  and  begin  with 
editorials  in  its  advertisements  announcing  the 
change,  supplemented  with  letters  to  credit  cus- 
tomers. A twenty-page  ‘‘Cash  Book”  was  also 
circulated.  Employees  were  called  together  and 
given  full  details  of  the  plan,  and  substantial 
cash,  prizes  were  offered  to  departments  making 
a daily  quota  of  sales  the  greatest  number  of  times 
during  the  coming  month,  this  quota  being  calcu- 
lated on  the  basis  of  previous  cash-and-credit 
sales  combined,  with  a view  of  holding  all  busi- 
ness and  adding  a substantial  increase. 

From  the  start  this  store  was  not  only  able  to 
boost  its  selling  quotas,  but  the  all-cash  plan  re- 
ceived hearty  support  from  both  customers  and 
employees. 

Several  reasons  were  laid  before  the  public 
to  demonstrate  that  cash  is  a better  basis  for 
business  than  credit,  viewed  from  the  standpoint 
of  store  policy : 

1.  Being  paid  cash  by  its  own  customers  the 
store  is  able  to  buy  for  less  and  buy  for  cash 
itself. 

2.  The  store  can  operate  for  less  cost  by  elimi- 
nating useless  expense. 

3.  It  can  sell  for  less  when  selling  for  cash 
only. 

4.  It  can  pay  good  salaries  to  employees  and 
merit  loyal  service. 

5.  Through  the  cash  policy,  wisely  carried  out 


ANGLEFOO 


The  Non<Poisonous 
Fly  Destroyer 


The  United  States  Public  Health  Service  advises: 
“Arsenical  Fly  Destroying  devices  must  be  rated 
as  extremely  dangerous,  and  should  never  be 
used.” 
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Packaged  Sugar  Saves  Store  Space 

Domino  Package  Sugars  fit  compactly  on  the  grocer’s 
shelves  and  save  valuable  store  space  for  other  mer- 
chandise. The  strong  cartons  and  sturdy  cotton  bags  are 
neat,  clean  and  attractive. 

/)oiniao 

save  labor,  paper  bags  and  twine. 


American  Sugar  Refining  Company 

**Sweeten  it  with  Domino** 

Granulated,  Tablet,  Powdered,  Confectioners,  Brown, 

Golden  Syrup. 
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and  loyally  supported  by  the  public,  the  store  can 
be  made  an  institution  that  will  benefit  its  com- 
munity and  be  a model  for  other  communities. 

One  interesting  feature  of  the  change  was  the 
plentiful  use  of  the  word  “cash”  itself.  This  was 
freely  played  up  in  advertising,  put  on  all  win- 
dow signs  and  placards,  and  in  the  electric  lights, 
also  appearing  on  every  price  ticket.  The  price 
tickets  read  “49  cents  cash,”  and  all  items  quoted 
in  newspaper  accounts  were  “cash  price  49  cents.” 


FINE  GROCERY  PRODUCTS 

A Series  of  Thumb  Nail  Sketches  of  Food 
Specialties  Which  Are  in 
General  Demand 


NO.  I ^ALLIGATOR  PEARS 

A MONO  the  many  tropical  fruits  which  have 
become  fixtures  in  the  diet  of  American  citi- 
zens, alligator  pears  hold  a prominent  position. 
In  recent  years  the  demand  for  them  has  in- 
creased considerably,  and  they  now  are  produced 
commercially  in  Florida  and  California  in  large 
quantities. 

Alligator  pears  are  indigenous  to  the  northern 
tier  of  countries  in  South  America  and  in  Mexico, 
Shaped  somewhat  like  a pear,  and  green  in  color, 
they  grow  on  medium-sized  evergreen  trees, 
and  sometimes  weigh  as  much  as  four  pounds 
apiece,  but  more  generally  a pound.  The  outer 
skin  of  the  pear  is  tough  and  leathery  and  covers 
a bright  green  inner  flesh,  which  is  the  edible 
part. 

Although  classed  among  the  fruits,  alligator 
pears  are  eaten  more  like  cucumbers  than  pears. 
They  are  found  to  make  an  excellent  salad.  When 
eaten  “raw”  they  are  cut  in  halves  or  sections  and 
sprinkled  with  salt  and  pepper,  with  a dash  of 
vinegar  or  lime  juice.  Appreciation  of  the  flavor 
is  acquired. 

The  demand  in  the  United  States  in  recent 
years  has  increased  considerably,  and  according 
to  one  authority  alligator  pears  should  be  still 
more  popular,  because  their  flesh  is  exceptionally 
nutritious. 

The  pears  are  now  obtainable  practically  all  the 


year  round,  the  South  American  shipments  reach- 
ing the  United  States  markets  about  the  first  of 
the  year,  the  Cuban  fruit  being  in  the  market 
from  April  to  October,  and  the  Florida  and  Cali- 
fornia pears  being  heaviest  in  supply  in  mid- 
summer. 

Alligator  pears  have  a variety  of  names ; one 
writer  says  they  have  forty-eight  different  names 
in  eight  different  languages.  Some  of  these  are 
avocado,  maya  and  the  “custard  apple.” 


GINGER  SALES  TALKS 


Wholesome  Advice  and  Practical  Suggestions 
for  Grocery  Salesmen  from  “One 
Who  Knows’’ 


By  Wesley  Williams 

Philadelphia 

J N these  talks  tea,  coffee  and  grocery  salesmen 
will  find  inspiration,  encouragement  and  as- 
sistance in  doing  bigger  things,  in  a better  way. 

Efficiency  means  more  than  being  always  on  . 
time  and  working  hard  during  the  hours  that  you 
are  employed  behind  the  counter.  Sometimes  it  is 
possible  to  prove  your  efficiency  outside  the  store. 
The  aim  of  every  business  man  is  to  increase  his 
business.  Increased  volume,  with  normal  ex- 
pense, means  increased  profits.  To  increase  this 
business  should  be  one  of  the  uppermost  thoughts 
in  the  mind  of  every  clerk.  Every  clerk  could, 
if  he  wanted  to,  spend  a little  time  in  the  evening 
soliciting  the  accounts  of  new  people.  A friendly 
call  after  business  hours  to  the  non-customer 
oftentimes  brings  good  results  and  is  not  resented. 
All  this,  of  course,  on  the  presumption  that  you 
want  to  make  the  store  grow  and  your  job  grow 
with  it. 


Learn  to  cut  guess  out  of  your  work.  Too 
many  young  men  do  too  much  guessing.  Know 
what  you  are  talking  about.  Don’t  guess.  Knowl- 
edge is  power.  The  man  who  knows  gets  ahead. 
The  fellow  who  only  guesses  stays  behind. 


Keep  in  step  with  the  policy  of  the  store.  One 


1^^^^  Elmplre  Hardwape  Company 
1^3  te;.-  STORE  FURNISHINGS  1^9 

scales,  canisters,  show  cases,  refrigerators.  Etc. 

W||K.W^I||  ELECTRIC  COFFEE  MILLS 

272-274  West  Broadway  New  York  City  BIIb 

y L._„  Write  for  complete  Catalogas 
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No.  E9211 


The  Little  Indicator  on  the 
"UNIVERSAL”  COFFEE  MILL 
Which  Means  Better  Service  to 

Your  Coffee  Trade  ThcXrade  Mark  Known 

A.  A 


Line  pointing  to  numbers 
on  the  in.;icator 


#4-#5-#6- 
#7- #8 


UNIVERSAL 


in  Every  Home 


UXIVERSAb  Coffee  Mills  are  always  in  demand 
because  of  their  added  features  in  mechanical  con- 
struction. 

By  turning  the  knob  on  the  dial  you  can  regulate 
the  grinders  which  give  the  grades  desired — coarse, 
fine,  or  pulverized.  Also  another  added  feature,  the 
safety  release  clutch. 

We  have  a Mill  especially  adapted  for  your  busi- 
ness. Save  the  salesman’s  commission  and  buy 
through  your  jobber. 

Write  for  Catalog  on  UNIVERSAL  Coffee  Mills. 


LANDERS,  FRARY  CEl  CLARK 

NEW  BRITAIN  CONN. 


“DOUBTLESS’^ 

There  is  no  substitute  for  COFFEE 

Way  back  Yonder  somebody  said,  “Doubtless,  the  Creator 
could  have  created  a better  berry  than  the  strawberry,  but 
doubtless  he  never  did.'' 

No  one  yet  has  made  a soluble  coffee  equal  to  Mr. 
Washington’s  wonderful  coffee. 

G.  WASHINGTON’S  COFFEE  WENT  TO  WAR 
HOME  AGAIN  BETTER  THAN  EVER 

On  the  market  since  1909.  At  the  Front  since  1914. 

Never  sold  under  private  label, 

NOTE:  NEW  ADDRESS— 334  FIFTH  AVENUE,  NEW  YORK 
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of  the  first  things  taught  in  the  army  is  keeping 
in  step.  Your  boss  depends  upon  you  to  do  this, 
all  working  together.  You  may  think  that  you 
know  more  about  the  business  than  the  boss,  but 
he  does  not  think  so.  Therefore,  if  the  policies 
are  laid  down  for  you  to  follow,  keep  in  step. 


If  the  store  is  departmentized,  have  you  ever 
thought  how  one  department  could  help  another? 
Well,  it  can,  and  through  co-operation.  Learn 
some  of  the  articles  being  featured  in  these  other 
departments,  and  after  you  have  waited  upon 
your  customer  call  attention  to  the  special  offer- 
ings. This  is  co-operative  salesmanship — one  de- 
partment helping  another  by  tactful  suggestion. 


Help  the  store  find  the  little  leaks  that  are  all 
about  you.  If  you  find  something  in  the  store  that 
is  wasteful,  do  not  pass  it  by  as  being  of  no  con- 
cern to  you,  but  speak  to  the  party  in  authority 
so  that  it  can  be  remedied.  Little  leaks  sink  big 
ships.  If  all  the  leaks  could  be  stopped  it  would 
mean  more  profit.  Profit  is  what  the  store  is 
conducted  for. 


to  bid  any  price  they  wish,  from  i cent  up,  and 
that  the  highest  bidder  will  get  the  goods  without 
reservation.  Each  week  announce  who  got  the 
goods  the  week  previous.  It  may  or  it  may  not 
be  best  in  your  judgment  to  name  the  price  that 
bought  the  goods.  If  it  was  low  it  might  en- 
courage people  to  bid  low,  or  if  it  was  high  it 
would  make  them  think  it  was  not  worth  while. 
Give  the  plan  continued  publicity  if  you  want  to 
get  enough  bids  each  time  to  make  it  profitable. 


Dependable,  efficient  men  are  very  much  in  de- 
mand, and  the  demand  grows  daily.  Someone 
has  said  that  “the  efficient  man  is  like  a repeating 
rifle — he  does  one  thing  at  a time  and  does  it 
quickly,”  and  that  “efficiency  is  the  brilliant  use 
of  common  sense,”  and  the  efficient  man  “does 
the  thing,  does  it  right,  and  does  it  without  any 
waste  motion.” 


l^ant  ^bbertisfementfii 

Classified  want  advertisements  under  regular  heading  $3 
for  twenty-five  words  or  less.  Additional  words  four  cents 
each.  Payable  cash  with  order. 

J^elp  l^anteb 


Increase  your  selling  ability.  Pick  out  one 
article  every  day  and  try  to  sell  it  to  any  customer 
who  can  use  it.  You  will  be  surprised  how  suc- 
cessful you  will  be.  The  next  day  try  something 
else.  Have  a personal  special  every  day. 


AUCTION  SALES 

You  can  carry  on  a sale  on  an  auction  plan 
without  holding  a real  auction.  Advertise  in  the 
newspapers  that  each  week  for  a time  you  will 
sell  to  the  highest  bidder  any  certain  article  or  set 
of  articles  you  wish.  Make  it  a rule  that  the 
bids  be  mailed  or  handed  in  sealed  and  marked, 
“To  be  opened  Saturday  night.”  On  that  night 
deliver  the  goods  to  the  person  making  the  high- 
est bid.  Make  it  plain  that  everybody  is  entitled 


RESTAURANT  andi  lunch  room  coffee  salesmen  wanted. 
We  have  established  a special  department  for  catering 
exclusively  to  this  trade.  Address  B.  Fischer  & Co., 
Inc.,  Franklin  street.  New  York  City. 


iHtfi;ceUaneou£( 


FOR  SALE — Duplex  Automatic  Weigher  No.  1,  with  sup- 
ply hopper.  Serial  No.  966F.  Made  by  E.  Edtbauer  & 
Co.  Used  only  about  six  months;  splendid  condition. 
Address  Monroe  Drug  Co.,  Quincy,  111. 


FOR  SALE — One-bag  Burns  Granulator;  reasonable. 
Address  Stoddard’s  Quality  Coffee  Shop,  Rockford,  111. 


REEVE  & VAN  RIPER 

WAREHOUSEMEN 

mT7T7J7Ti  MiUlng,  Cleaning,  Hulling, 
LfUrJrJlll  Separating  and  Picking 

Packers  of  Teas 

Storage  and  Weighing 

46-48-49  WATER  ST..  NEW  YORK 


Largest  selling  brand  in  the  United  States 


Seventeen  highest  awards  for  Purity,  Strength  and  Fine  Flavor. 

THE  C.  F.  SAUER  COMPANY  Richmond,  Va. 
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Through  203  newspapers — in  176 
cities — we  are  telling  11,500,000 
people  that 

POMPEIAN 
OLIVE  OIL 

— “always  fresh“ 

is  back  again — of  the  same  fine  quality 
and  sweetness  as  before  the  War. 

Take  advantage  of  this  nation-wide 
publicity  by  laying  in  a stock  of 
POMPEIAN — so  you  will  be  in  a 
position  to  supply  the  demand  which 
this  advertising  is  sure  to  create. 

Musher  and  Company 

Largest  Importers  of  Olive  Oil  in  America 

140  Liberty  Street,  New  York 


NEW  ORLEANS 
The  Logical  Collee  Port 
Home  of 

Alameda  Collee 

Sold  only  in  1 and  3-lb.  Tins 
Under  Our  Trade-Mark 

CAREFULLY  SELECTED  for 
PARTICULAR  TRADE 

Mr.  GROCER,  put  YOUR  TRADE 
WISE 

MERCHANTS’  COFFEE  CO. 

OF  NEW  ORLEANS.  Lid. 

New  Orleans 

B.  C.  CASANAS,  Pre*l. 


“Help  Her  Stretch 
Her  Dollar” 

When  you  get  right  down  to  brass 
tacks,  what  a woman  wants  when 
she  comes  into  your  store  is  food — 
FOOD.  And  by  no  stretching  of 
the  imagination  can  an  extravagant 
and  unnecessary  container  of  any 
kind  be  classed  as  a food. 

You  well  know  that  in  many 
packaged  goods  the  purchasing 
power  of  the  housewife’s  money  is, 
on  account  of  the  cost  of  the  pack- 
age, cut  actually  in  half — when 
compared  with  the  price  of  an  equal 
quality  of  by-the-pound  foods. 

Dried  fruits,  such  as  apricots, 
selling  for  35c  per  pound,  will  make 
10  cups  of  cooked  fruit  as  against 
23^  cups  of  canned  goods  at  the 
same  price;  one  serving  of  oatmeal 
equals  three  times  the  serving  of 
corn  flakes — for  the  same  money. 

Now,  if  you  tell  these  facts  to 
the  housewife  and  so  help  her 
stretch  her  dollar  you  will  make 
her  your  friend — and  she  will  give 
you  all  of  her  trade,  where  you  now 
get  only  a part.  She  will  also  send 
her  friends  to  your  store. 

And  if — in  addition — you  serve 
her  with  these  dollar  stretching  by- 
the-pound  foods  from  a Sherer 
Sanitary  Counter,  you  have  given 
her  another  big  reason — clean  food 
— for  trading  with  you. 

SEND  FOR  CATALOG  37 


Patented 

Sherer  - Gillett  Company 

Patentees  and  Manufacturers  of  the 

Sherer  Sanitary  Grocery  Display  Counter 

1707  South  Clark  St.  - Chicago 

Canadian  Factory  and  Office  Address: 
SHERER-GILLETT  CO  , Ltd.  Guelph,  Ontario 
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PRICES  CURRENT 

Wholesale  and  Retail 

As  of  June  2,  1919 

Prices  to  Wholesalers 

GREEN  COFFEE 
(250  Bags  or  Over) 

Brazil  Grades.  Line  or  Grade  Price.  Cup  Selected  Price 


Santos  7 

2234 

2234 

“ 6 

2m 

2334 

“ 5 

2434 

2434 

“ 4 

2434 

2434 

" 3 

24M 

25  34 

“ 2 

25 

2534 

Rio  7 

19  34 

“ 6 

* 

“ 5 

* 

“ 4 

♦ 

(No  Rio  Cup 

“ 3 

* 

Selections) 

" 2 

* 

* No  quotations  are  being  made. 


Green  Coffee,  Mild  Grades — Line  or  Grade  Prices — 
(250  Bags  or  Over) 


Maracaibo — 

Truxillos 23K@  • • 

Bocono 2.31^  @23 

Tovar 23,^@23M 

Merida 24  @24 

do  washed.  . .26 34 @27 
Cucuta — 

Ordinary 2334@  • • 

Fair  to  good 23M  @24 

Prime  to  choice.  .24  34 @25 34 
do  washed ...  26  34  @27  34 
Laguayra — 

Caracas 23  34  @23 14 

do  washed...  .26 34 @27 34 
Porto  Cabello. . . .2-3  @23  34 

do  washed 26  @27 

Colombian — 

Ocana 23  34  @23^4 

tBucaramanga..  .24  @28 

fTolima 27  @28 

fBogotas 23  @28 

fMedelin 23  @29 

tManizales 23  @2834 

Mexican — 

tCordoba 23  @23  34 

do  washed...  .26  @27 

tCoatepec 24  @25 

Jdo  washed. ...  27  @28 

JOaxaca 24  @25 

tdo  washed.. . .26 34 @27 34 
Costa  Rica — 

Common 21  @22 

F air  to  good 26  34  @27 

Prime  to  choice.  .27 34 @28 


San  Salvador — 

,.24  @25 

do  washed 

.26  @27 

Nicaragua — 

.2334@2t34 

do  washed 

.2534@2334 

Guatemala  Coban- 

Common 

.21  @22 

Fair  to  good 

.26  34  @27 

Prime  to  choice.. 

.2734@28 

do  unwashed. 

.2334@2434 

Puerto  Rico — • 

Unwashed 

.24  @25 

Washed 

.26  @28 

Hayti— 

Unwashed 

.23  34  @24  3^ 

Washed 

.26  @27 

Jamaica — 

Ordinary 

.21  @2134 

G’d  ordinary.. . . 

Washed 

.26  @28 

East  India — 

Padang  Int 

.25  34  @29  34 

Corinche 

.24  34  @2634 

Kroe 

.25  @2634 

Timor 

.23  @2434 

Private  Estate. . . 

.26  @28 

Fancies 

.28  @30 

Abyssinian 

.28  @.. 

Mocha — small.. . 

.32  @.. 

Liberian — 

tStraits 

.20  @21 

jSurinam 

.20  @22 

Pamanoekin 

.23  @24 

t Nominal  because  of  small  arrivals, 
t Common  to  fancy. 


TEAS 

China  and  Japan — Line  Prices 
(75  or  More  Packages  of  One  Number) 


Foochow — • 


Common. .. 

28  @.. 

Fair 

29  @.. 

Good 

2934@. . 

Superior 

30  @.. 

Fine 

3034@.. 

Formosa — 

Fair 

22  @23 

Good 

25  @26 

Superior.. . . 

28  @30 

Fine 

34  @36 

Finest 

42  @45 

Choice 

57  @62 

Choicest.. . . 

70  @75 

Fancy 

. ..1.00@1.20 

country  green 
Gunpowder — 

Extra 50  @60 

Firsts 47  @48 

Seconds @ . . 

Imperial — • 

Firsts 46  @50 

Seconds @ . . 

Thirds @ . . . 

Young  Hyson — ■ 

Extra 55  @65 

Firsts 44  @48 

Seconds 36  @38 

Thirds 34  @35 

Hyson — ■ 

Seconds 32  @ 

Thirds @ 


PINGSUEY 

Gunpowder — 

Pinheads 48  @50 

Extra  Firsts 43  @45 

Firsts 38  @42 

Seconds 32  @35 

Thirds 26  @27 

Imperial — 

Firsts 40  @41 

Seconds 35  @38 

Thirds 31  @33 

India  and  Ceylon- 
Pekoe  Souchong. ...  22  @23 

Pekoe 25  @28 

Orange  Pekoe 30  @35 

Ceylon — 

Pekoe  Souchong.  24  @28 

Pekoe 25  @30 

Orange  Pekoe. ...  33  @40 
B.O.  Pekoe 40  @50 


Japan — 

Basket  fired 32  @50 

Pan  fired 24  @48 

Congou — • 

Common 19  @20 

Good 24  @25 

Superior 27  @28 

Fine  to  finest 40  @45 

Choice  to  choicest50  @75 

-Lifp:  Prices 
Darjeeling — 

Fancy  Orange 90  @1.00 

Java — 

Pekoe  Souchong.  .20  @21 

Pekoe 22  @23 

Orange  Pekoe. ... 26  @35 


Black  Peppers — 

Singapore 

Acheen  A 

Acheen  B 

Acheen  C 

Lam  pong 

White  Peppers — 

Singapore 

Penang 

Muntok 

Heavy — 

Aleppy 

Tellicherry.  . . . 
Red  Peppers — 

Mombassa 

Japan 

Cloves — 

Zanzibar 

Amboyna 

tPenang 

Pimento 


SPICES — First-Hand  Prices 
Cassia — ■ 


.20  @21 

Saigon  rolls 

.46  @48 

@. . 

China,  rolls 

.21  @22 

@.  . 

do  sel,  bk 

.1134@12  34 

@ . 

Kwangsi 

.22  @23 

.1934@20 

Batavia,  Ext 

.22J4@24 

.2934@3d 

@ 

do  short  stick . 

.21  @22 

Cinnamon — 

.29  34  @30 

Ceylon 

.27  @31 

21  @2114 

Ginger — 

Japan 

.11  @1134 

.21  @2134 

Cochin — ABC.. . 

.16  @17 

doD 

1834@19 

Lemon 

.19  @20 

,17  @18 

African 

.13  @.. 

.33  @34 

Jamaica,  g’g 

.1534@20 

Nutmegs — 

41  @42 

75s  to  80s 

.27  @29 

, . . @.  . 

105s  to  110s 

.25  @26 

934@10 

Mace 

.38  @51 

Accra 

African 

Bahia 

Caracas 

Guayaquils — 

Arriba 

Machala.  . . 

Caraques 

Cuban 

Dominica 


COCOA — First-Hand  Prices 


.19M@21 

. . @ . . 

. 20  @22 
25  @26 

23  @25 

,22  34  @23 
22  3^  @23 
@ 

19  @1934 


Grenada. . . 

Hayti 

Jamaica. . . , 
Maracaibo. 

Para 

Sanchez . . . 
St.  Vincent. 
Savanilla.  . 
Surinam . . . 
Trinidad 


.23  34  @24 
.17  ^@18 14 
17H@17-M 

,26  @34 

■ . . @.  . 

• 19  @1934 

@ 

@ 

.22  @23 

24  34  @25 


Prices  to  Retailers 

COFFEE 

(Bag  Lots— 130  Pounds) 
Kind  of  Coffee. 


Rio 

Maracaib( 
* Caracas. 


* Mexican. 


*Mocha 

*Abyssinian . 
Java 


Green 

Roasted. 

From 

To 

From 

To 

2334 

2434 

2834 

3134 

24 

26 

2^ 

31 

1834 

1934 

2234 

2434 

2434 

2634 

2934 

32K 

2534 

2734 

3034 

3434 

2634 

30 

3134 

37 

2634 

2834 

3034 

3534 

2632 

30 

32 

37 

2234 

2534 

2734 

3234 

2934 

3534 

4334 

4534 

2834 

3534 

34 

4234 

2714 

2934 

3034 

31 

"No  quotations  are  being  made. 


TEAS 


(Single  Package  Lots.) 
Formosa 

From 

To 

QQ 

Foochow 

00 

QQ 

Congou , 

00 

Japan  P.  F 

00 

QQ 

“ B.F 

OQ 

India 

Oo 

Ceylon 

*tO 

AQ 

Gunpowder 

Young  Hyson 

^0 

36 

1 tWi  ^A  wWj  k.'J/i  lWj  wWi  LWi  iWi  k>g/i  kNg/i  t>Vi  i^A  t>g/i  iN!/i  iN!/i  l^Vi 
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REPRESENTING  THE  TEA,  COFETE. 
S>ICE,AND  FINE  GROCERV  TRADES. 


FEATURE  ARTICLES  IN  THIS  ISSUE 

A PICTORIAL  HISTORY  OF  TEA 

No.  2 — The  Introduction  of  Tea  Into  Japan 

HOW  COFFEE  CAME  TO  VIENNA 

COFFEE  IN  PANAMA 

By  J.  R.  GenuiT 

TEA  CONGRESS  IN  JAVA 
HELP  FOR  PORTO  RICO  COFFEE 
THE  ARMY’S  COFFEE  PROBLEMS 
ENEMY  TRADERS  IN  VENEZUELA 


THE  BLUE  BOOK  OF  THE  TRADE" 
WILLIAM  H.  UKERS,  EDITOR 


ft 


r 


THE  TEA  AND  COFFEE  TRADE  JOURNAL  CO 

79  WALL  STREET,  NEW  YORK 

BY  SUBSCRIPTION,  $3.00  PER  YEAR,  POSTAGE  PREPAID.  SINGLE  COPIES  25  CENTS 


ntered  as  second  class  matter  January  .SO,  1906,  at  the  post  office  at  New  York,  under  the  Act  of  Congress  of  March  3,  1879. 


COCOA 


of  unusually  high  grade  is  offered  to  the  trade  in 
barrels  and  kegs,  at  prices  that  compare  favorably 
with  any  competition. 

Sample  and  prices  upon  request. 

Inquiries  from  jobbers  and  wholesalers  especially 
solicited. 


OLD  DUTCH  MILLS 

INCORPORATED 

Successors  to  William  B.  Harris  Company 

65  Front  Street  New  York 


The  Standard  oi 


Purity  and  Quality 


MOCHA 


L B Longberry  Harrar 

LIVIERAXO-KIDDE  CO. 
Cargest  Importers  of  IVIoctia 
106  WALL  STREET  NEW  YORK 

Cable  Address,  “ MOCHA  ** 
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^IVinB  EIR-TT 

“The  Line  That  Excels” 


*<i 


Class  E — Electric  Coffee^ 
Roasting  Outfit 


The  Lambert  Electric  Coffee  Roaster 

The  Lambert  coffee  roaster  excels  because  it  is  the  pioneer  indirect 
flame  (underneath)  gas  roaster.  Because  it  is  the  most  compact, 
self-contained,  two  bag  roaster  on  the  market.  Because  it  requires 
the  minimum  of  power  for  operation.  Because  it  is  easily  installed. 
Because  it  is  substantially  constructed. 

A complete  outfit  designed  for  coffee,  peanuts,  cocoa  beans, 
cereals,  etc.,  comprising  roaster,  cooling  apparatus,  elevator,  feed 
hopper,  electric  motor,  with  geared  connections  and  gas  attachments; 
also  stoning  and  chaffing  attachments  for  coffee.  Built  in  two  stand- 
ard sizes — three  hundred  pounds  and  two  hundred  pounds  capacity. 

Plans  for  larger  plants  prepared  on  application.  Ask  for 
catalog  of  complete  line. 


iiiiHimiiiiiiiiiiitiiiiiiiiiiiiiiiiiiHiHiiiiiHiiiiiHiiiiiiiimimiimHiHiMiiiBiiiiiiiimniiHiHtiiHi 


I Lambeil  Ha<!lmie  Co.,  MoirshaIlJMjL<lh..| 


hiiimiiiiiuiiiiiiimMiiiiiuiiiriiiiiiiiiiiiiiuiiiuuiiiiiinuiiiiiiMiiiiiiiiimiiiiiiuimiiinuiniiiinft' 
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Are  You  Ready  To  Sell 
More  Roasted  Coffee? 


A lot  of  roasted  coffee  will  be  sold  this  year. 

Obtaining  a right  share  of  the  business,  and  taking 
care  of  it  on  a profitable  basis,  will  largely  depend  on  having 
a good  coffee-roasting  plant. 

A good  plant,  besides  having  ample  capacity,  must  be 
able  to  turn  out  the  kind  of  work  the  particular  business 
requires  and  turn  it  out  economically  and  reliably, — that  is 
to  say,  efficiently  and  comfortably. 

With  that  sort  of  a plant  to  depend  on,  the  owner  can 
devote  hiinself  to  the  ever-changing  problems  of  coffee 
buying  and  coffee  selling  without  being  halted  by  factory 
troubles. 

Many  roasting  concerns  will  be  gathering  in  choice  new 
business  this  year  while  other  concerns  have  hardly  started 
to  think  about  getting  ready  for  it. 

Are  you  ready  for  a bigger  output  of  satisfying,  de- 
pendable roasted  coffee? 

We  are  ready  with  all  needed  equipment. 


JABEZ  BURNS  & SONS 


irAvE.&43"StNEWY0RK 
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Our  New  “Karoma”  Coffee  Roasting  Outfit 

designed  for  army-camp  conditions,  and  used  with 
the  greatest  success,  both  here  and  in  France,  to 
provide  fresh  roasted  coffee  for  American  soldiers 


A wonderfully  compact  and  convenient  equipment  for  one-story  installation, 
to  roast  2 bags  at  a time.  No  overhead  support  is  required,  unless  for  the  outlet 
pipe  which  must  be  carried  from  the  fan. 

Branch  suctions,  all  regulated  by  handy  gates,  connect  the  fan  with  the 
cooler  box,  stoner  hopper,  roaster  smoke  pipe,  and  with  the  air  lift  by  which 
dumped  green  coffee  is  carried  above  the  roaster. 

The  roaster  gearing  is  belted  to  the  fah,  so  one  power  connection  to  the  fan 
drives  the  whole  outfit.  When  there  is  also  a grinder,  as  in  the  cut,  this  has  a 
separate  motor. 


JABEZ  BURNS  & SONS 




|11™Ave.&43“St.NEWY0RK 

J ■ 
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Gas  Coffee  Roasters 


More  efficient 
Occupies  less  space 
No  dust  or  dirt 
Insurance  rates  unchanged 
Thoroughly  constructed 
Operation  inexpensive 
Reliable  at  all  times 


Let  us  install  a “Monitor"  Roasting  Plant 
and  eliminate  your  coffee  troubles. 


Huntley  Mfg*  Co*  Huntley  Mfg*  Co**  Ltd* 

Silver  Creefct  ¥♦  Tillsonburg,  Ont*t  Canada 
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no  hands  touch 
Domino 


flows  into  the  machine  loose — it  comes 


out  packaged ! Every  package  is  tight  dust- 
proof  and  full  tveight. 

To  be  sure  that  yours  are  the  first  hands  to 
touch  your  sugar,  order  Domino — whether  it’s 
Granulated.  Tablet.  Powdered.  Confectioners 
or  Old-Fashioned  Brown — it  is  of  the  highest 
quality,  absolutely  pure  and  clean. 


American  Sugar  Refining  Cofflpaoy 

** Sweeten  it  with  Domino** 

Granulated.  Tablet  Powdered.  Confectioners.  Brown 


Can't  nr(e  help  you  package 
Your  Goods  the  same  P 


PNEUMATIC  SCALE  CORPORATION,™ 

NORFOLK  DOWNS  , MASS. 
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W.R.CRACE  &CO. 

NEW  YORK-NEW ORLEANS-SAN  FRANCISCO 

C O P P EE 

BUYING  OFFICES  IN  ALL  PRODUCING  COUNTRIES 
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Cups  Tell  the  Truth 
About  Coffee 


Instead  of  waiting  for  your  roaster  to  put 
liis  tryer  into  the  cylinder  and  then  perhaps 
come  to  you  with  a wry  face,  why  not  buy 
coffee  that  has  passed  the  final  test  of  the  cups 
before  ever  it  comes  into  your  hands? 

Instead  of  buying  here  and  there,  use  the 
service  that  we  can  offer  you — let  our  men  in 
Santos  and  on  the  spot  do  some  work  for  you, 
they  will  be  glad  of  the  opportunity  to  serve 
you. 

Much  can  be  accomplished  by  close  re- 
lationship between  you  and  us.  The  new 
season  will  be  opening  soon.  Let  us  start 
our  Santos — New  York — New  Orleans — Chi- 
cago Service  working  for  you  at  once. 


J.  Aron  & Company,  Inc. 


Importers 
New  York 
Chicago 


New  Orleans 


COFFEE 


Exporters 
Santos,*  Brazil 
London 
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The  Door  of  Opportunity  is  open  to  every 
Wholesale  Coffee  Dealer  in  the  United  States 

It’s  of  three-fold  benefit  and  distinctly  means: 

AN  INTERESTING  AND  ADDITIONAL  PROFIT  TO  THE  WHOLESALER 
MOST  THOROUGH  AND  EFFICIENT  EQUIPMENT  FOR  THE  RETAILER 
PERFECTLY  GROUND  AND  PULVERIZED  COFFEE  FOR  THE  CONSUMER 

THE  THREE-IN-ONE  STAND  FOR  INCREASED  BUSINESS 

We  would  like  to  get  in  touch  with  every  progressive  Wholesale  House  in  the  country 
and  have  its  co-operation,  individually  and  through  its  salesmen,  in  helping  the 
retailer  to  reach  THE  VERY  HIGHEST  EFFICIENCY  in  grinding  and  pulverizing 
his  coffee. 

THE  COLES  ELECTRIC  MILLS  ARE  THE  BEST  IN  THE  WORLD.  They  stand 
for  the  last  word  in  coffee  mill  efficiency,  and  they’re  reasonably  priced.  Very  liberal 
arrangements  will  be  made  with  wholesale  coffee  dealers  undertaking  to  introduce 
our  mills  to  the  retail  trade. 

IT  WILL  BE  WELL  TO  WRITE  US  AT  ONCE 

COLES  M ANUFACTURING  COMPANY 

Twenty-third  and  Turner  Streets,  PHILADELPHIA 


Member  of  the  Coffee  and  Sugar  Cable  Address  “Ruffwood”  Members  New  Orleans 

Exchange  of  New  York  Board  of  Trade,  Limited 

RUFFNER,  McDowell  & BURCH 

COFFEE 


IMPORTING  AGENTS  AND  BROKERS 


CHICAGO  NEW  ORLEANS  SAN  FRANCISCO 

326  W.  Madison  St.  332  Magazine  St.  153  California  St. 
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PRODUCE  & WARRANT  COMPANY, .«c 

(New  York  Agency) 

78-80  Wall  Street  433  Gravicr  Street 

New  York  New  Orleans 


Export  and  Import  Commission  Merchants 


COFFEES 


Agents  for  several  prominent  and  reliable  shippers  in  Brazil. 


COCOA,  NUTS,  BEANS,  ROOTS 
and  SEEDS  and  other  North, 
Central  and  South  American 
Products 


Head  Office:  Antwerp,  Belgium 

BRANCHES : 

Amsterdam,  Holland.  London,  England 

Genoa,  Turin,  Milano  and  Trieste,  Italy. 

Rio  de  Janeiro,  Santos,  Sao  Paulo  and  Bahia,  Brazil. 

Buenos  Aires,  Argentine.  Havana,  Cuba. 

San  Salvador,  Central  America. 

And  represented  in  all  the  principal  markets  of  the  world. 
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J.C.  Whitney  Company 


wm 


TIA 


I 


m 


CHICAGO  and 

437  WEST  ONTARIO  ST. 


NEW  YORK 

82  WALL  STREET 


SALES  OFFICES 
IS6  STATE  STREET,  BOSTON 
7 SOUTH  FRONT  STREET,  PHILADELPHIA 
714  EQUITABLE  BLDG,,  ST.  LOUIS 
149  CALIFORNIA  STREET,  SAN  FRANCISCO 
Sales  Agents,  Toronto  and  Montreal,  Canada 


BUYING  AND  SHIPPING  OFFICES 
SHIDZUOKA,  JAPAN 

SHANGHAI,  HANKOW,  FOOCHOW,  CHINA 
DAITOTEI,  FORMOSA 
COLOMBO,  CEYLON 
CALCUTTA,  INDIA 
BATAVIA,  JAVA 
LONDON,  ENGLAND 


PACKERS  AND  BLENDERS  OF  TEAS  OF  EVERY  KIND  IN 
EVERY  VARIETY  OF  CONTAINER  FOR 
PARTICULAR  BUYERS 


IN  CONSTANT  AND  CLOSE  TOUCH  WITH  ALL 
BUYING  AND  SELLING  MARKETS 


OLD  WAY  UF  StRVING 


tea  brewed  in  this  way  is 
insanitary  and  is  not  al- 
ways of  the  same  strength , 
also  requires  straining. 


HOW  TO  SELL 
MORE  TEA 

At  Bigger  Profits 

Use  our  Sanitary  Individual 
Cotton  Tea  Bags 

They  get  and  hold  Hotel 
and  Restaurant  trade 


NEW  WAY  OF  SERVING 


The  use  of  our  tea  bag 
eliminates  the  use  of 
strainer  and  produces  a 
brew  that  is  sanitary,  health- 
ful and  economical. 


WE  MAKE  AND  PACK  THEM  FOR  THE  TEA  MERCHANT 

WRITE  US  ABOUT  IT 


We  are  the  Oldest  and  Largest  Firm  manufacturing  Urn  Bags  or 
(Leacher  Bags),  Mailing  Bags,  Packing,  Sanitary  Individual  Service 
Tea  Bags,  etc.,  etc.  Cotton  Bags  of  every  Description. 

The  name  NATIONAL  URN  BAG  CO.  is  a guaran- 
tee for  Service + quality + workmanship + uniformity  of 
material  = 100%  for  your  $. 


URN  BAG  OR 
LEACHER  BAG 


NATIONAL  URN  BAG  COMPANY 

Samples  mailed  Cotton  Bags  of  Every  Description 

on  request  174-176  East  104th  Street,  New  York  City 
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CARTER,  MACY  & CO.,  Inc. 

ESTABLISHED  1850 

A WORLD-WIDE  ORGANIZATION 

MAIN  OFFICE,  140  and  142  PEARL  STREET,  NEW  YORK 

AND 

CARTER,  MACY  & CO.  OF  CANADA,  Ltd. 

MONTREAL  TORONTO  .WINNIPEG  VANCOUVER 
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TEA 


TO  THE  EXPORT  TRADE 

We  can  arrange  for  shipments  of  all  kinds  of  tea  to  be  forwarded  from  the  United 
States  or  from  Countries  of  Production  direct  to  your  foreign  customers  in  any 
part  of  the  world.  Our  unexcelled  facilities  and  world-wide  organization  place 
us  in  a position  to  render  you  exceptional  service.  We  maintain  our  own  offices 
and  buying  staffs  in  every  Tea  producing  country  and  Tea  market. 

Colombo  Hankow  Shanghai  Batavia  Taipeh  Calcutta 

Shidzuoka  Yokkaichi  London  Amsterdam  Copenhagen  Constantinople 

Stockholm  Helsingfors  Christiania  Barcelona  Bahia  Para 

Pernambuco  Rio  de  Janeiro  Buenos  Aires  Punto  Arenas  Valparaiso  Santiago 

Lima  La  Paz  Panama  Melbourne  Auckland 

We  have  large  and  well  assorted  spot  stocks  in  the  following  cities: 

NEW  YORK  . BOSTON  CHICAGO  SAN  FRANCISCO 

NEW  ORLEANS 

OUR  LONDON  OFFICE  is  now  quoting  London  Tea  Alarket  prices  based  on 
the  London  Auctions. 

PACKAGE  TEAS 

PACKED  TO  SUIT  BOTH  DOMESTIC  AND  EXPORT  BUYERS 

Tins,  Lead  Foil,  and  Caddies  and  Boxes  Original  Boxes,  Half 

Cartons  Lead  and  Paper  Lined  Chests,  Cases 

Yzx  1 Pound  Pack-  5 lbs.  to  25  lbs.  Iron  Strapped 

ages  Iron  Strapped 

We  possess  facilities  for  duplicating  any  kind  of  tea  in  any  size  or  style  of  pack- 
age, having  Packing  Plants  in  the  primary  markets  as  well  as  in  the  United 
States.  These  Packing  Plants  are  modern  and  up-to-date  and  we  employ  the 
best  commercial  artists,  so  that  we  can  duplicate  any  style  of  package  your 
customers  are  now  using,  or  we  can  originate  new,  attractive  and  original  designs 
for  labels,  decorated  tins  or  cartons. 


Write  or  Telephone  Our  Packing  Department 

CARTER,  MACY  & CO.,  Inc. 

Packing  Department  D,  Telephone  Hanover  160 
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Java-Holland- America  Trading  Company 

(J ava-Holland- Amerika  Handelscompagnie) 

Importers  of  Java  Tea 

AND  OTHER  DUTCH  EAST  INDIAN  PRODUCE 
DIRECT  FROM  PLANTATIONS 

ROTTERDAM  NEW  YORK  JAVA 

No.  8 BRIDGE  STREET 

Direct  all  correspondence  to  the  New  York  Office 


100%  EFFICIENCY 


in  your  packaging  department  if  you  install  the 

DUPLEX 

Automatic  Net  Weigher 

Saves  time,  labor,  and  money 

Unexcelled  in 

Accuracy,  Speed,  and  Reliability 

Weighs  accurately  all  free  flowing  materials 
such  as  coffee,  sugar,  rice,  cornmeal,  cereal, 
seeds,  salt,  etc.,  at  the  rate  of  35  packages 
a minute. 

Price,  $125.00  F.  O.  B.  Chicago 
THIRTY  DAYS’  FREE  TRIAL! 

E.  Edtbauer  & Company 

817  W.  Washington  Blvd.  Chicago,  111. 


i 


: i 


Jardine,  Matheson  & Co., 

LIMITED 

Importers  of  all  classes  of  tea,  including 

CEYLONSJNDIAS 
and  JAVAS 

63  Wall  Street,  New  York 


HUNJT  & CO. 


The  Oldest  Japan  Tea  Exporting  House 
in  the  Orient 


JAPAN  TEA  ::  CHINA  TEA 


90-96  Wall  St.,  New  York 

CHICAGO  MONTREAL 

222  N.  Wabash  Ave.  3 St.  Nicholas  St. 


Agencies  in  Important  Cities 
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TO  INCREASE  TEA  CONSUMPTION- No.  4.  || 

II  Suit  your  customers'  tastes.  i| 

II  Find  out — by  sampling  and  by  cup  demonstration — what  the  || 
II  customer’s  preference  is,  and  then  Deliver  Uniform  Quality.  |j 

II  Do  not  trust  to  haphazard,  guesswork,  eye-matched  selection — || 
II  Rely  only  on  cup-tested  matching.  |j 

li  Blending  is  the  only  means  of  securing  uniformity.  If  you  don’t  |l 
II  know  how,  rely  on  some  one  that  does  just  as  you  would  on  a doctor  |f 
If  for  an  ailment  or  a lawyer  for  your  case.  11 

, II  We  can  help  you  in  just  this  way  to  secure  “the  teas  that  are  better.  ” || 

, II  (Note:  Our  Service  Department  will  be  glad  to  correspond  and  || 

I II  advise  dealers,  but  all  orders  must  come  through  wholesalers.) 

i = lUlllltllllltlMlllllllllllllllllllllMIIIMinilllllMtinMIlMllllinilllMIIIIIIIIMIIIIIIMIIIIIMIIIIIIIIIIIIIItllMIMMtlllllllllMtlllllinillllltllllMniinilinilMnillllllllllllllMIIIIIMIHIIMIIIIIMIIIIIIIIMIIIIIMIMmmM 

HANDELMAATSCHAPPY  “TRANSMARINA/^  INC. 

(Trading  Co.  “Transmarina”) 

||  62  William  Street, 

I |i  New  York  City,  N.  Y. 
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Suitable  Seals  for  closing  tbem 
Lined  Containers 

^fe>acldn^  Cdffee  and  Tea  wan 


HQMAS  I\  Ro\AL  &.  Co 


COMPLETE  PACKING  ROOM  EQUIPMENT 

Present  conditions  in  the  coffee  trade  demand  even  closer  attention  to  packag- 
ing costs.  The  coffee  packer  who  seeks  to  cut  down  his  operating  expenses  should 
investigate  the  “Johnson”  line  of  automatic  machinery. 

We  are  manufacturers  of  complete  packing  room  equipment,  including  auto- 
matic carton  making,  filling,  sealing  and  moisture  proofing  machinery. 

Write  for  catalog. 


JOHNSON  AUTOMATIC  SEALER  CO.,  Limited 

Battle  Creek  Michigan 


Chas.  Dittmann  k V.  Aliain  Chas.  S.  Dittmann,  Jr. 
Member  N.  Y.  Coffee  Exchange 

CHARLES  DITTMANN  CO. 

Coffee  Commission 
New  Orleans — 223  Magazine  St.,  P.  O.  Box  747 
Chicago.  326  River  St.,  Rooms,  215*216 

AGENTS  FOR: 

Messrs.  E.  Johnston  & Co.,  Ltd.,  London 
Messrs.  E.  Johnston  & Co.,  Ltd.,  Santos 
Messrs,  E.  Johnston  & Co.,  Ltd.,  Rio-de-Janeiro 
Messrs.  Norton  Megaw  & Co.,  Ltd.,  London 
Messrs.  Norton  Megaw  & Co.,  Ltd..  Rio-de-Janeiro 
Messrs.  Carlo  Pareto  & Co.,  Rio-ae-Janeiro 
Messrs.  Arbuthnot,  Latham  & Co.,  Bankers,  London 
Messrs.  Fred’k  Huth  & Co.,  Bankers,  London 
U.  S.  Branch  of  Thames  & Mersey  Marine  Insurance 
Co.,  Ltd.,  of  London  and  Manchester 
London  Assurance  Corporation  (Fife  Insurance) 
Commercial  Letters  of  Credit  Issued 
Our  spot  department  makes  a specialty  of  selecting 
^nd^jurchasinj^coffee^^or^^heinterio^trade^^^^^ 


The  Laurel  Improved 
Coffee  Granulator 
and  Chaff  Remover 

Cheapest  and  best  ma- 
chine on  the  market. 
The  machine  you  will 
want  to  increase  your 
sales  of  clean  ground  cof- 
fee. Write  for  photo 
and  sample  of  the  work 
of  machine. 

Used  Coffee-Roasting 
and  Grinding  Ma- 
chinery. Send  for  list, 

TheLaureINfg.Co. 

627  N.  3d  St.,PhiIa.,Pa. 
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Braunling’s 


Braunling  Coffee  Company 

Importers  and  Jobbers  of 

COFFEE 


96-98  Water  Street  New  York 

Members  of  New  York  Coffee  and  Sugar  Exchange. 

Bourbons 

«J.  E.  CA.RREX  & COiVIF»AIW 

Successors  To 

JOHN  O’DONOHUE’S  SONS 


IMPORTERS— JOBBERS 

COFFEE 


100  FRONT  STREET 


NEW  YORK 


CHICO  RY 


HENRY  FRANCK  SONS,  Inc. 

FLUSHING,  N.  V. 


PRANCK 

no 


Growers,  Dryers,  Roasters  and  Manufacturers  of  Chicory 
|TRADE"MARK.|  in  all  its  Various  Forms 
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LET’S  GO! 


BRAND 


BRAND 


BUSINESS  VICTORIES 
LIKE 

MILITARY  VICTORIES 
ARE  AIDED  BY  THE  USE 
OF  EFFICIENT  AMMUNITION 


WE  RECOMMEND 
A CRACK  A JACK 

SALAD  DRESSING 


UNDER  YOUR  OWN  BRAND 
AS  EFFECTIVE  AMMUNITION  TO 
START  AN  ORDER 


OUR  LABORATORY  HAS  DEVEL- 
OPED ONE  WHICH  HAS  ADDED 
PRESTIGE  TO  OUR  LINE  BY  CON- 
SUMER APPROVAL. 

WRITE  TO 


THE  WIDLAR  COMPANY 

MANUFACTURING  DEPT.  CLEVELAND,  OHIO 


PRIVATE  BRAND— EXTRACTS— SPICES 
SALAD  DRESSING  OUR  SPECIALTY 
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Safeguard  Your  “Good  Will” 

Flavor  and  aroma  are  delicate  qualities.  In  tea,  coffee  and  spices 
they  are  the  essence  of  good  will.  The  skilled  producer  develops 
utmost.  Insecure  packing  permits  them  to  escape. 

Why  not  safeguard  your  good  will  by  using 


Protective  Papers? 


Glassine  ~ Vegetable  Parchment  — Grease  Proof  — Parchmoid 

Keep  the  goodness  in  and  the  tainting  influences  out.  Each  one 
of  these  papers  has  distinctive  qualities  that  make  it  best  for  its  par- 
ticular purpose— all  can  be  creased  or  folded  without  cracking.  They 
will  improve  a poor  package  and  make  a good  package  better.  Sup- 
plied in  sheets,  rolls  or  circles.  Your  jobber  can  supply  you. 

W^ite  today  for  samples  stating  the  purpose  for 
which  you  wish  to  use  Diamond-F  Papers. 

Perhaps  we  can  help  you. 

Diamond  State  Fibre  Company 

Bridgeport,  Pa.  (Near  Philadelphia) 

For  the  convenience  of  West  ern  Trade,  we  carry  a complete  stock  of 
Diamond-F  Protective  Papers  at  our  Chicago  Warehouse  and 
Factory,  1656  Besley  Court. 

Also  makers  of  Diamond  Fibre  “A  Remarkable  Material.” 


X 


A SIGNAL  SUCCESS! 

You  havG  the  preparation — formula  was  perfect,  goods 
carefully  made — ^let’s  make  it  a Signal  Success  by  packing  it 
In  PEERLESS  TUBES — made  by  skilled  workmen,  in  a clean 
factory,  for  besides  being  of  superior  quality  PEERLESS 
TUBES  are  clean  tubes.  May  we  prove  it. 


PEERLESS^ECQ 


37  LOCUST  AVE, 
BLOOMFIELD, 

N.  J. 


COFFEE^ ROASXIIMG  FOR  THE  XRADE 

ONLY 

No  Spice  Grinding  COFFEE  SEPARATED  No  Coffee  Selling 

JOHN  W.  HAULENBEEK  CO. 

(Established  for  38  Years) 

NO  ACCOUNT  TOO  LARGE  FOR  US  TO  HANDLE. 

WE  MAKE  A SPECIALTY  OF  HANDLING  OUT  OF  TOWN  ACCOUNTS. 

393  GREENWICH  STREET  NEW  YORK 

’Phone  Canal  217-218-219 
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|.  Kollrd 


tSKsi^H 


GRAtNil 

OEALIR^I 

iSAMPlI 

Ur.ASi| 


'TOCI 


CANS  that  can 


be  used  for  all  dry  products 
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AN  ANALYSIS  OF  COFFEE  TRADE 

CONDITIONS 

You  are  offered  an  exhaustive  up-to-the-minute  anaylsis  of  coffee  trade 
conditions.  This  comprehensive  report  should  be  invaluable  to  coffee  packers- 
to  the  manufacturers  catering  to  the  coffee  trade  and  to  those  contemplating 
entering  the  b'xsiness. 

The  report  comprises  100  typewritten  pages  in  loose-leaf  binder  with 
graphic  charts.  Among  the  subjects  covered  are  the  following: 

Study  of  coffee  importation  for  years  past 

Analysis  of  coffee  consumption  comparison  by  countries;  study  of  per 
capita  differences  by  states  and  various  sized  towns 

Studjr  of  coffee  branding;  relative  volume;  number  of  brands;  progress 
made  by  branded  coffees 

Analysis  of  sales  methods  for  branded  coffees;  actual  campaigns  described 

Study  of  retail  selling  situation  in  coffee 

Coffee  advertising 

Consumer  situation  in  coffee 

Scientific  analysis  of  effect  of  caffein  on  the  human  system 

The  cost  of  the  report  is  $100.00 


A REPORT  ON  COfFEE  SUBSTITUTES 

The  successful  coffee  distributer  should  know  the  extent  and  scope  of  coffee 
substitution.  We  are  prepared  to  furnish  a complete  and  searching  analysis  of 
the  coffee  substitute  business.  The  following  synopsis  will  indicate  its  compre- 
hensiveness : 

General  survey  of  coffee  and  coffee  substitutes 

Articles  used  as  substitutes 

History  of  Postum  and  other  substitutes 

Consumption  of  coffee  substitutes 

Kaffee  Hag 

Geographical  location  by  states  of  families  using  substitutes 
Selected  list  of  manufacturers 

Typewritten  report  in  loose-leaf  binder, 
illustrated  with  charts,  maps,  etc. 

Price  $100.00 


This  is  your  opportunity  to  know  your  market.  Get  these  reports  and  you 
will  have  something  authoritative  and  concrete  upon  which  to  base  your  sales 
and  advertising  plans. 

THE  TEA  AND  COFFEE  TRADE  JOURNAL 

79  WALL  STREET  NEW  YORK  CITY 
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12-BUILDING  A COFFEE  BUSINESS 

]\Iany  coffee  successes  have  been  built  around  one  or  two 
sterling  trade  mark  coffee  blends. 

After  careful  experiment  a suitable  combination  is  evolved 
and  a reputation  staked  upon  their  popularity.  This  program 
usually  wins. 

Every  coffee  man  realizes  the  importanee  of  uniformity  in  the 
working  out  of  sales  winning  blends. 

To  be  assured  of  uniformity  you  need  the  advantage  of  a wide 
range  of  selections. 

Our  facilities  are  such  as  to  give  the  discerning  coffee  roaster 
the  kind  of  coffees  he  needs  to  create  and  maintain  successful 
blends. 

Our  growing  organization  is  at  the  service  of  the  trade.  We 
are  here  to  help  you  build  a suecessful  coffee  business. 

M.  LEVY’S  SONS 

Importers  and  Jobbers  of  Green  Coffee 

New  Orleans  ::  New  York 
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Comores 


Bourbon  Vanilla  Beans 

We  are  direct  receivers 
from  the  Islands. 


Tahiti 


Vanilla  Beans 
White  and  Yellow  Label 

Shipments  received  at 
regular  intervals. 

I ANTOINE  CHIRIS  CO. 

18=20  PLATT  ST. 

NEW  YORK 

wiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniimimiiiimiiiitiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiminiiiiinititiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiim 


Creole  Tabasco  Peppers 


Packed  in  Casks  and 
Cured  in  Pure  Brine 


CREOLE  PEPPER  CO. 

LIMITED 

NEW  ORLEANS,  LA. 

P,  O.  BOX  1473 


Contracts  for  1919  Season,  Now  Ready 


VANILLAS 

of  every  variety 
ESSENTIAL  OILS  ETHERS 
M.  1.  BARRETT  & CO.,  Importers 

Oldest  Vanilla  Dealers  in  U.  S.  A. 

233  W.  Lake  St.  Chicago 


CATZ  AMERICAN  CO. 

INCORPORATED 

New  York 
Batavia,  (Java) 
Rotterdam  (Holland) 

Importers  of 

Spices  Tea  Coffee 
Tapioca 

and  all  Oriental  Products 

59  Pearl  St.  New  York 
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VANILLA 

BEANS 


THURSTON  ■&  BRAIDICH 

27  CLIFF  STREET 
NEW  YORK 


BULK  cocoa! 

IN  BARRELS  AND  DRUMS 

Also  packed  in  tin  cans  under  your 

Private  Label 

We  make  American  and  Dutch 
Process  Cocoa. 

Write  for  our  Latest  Price  List 
State  Style  of  Packing  and 
Quantity  Required  Annually. 

Tell  us  where  you  saw  this 
Advertisement. 

Ambrosia  Chocolate  Co. 

331-333-335  FIFTH  STREET 
MILWAUKEE,  WIS. 

THE  PROGRESSIVE  CHOCOLATE  AND  COCOA 
MANUFACTURERS 


“Arksafe”Elastic Paper  Linings 


fARKSAFt 
|hippi\o  bj 


ASTICUf 


FOR  BAGS  AND  BARRELS 

Absolute  protection  to  Coffee,  Rice,  Sugar 
and  Spices. 

Samples  Upon  Request 

Arkell  Safety  Bag  Co., 

CHICAGO  NEW  YORK 

14  East  Jackson  Boulevard  120  Broadway 


Excellent  for  Reducing  the  Cost  and  Mixing  with  Coffees 

HILLIS  TRIUMPH  CHICORY  SUBSTITUTE 

King  Quality  (Dark  Draw)  Best  Blending 

(Medium  Draw)  (Mild  Draw) 

Assures  the  Packer  using  them  a satisfactory,  profitable  and  permanent 
Ground  Coffee  Business. 

Now  is  a good  time  to  start 

Samples,  prices  and  mixing  information  mailed  on  request. 

HILLIS  CEREAL  MFG.  CO.  Rodney  and  Ainslic  Sts.,  Brooklyn,  N.  Y. 
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IS  YOURS  AN  “AVERAGE  " BUSINESS? 


We  are  referring  now  to  your  COFFEE  DEPARTMENT.  An  “average”  Coffee  Depart- 
ment sells  a few  pounds  of  coffee  each  day — providing  the  customers  are  interested  enough  to 
ask  for  it. 

The  Better-Than-Average — and  paying — Coffee  Department  vSUGGESTS  coffee  to  passersby 
as  well  as  those  who  enter  the  store,  because  it  is  equipped  with  an  up-to-date  ROYAL  Coffee 
System  such  as  the  one  shown  below. 

ADVERTISE! 

is  the  watch-word  of  all  successful  merchants — and  here’s  the  best  method  you  could  employ 
for  your  coffee  department  the  installation  of  a ROYAL  Coffee  System  of  a size  suitable  for 
your  particular  business.  The  handsome  design  and  finish  of  the  machines  attract  attention 
and  the  aroma  of  the  roasting  coffee  CREATES  a demand  through  appealing  to  the  appetite. 
RESULT?  Sales  increased  in  most  instances  from  one  hundred  to  five  hundred  per  cent! 


A SAVING 


of  from  five  to  fifteen  cents  a pound  is  realized  through  doing  your  own  roasting  and  your  service 
is  greatly  improved,  for  FRESH  ROASTED  coffee  goes  further  and  therefore  you  are  able  to 
pass  a substantial  saving  on  to  your  customers. 


LOOK  AROUND!  Yoii  will  see  these  machines  in  extensive  use  in  your  own  neighborhood. 
They’re  all  paying  for  themselves,  because  the  idea  is  right  and  our  complete  service  makes  it 
practically  irnpossible  for  them  to  fail  providing  the  business  is  given  a little — comparatively 
little — attention  by  the  merchant. 

WHY  SHOULDN’T  YOU  HAVE  A BETTER  THAN  AVERAGE  COFFEE  DEPARTMENT 

and  make  these  extra  profits?  It  will  cost  you 
nothing  to  learn  full  details  of  our  proposition. 
Write  for  a copy  of  our  new  catalog  today! 


1127  WEST  ST.  HORNELL,  N.  Y. 


{Electrically  operated,  furnished  with  motors  for  alternating  or  direct  current. 
Roaster  has  25-pound  capacity  and  uses  gas  or  gasoline  for  fuel. 

Mill  is  for  either  granulating  or  pulverizing — -fitted  with  our  patented  steel- 
cutting buhrs. 

Other  sizes  to  meet  all  demands. 
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Stores  using  a complete  N.  C.  R.  System 
can  give  the  public  good  service 


WHEN  a customer  goes  into  a store  and  sees  an  up-to-date 
National  Cash  Register  on  the  counter,  he  knows  at  once 
that  he  is  going  to  get  quick,  accurate  service. 

If  the  proprietor  of  that  store  is  asked  why  he  uses  a National 
Cash  Register  he  will  reply  that  it  is  a labor-saving  device  that 
helps  him  just  the  same  as  labor-saving  machinery  helps  the 
manufacturer,  railroad  man,  farmer,  and  mechanic. 

When  a customer  makes  a purchase  in  a store  using  an  up-to- 
date  National,  he  can  not  help  but  notice  how  quickly  the  clerks 
hand  out  parcel  and  change.  He  notices  how  careful  they  are — 
the  smart,  modern  appearance  of  the  store — the  good  service  and 
prompt  attention  that  he  gets. 

Customers  are  also  quick  to  notice  the  good  values  that  such 
stores  are  able  to  offer ; the  accurate  printed  cash  register  figures; 
the  freedom  from  disputes;  the  absence  of  errors. 


A modern  N.  C.  R.  System  is  a business  necessity  because  it 
does  so  much  to  increase  business  and  reduce  expenses 


The  National  Cash  Register  Compiany,  Dayton,  Ohio 
Offices  in  all  the  principal  cities  of  the  world 
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TPDU: 

ALL  WAT^/Z  /zoum 

B/ZAZ/jL 


G home  of 
the  following 
progressive  cofo 
roasting  houses 


JOHNSON=L\YNE  COFFEE 
COMPANY 

Importers  and  Distributors  of  the 

World’s  Finest  Coffees  and  Teas 

Write  for  samples  of  CUP  QUALITY 
kinds. 

Salesmen  wanted  in  all  uncovered  terri- 
tories. 

SPECIAL  COFFEES 

FOR  LIVE  GROCERS 

WRITE  FOR  PRICE  LIST 

NOR  WINE  COFFEE  CO. 

ST.  LOUIS 

FAUST  INSTANT  COFFEE 
AND  TEA 

By  C.  F.  Blanke  Tea  and  Coffee  Co. 

Prop,  of  the  World’s  Famous 

Faust  Coffees  and  Teas 
®t^d  the  Celebrated  New  Seasoning 
Faust  Chili  Powder 

Consult  us  on  Coffee  Fillers. 

WRITE  TO  THIS  ADDRESS 
IF  YOU  DESIRE  TO  BUY 

COFFEE 

Wm.  Schotten  Coffee  Co. 

ST.  LOUIS,  MO. 

Don’t  wait.  Write  to-day — ■ 

We  have  no  salesmen 

We  will  send  you  samples  and  prices  in  ac- 
cord with  our  method  of  doing  business— by 
correspondence  only. 

Back  The  National  Coffee  Publicity  Campaign 
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AmGricaT  Greaiejrt  G)flee 
2oa jtin^  Cenire . . . . . 


TO  SrLOU/S 

Qifie  brands  of  these 
firms  distributed 
in  a total  qt^ 
twenty-three  states 


FORBES  MARTHA  WASHINGTON 
BRAND  COFFEE 

Used  by  the  officers  in  the  United  States 
Army. 


Meyer  Bros. 
Coffee  and  Spice  Co. 

St.  Louis 

OWL  BRAND 

Coffee,  Tea,  Spices 


We  solicit  correspondence 
‘Settles  The  from  dealers  seeking  to  build  a 
Question” 


high  grade  coffee  business. 


WES  TEN’S 


COOKS’  PRIDE 
COFFEE 

ON  THE  MARKET  30  YEARS 

Edw.  Westen  Tea  and  Spice  Co. 

ST.  LOUIS 


Write  for  our 


MONTHLY  PRICE  BOOK 

it  will  save  you  money. 

Samples  cheerfully  submitted. 


St.  Louis,  Mo. 


Since  1858 

GOLD  STAR  BRAND 

Highest  Quality 

Teas,  Coffees,  Spices 

AND 

Grocers’  Sundries 

David  G.  Evans  Coffee  Co 

St.  Louis 
Established  1858 


St.  Louis  Is  Your  Logical  Coffee  Market 


When  Writing 
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Make  your  line  complete. 

Keep  pace  with  the  times — 
with  other  men  in  your  own 
line  of  business.  No  Tea  and 
Coffee  Merchant ’s  Line  is 
complete  without  package 
Macaroni  Products  — and 
there  is  no  better  macaroni 
than  “HARVEST.’’  HAR- 
VEST is  the  standard  of  the 
trade. 

Let  us  tell  you  more  about  it — 
the  price,  re-sale  price  and  in- 
troductory measures.  Ask  for 
samples.  You  cannot  afford 
to  overlook  an  article  which 
has  proven  so  profitable  to 
others. 

The  Foulds-Briggs  Co. 

Cincinnati,  Ohio 


NOT  a substitute 

— but  real  coffee  with 

5 95%  of  the  caffeine 

III  removed. . 

Prepared  at  New  Brunswick,  N.  J. 
Sold  by  grocers  everywhere. 

KAFFEE  HAG  CORPORATION 
225  5th  Av...  Maw  York 


CQppeB 1 

tOffEf 

v&i* 

Kintf 

«5® 

mm 

r 

EVERYBODY  Likes  SUMORE 


EVERYBODY  Wants  SUMORE 


Denison  Coffee  Company 

IMPORTERS  and  ROASTERS 

341-343  River  St.  CHICAGO 


can 


EXACT  WEIGHT’^  Scales  represent 
NINE  PARTS  SCALES  AND  ONE  PART 
UNSKILLED  LABOR.  Any  fool 
draw  a straight  line  with  a rule. 

Skilled,  experienced  operators  can 
produce  accurate  weights  on  ordinary 
scales. 
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COCOA  POWDER  AND  PREMIUM  CHOCOLATE 

Packed  Under 

F»RIVAXE  BRANDS 

“MOGUL”  Brand  SWEETENED  COCOA 

Packed  in  Yl  Lins — 100  lbs.  to  case. 

“HARVEST’’  Brand  SWEETENED  COCOA 

Packed  in  1 lb.  tins — 100  lbs.  to  case. 

“HARVEST”  Brand  SWEET  CHOCOLATE  and  PREMIUM  CHOCOLATE 

Packed  in  Y lb.  Cakes — 100  lbs.  to  case. 

COCOA  POWDER  IIM  BULK 

“The  Hooton  Factories  do  produce — The  finest  Cocoas  put  to  use.” 
“Their  uniform  grade  appeals  to  the  trade.” 

“Hooton  is  a Mark  in  Trade — That  signifies  surpassing  grade.” 

Samples  and  quotations  furnished  upon  request. 

HOOTON  COCOA  COMPANY 

NEWARK  NEW  JERSEY 


Sugar  Satisfaction 

The  dealer  who  handles  Franklin  Package 
Sugars  supplies  his  trade  with  a well  known, 
advertised  brand  of  quality  sugars — clean, 
dependable  and  of  true  weight.  Experienc- 
ing no  waste  in  spillage  or  weighing,  Franklin 
Package  Sugars  are  as  economical  to  the 
grocer  as  to  his  customers. 

The  Franklin  Sugar  Refining  Company 

PHILADELPHIA 

Franklin  Cane  Sugar  for  every  use** 

Granulated,  Dainty  L-umps.  Powdered,  Confectioner*.  Brown 
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TEA  AND  COFFEE  POST  CARDS 


Two  Series  of  Beautiful  Three-Color  Pictures 

Showing 

Set  No.  1— Tea  Culture  and  Manufacture  Around  the  World 
Set  No.  2— Coffee  Culfure  and  Preparation  Around  the  World. 

Scene,  in  evew  ten  ™ "'•W  h»">  owl  photogr.ph,.  Will,  descriptive  teW  written  by 

WILLIAM  H.  UKERS,  Editor  of  THE  TEA  AND  COFFEE  TRADE  JOURNAL. 


25  Colored  Cards  In  Each  Set 

25  Tea  Cards  m Set  No.  I 25  Coffee  Cards  in  Set  No.  2 

kicked  iHTeSwjton^^  advertising  under  the  descriptive  text^n  the  cards  and  on  the  boxes.  Each  set  is 


AN  EDUCATIONAL  PREMIUM 

These  cards  can  be  used  as  an 

Advertising  Noveity 

or  as  a PREMIUM  with,  or  without  coupons. 

Parents  and  teachers  will  approve  and  encourage  the  children  to  collect  them  as  they  tell 

the  Complete  Tea  and  Coffee  Story. 

Quantity  Price  List  on  Request 

NO  FREE  SAMPLES 

Sample  Sets,  25  Cents  Each 

ORDER  BY  NUMBER 


THE  AJTAX  PUBLISHING  CO.,  85  tVall  St.,  New  York 


Warners 

MACARONI  PROPUCTS 

recommend  themselves  to  grocers  who 
like  to  sell  the  best  and  to  discriminat- 
ing housewives  who  like  to  prepare  the 
best. 


Warner  Macaroni  Co.,  Inc. 

Syracuse,  N,  Y. 


Do  You  Want  Help?  State  your  needs  in  the  Classi- 
fied Ad  Department  of  The  Tea  & Coffee 
Trade  Journal.  Three  Dollars  is  all  it  costs. 

Do  You  Want  a Job?  Try  the  Want  Columns  o^ 
The  Tea  & Coffee  Trade  Journal.  $3.00  for 
twenty-five  words  or  less. 

Do  You  Want  to  Sell  Out?  Advertise  in  the  Classi- 
fied Ad  Department  of  "The  Blue  Book  of  the 
Trade.” 

Have  You  a Factory  or  Store  Equipment  to  Sell? 

Do  You  Want  to  Buy  a Business? 

Are  You  Looking  for  New  Capital? 

Are  You  Seeking  a Business  Opportunity? 

No  matter  what  you  want.  The  Tea  & CoFFEE 
Trade  Journal  can  help  you.  Give  it  a trial. 

THE  TEA  & COFFEE  TRADE  JOURNAL 
“The  Blue  Book  of  the  Trade.” 

79  Wall  Street  New  York 


TRADE  MARK  SERVICE 

We  Have  Standardized  the  Business 


Can  You  Read  Your  Titles  Clear? 


Inquire  of 

Trade  Mark  Title  Co. 

FT.  WAYNE,  IND. 

Washington,  D.  C. 

Established  1905  New  York,  N Y 


S.A.SCHONBRUNN  ® CO. 

83  Front  Street,  New  York 

wmporter^'  and 

^oa^ters  qf  ^ ^ ^ 

DISTRIBUTORS  OF  COFFEE  OF  QUALITY 
Samples  and  prices  that  will  bear  competition,  furnished 
on  request. 


E.  B.  MULLER  & CO. 

Importers,  Growers  and  Manufacturers  of 

CHICORY  AND 
COFFEE  SUBSTITUTES 

OF  EVERY  GRADE 

211  FRANKLIN  STREET.  NEW  YORK 
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The  Quality 

IN 

granulated,  cubes,  confectioners 
and  soft  sugars. 

The  sugar  which  makes 
satisfied  customers 

WARNER  SUGAR  REFINING  CO. 

Office!  79  Wall  St.,  N.  Y.  C.  Refinery  : Edgewater,  N. 


PURE  CANE 
, SUGAR  i 


The  Premium  De  Luxe 

Hundreds  of  the  livest  Coffee  Roasters  and 
Wholesale  Grocers  have 

REVOLUTIONIZED  THEIR  SALES 
by  using  Saxon  Chinaware — “the  premium 
with  no  back-fire.”  We  have  new  and  up-to-date 
plans  consistent  with  all  rulings  and  statutes, 
jv  We  can  help  you — will  you  ^ 

V ^^letus? 

Write  Today. 

^axo\\  THE 

XCIjilW  SAXON  CHINA  CO. 

SEBRING,  OHIO 


CHINAWARE 
for  PREMIUMS 

More  than  ever  in  demand 

Sets,  Assortments  or  Open  Stock 

THE  SALEM  CHINA  CO. 

S lem,  Ohio 

An  old  established  plant  recently  remod- 
eled and  enl\rged. 


A NEW  ERA  IN  COFFEE  MAKING 


VACUUM  PROCESS  COFFEE  MAKER 

THE  HOUSEHOLD  PREMIUM  OF 
UNLIMITED  POSSIBILITIES 

It  takes  the  luck  out  of  coffee  inakiuR. 

Perfection  of  operation  aTid  construction.  Kcononiy 
in  the  use  of  coffee.  If  you  sell  to  women  write  ns 
at  once  for  particulars  and  price  upon  this  great 
premium. 

Sample  sent  for  trial  to  any  rated  concern. 

ALUMINUM  PRODUCTS  COMPANY 
La  Grange,  Illinois 
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Aluminum  Products  Co. 
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Baker,  Walter,  & Co.,  Ltd 
Barrett.  M.  L..  & Co. 

Biston  Coffee  Co 

Blanke  Tea  & Coffee  Co.,  C F 

Braunling  Coffee  Co 

Buedingen,  W.  John 

Burns,  Jabez,  & Sons.  ^ 

Canister  Company  of  N.  T 

Carret  & Co.,  J.  B 

Carter,  Macy  & Co.,  Inc . . 

Catz  American  Co 

Chase  & Sanborn 

Chicago  Fibre  Shipping  Case' Co’ 

Chiris,  Antoine.  Co 

Cogollo  & Co ] 

Coles  Manufacturing  Co 

Continental  Paper  Bag  Co 

Creole  Pepper  Co 

Dannemiller  Coffee  Co 

Deer.  The  A.  T..  Co  

Denison  Coffee  Co.. . . 

Diamond  State  Fibre  Co 

Dittmann,  Charles,  Co  .......  . 

Dutch  East  Indian  Archipelago 
Dwinell-Wright  Co 

Edtbauer  & Co.,  B 

Empire  Hardware  Co . . . 

Eppens.  Smith  Co 
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Duplex 
SPARTAN  BAGS 

(Kraft  Outside — Lined  with  Glassine) 

Not  made  for  “show” — made  to  help  the 
roaster  better  serve  the  Hotel,  Restaurant, 
Cafeteria  trade. 

Spartan  preserves  the  aroma  in  your  coffee 
until  used.  It  combines  the  protective 
qualities  of  the  high  priced  package— and  at 
the  same  time  lowers  the  cost. 

W rite  to  the  warehouse  near  you — or  to 
Headquarters— for  Samples. 

Continental 

Paper  Bag  Co. 


Executive  Offices 

17  Battery  Place 


New  York 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 


X ackages? 


Years  of  experience 
underlie  our  service, 
and  our  prices  are — 
WRITE! 


Our  machines  glue  them  up,  from  flat 
sheets  or  knock-down  cartons;  pack  them 
with  a net  weight  of  coffee,  tea,  spices, 
rice,  salt,  sugar,  flour,  meal,  rolled  oats, 
corn  flakes,  etc.;  seal  and  hermetically 
wrap  them,  at  from  30  to  60  per  minute, 
with  a minimum  of  labor  and  waste. 


National  Packaging  Machinery  Co 

SOLE  MA1VUFA.CTIJRERS  AND  DISTRIBUTORS 


172*186  Green  St.,  Jamaica  Plain,  BOSTON,  MASS. 


THE  WH/TE BAG 
r/fE  RED  STR/PE 


Has’em  all  beat” 
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’ . I.l  I I ■ 
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